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December 1 - 1945 


NOT for CHRISTMAS 


T is a thrilling experience these days to attend the meet- 
ings for distributors and retailers being held by appliance 
and radio manufacturers in which 1946 lines are being 

shown. Such meetings in the past were always occasions of 
high interest ; getting back to them now gives a welcome sense 
of a return to a pre-war normal. In addition there is a high 
expectancy evident as crowds of appliance people take their 
seats in hotel ballrooms all over the country, where on the 
screen and in person manufacturing executives bring to the 
distributing trades the evidence of things to come. 

As we see these appliance and radio lines we are conscious 
that the producers are bettering their promises of the kind of 
merchandise we will have to sell in the immediate post-war 
markets. Appliance and radio makers have, during the war 
period, been careful to avoid the promise of sensational develop- 
ments. Most of them gave only the expectation that goods for 
immediate post-war sale would be substantially the same as 
1942 lines. In most cases, however, they are doing better than 
this. New lines not made before, such as home freezers, 
products that before the war had reached only a market test 
phase, such as driers, and new developments in established 
products such as dishwashers are ready for production. 


Twins the excitement of seeing all of this wonderful mer- 
chandise, it is certainly disheartening to realize that bring- 
ing it to the consumer for sale in quantities is, by necessity, 
postponed. A few months ago the trade was full of hope that 
retailers would be back into the radio and appliance business 
before Christmas. Everybody realizes now, however, that 
there is no Santa Claus in the reconversion picture. Month 
by month, strikes, small and large, have held up production 
at various levels. A few small strikes in the plants of sup- 
pliers that do not reach the headlines, can tie up a whole 
series of other factories and prevent final production of goods 
for sale. 

Price uncertainties also have held up suppliers and makers 
alike. These are conditions over which manufacturers have 
no control. The finest lines this business has ever had are 


ready for production. The most tremendous market ever 
known is anxiously waiting for these goods. But manufacture 
is stalled. 


HIS situation affecting all American production and dis- 
tribution, bringing to a halt the vitally necessary increase 
in employment and dimming the prospect of wide and expand- 
ing prosperity is the fault of an unworkable economic concept. 
The normal basis of business is threatened by an economic 
policy, fostered by government, of putting costs up and holding 
prices down. Industrial workers, according to this policy, 
are to be given overtime pay without doing over-time work. 
It ignores the relation between production costs and prices. 
If costs go up, so must prices go up also. 

One official mouth-piece of this policy, OPA, refuses to 
recognize that distribution costs are as much a part of price 
as production costs. If industrial wages are raised, standards 
of pay are set that are bound to affect wages in retail and 
wholesale business. Demands for more money will come 
from these workers and will have to be met. 


UPPORTERS of this new economic policy propose that 

wage increases can be taken out of profits. For our 
distributing trades, at least, this would be funny if it were not 
so deadly serious. For an appliance distributor or retailer 
forced on one hand to operate on restricted margins, and on 
the other hand forced to pay higher wages to his employees, 
the conditions mean nothing but a certain loss. The policy 
must fail because it is unworkable; but before that is fully 
demonstrated there may be a mighty tough interval. 
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who says they remember! 


Know what this is? It’s a picture of Phineas T. Duffle, 
who fed this self-same elephant a peanut filled with red 
pepper exactly forty-two years ago. And the whole pic- 
ture’s an out and out lie! The fact is that elephants for- 
get easily. 

So do customers! 


You've been told the customer will remember favors as 
well as injuries...will remember your unfailing courtesy 
...your sincere efforts to get her the best that could be 
had...your cordial little signs deploring wartime incon- 
veniences... your institutional advertising. 

Stuff and nonsense! 

Just let a competitor start featuring leading brands while 


you're still apologizing for wartime “just as goods’ —and 
the customer will fall in his arms. 


So put aside any white-elephant illusions you may have 
about the elephant memory of customers. And start bel- 
lowing for your share of top-brand items. 


Silex for one is prepared to offer you top brand merchan- 
dise: The first, the original glass coffee maker, the brand 
more people ask for by name than all others combined; 
and more and more newly improved Silex Duolectric 
Steam Irons. 


Silex is one of the brand names that adds prestige to a store 
—one of the leaders often imitated, but never equalled! 


Hitch your sales wagon to Silex and the other leaders. 
They’ll pull you through the scramble for business like 
charging elephants. 


uf ILEX 


TRADEMARK REGISTERED U.S. PAT. OFF. 


HARTFORD 2, CONNECTICUT 





ST. JOHNS, P. Q., CANADA 
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3 LIONEYMOONS don’t last 


forever... 
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NYBODY who’s been around knows that honeymoons For an over all check, why not take another look at Easy’s 
don’t last forever. new book, “How to get back into the Easy Washing 
chan- ; ; Machine Business?” Do it today! Easy Washing Machine 
none Dealers like yourself know that there will be a sellers Corporation, Syracuse 1, New York. 
ran honeymoon just as soon as Easy washing machines are 
tale available in quantities. Sales will be one of the simplest 
jobs you have; and your only problem will be to keep pros- 
pective customers from clawing each other. But thinking 
a store dealers know too that those days won’t last and will be 
1alled! forgotten before you can say “Spindrier.”’ 
naders. If you’re an Easy dealer, why not be alert and make the 
ss like most of the time that hangs heavy on your hands now? 
Dig up those store layout plans we sent you and start 
building a display that demonstrates. Get ready for those 
“wet” demonstrations that actually put the clincher on 
Spindrier sales. And don’t wait for volume shipments be- 
fore starting your sales training program. Easy has given 
you the materials to shortcut this important job, no matter 
how large or small your sales force. 
on 





THE EASY AUTOMATIC WILL BE THE BEST AUTOMATIC 
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WwW ” 
Hbtita SIT: America’s mil- 


lions everywhere — consumers, distributors, deal- 
ers — are set for the BIG BUSINESS of new, 


postwar 


With widespread demand firmly established for spe- 
cific NEW models—featured in an unpreeedented 
CONTINUING advertising and sales program— 

With THREE TIMES pre-war capacity for pro- 
ducing as fast as materials are available— 

With equitable merchandise allotments for all ter- 
ritories, and SOUND POLICIES that insure the 
UTMOST RETAIL PROFIT— 

Emerson Radio dealers are going ahead—booking 
more and more orders, solidifying their position to 
capitalize the most valuable franchise in the radio 


industry—the INDISPENSABLE line! 








The INDISPENSABLE 


LINE 


Regardless of other makes carried, Emer- 
son Radio is the dealer's INDISPENSA- 
BLE LINE because— 


1. It is the recognized LEADER in the 
largest “demand” division of the radio 
business; 


2. It has BETTER Style, Tone, Perform- 
ance and Value — with models for every 
purpose and every purse; 


3. It has the greatest consumer attraction 
—in advertising, windows, radio depart- 
ments—brings more people into stores for 
radio and other merchandise; 


4. It enables dealers to stock more mer- 
chandise with less investment—satisfying 
more customers and insuring more rapid 
turnover; 


5. It links the dealer with PROGRESSIVE 
electronic development—“ great engineer- 
ing ideas in small packages.” 


For the complete story, call your 
Emerson Radio Distributor. 


Rolling Off the Lines as 
Fast as Materials Roll in! 


World’s Largest Maker of Small Radio 


I~MERSON RADIO AND PHONOGRAPH CORP. @ NEW YORK II, N. Y. 
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these 
ADVANTAGES 

of the 
Timken Profit 


Franchise 


“< < 
1. Complete line of oil heat- 
ing equipment for new 
h and d nization. 
“ 





2. Quality products which 
can be sold successfully at 
a profit. 
“ 


3. Outstanding sales features, 
including the famous Tim- 
ken Wall-Flame principle 
which requires only one 
moving part. 

“ 


a 


. Savings up to 25% on fuel 
and electricity proved by 
reports from thousands of 
users. 

~“ 


Consistent national maga- 

zine and factory-paid key 

city newspaper advertising. 
~~ 


. Well-organized direct mail 
programs for dealers’ pros- 
pect lists. 

“ 

7. Factory cooperation on 

dealers’ local advertising 

program. 
“ 


. Hard-hitting dealer sales 
helps and sales promotion 
material. 

“ 


. Factory-conducted sales 
and service schools. 
“~ 


10. Unmatched public accept- 
ance of all products. 
‘“ ‘“ ‘“ 


Year after year, the Timken 
franchise has consistently 
made more money for dealers 
—has been the most sought- 
after franchise wherever oil 
heating is sold. It is in every 
Sense the PROFIT FRAN- 
CHISE. 





A lot can happen in 20 years! 


Plenty has happened since the introduction of 


Timken Oil Burners in 1925! 
tells the story 


The picture 


Take the product, for example. The big 
cumbersome Timken “Arrow” Conversion 
Burner, shown in the background, was accepted 
in 1925 as “the finest of its day.” Many are 
still giving satisfactory service. But this compli 
cated piece of machinery weighed 320 pounds, 
had over 480 parts, and retailed at $625.00. 


Contrast this with the new improved Timken 
Silent Automatic Wall-Flame Burner, shown in 
the foreground. /t sells for approximately hal| 
the price of our first burner. It is far simpler 
and more reliable. When installed in existing 
furnaces and boilers, or used in Timken Silent 
Automatic Complete Units and Water Heaters, 
it is so efficient it actually saves up to 25% on 
oil and electricity costs and is so fully automatic 
that it even lubricates itself. 


Timken’'s advanced engineering is the answer 
to these far-reaching improvements. Through 
constant research, more real progress has been 
made by Timken in oil burner design during 
these 20 years than has been made in any other 
type of home equipment. 


Surveys show more people than ever before 
are going to buy comlort with automatic heat 
ing in the years to come. In the last four vears 
of peacetime production, 1938 through 1941, 


LECTRICAL MERCHANDISING—DECEMBER !, 1945 


oil burner annual sales jumped more than 
100%. It is significant to note that Timken 
Dealers got a far greater share of this increased 
dollar volume than any other group of oil 
heating dealers. 


Doesn’t this all add up to profit opportunity 
for you? Take advantage of it now, and cash 
in on the millions of dollars that will be spent 
for modernization and new home construction 
during the next few years. Set the wheels in 
motion by writing for complete information on 
our dealer profit franchise. 





TIMREN 
Silent /hilomeatlic 


OIL HEATING PRODUCTS 


Quality Home Appliances for Comfort, 
Convenience and Economy 


20 Years of Faithful Service to American Homes 


Division of THE TIMKEN-DETROIT AXLE CO 


Detroit 32, Michigan 
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WE'VE GOT THOSE 


‘Pachlog blues” 


AT SILENT SIOUX 


Nobody regrets more than we do that we 
cannot possibly fill orders immediately for 
all the many new dealers seeking the 
profitable Silent Sioux franchise. All our ee: 
production for this year has been spoken me : 
for ... and then some. So no wonder j Bo tg 
we've got those “Blacklog Blues”. ; 
BUT . .. this is more than a lick and a 
promise ... if you write now we'll give 
you a priority on 1946 production. For 
Silent Sioux franchies are open in many 
splendid territories. A complete line of 
proven fast selling space heaters, air con- 
ditioning furnaces, hot water heaters, 
ete. Act now! 


Scleut Scour 
hb! SILENT SIOUX OIL BURNER CORP. 
ORANGE CITY, IOWA 
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T= NEW Sparton Radios and Radio- 
Phonographs will be:moving your way- 
shortly.* 


A lot of them! 


Consoles and table models that offer finer 
domestic reception and more powerful short 
wave! Automatic Combinations that insure 


better reproduction of records and the latest 
in FM! 
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All have great depth and brilliancy of tone 
—and all are superbly styled! 


But—remember—all Sparton Radios are 
sold under the SCMP (Sparton Cooperative 
Merchandising Plan) to one dealer in each 
community. 


eee RETR RTT TE TE TER 


= a 
. 3 





If you are interested in being the exclusive 
Sparton dealer in your community and in re- 
ceiving shipments on a direct factory-to-dealer 
basis, write—Ed Bonia, Sales Manager, The 
Sparks-Withington Company, Jackson, Mich. 














*Our Radio Plant has been ready to start 
production since V-J Day. Our inability 
to deliver immediately is due chiefly to 
the parts-price controversy. 








THE SPARKS-WITHINGTON CO., JACKSON, MICH. 


SPARTON 


RADIO'S RICHEST VOICE SINCE 1926 


TRON ERT BGT TOO PL eee ee ee 
iit a ina bem ii i AE cee Mes ae ES. a i ® 
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Youre Gettin’ Warm, Fella. 
oe but not burned?! 


HAT’S why mothers favor the TRILMONT Safety Heater above all 

others. There’s no need to tell the children “not to touch,” because 
the sides are always cool...no danger to youngsters, pets or property! 
And, unlike other portable electric heaters, TRILMONT raises the tem- ee 
perature of the entire room —not just a spot. Non-glowing coils radiate aie ye Ager 
“black heat” and will last indefinitely without servicing. It needs no fan, 
no moving parts to circulate healthful warmth wherever auxiliary heat 
is wanted—bathroom, nursery, sick room, damp basements, etc. 


Now is the time to tell your customers that TRILMONT is the ideal gift. 
Write or wire today for complete data and name of nearest distributor. 


SPECIFICATIONS... 
Width 19%", Height 184", Depth 9A", 120 me - OPA LIST PRICE 
e 


, my 
Volts,1200Watts, AC or DC current. W eight Including Cord Set Takes off the damp chill 
19 Ibs. Carries Underwriters’ approval. 95¢EXTRA AT ANDWZST OF THE MISSISSIPPI Jrom Basement Kooms. 


TRILMONT PRODUCTS COMPANY 


PHILADELPHIA 3, PENNA. 
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ITS ON A PEDESTAL 


THE HOME NO SUN-KRAFT 
THERAPY LAMP QUARTZ TUBE 
SENSATION HAS EVER 

OF THE SHOW BURNED OUT 











QUARTZ ULTRA ‘aiaahd RAY LAMP 
ON EXHI 


HOUSI 
AND MAJOR APPLIANCE 
PALMER HOUSE + DEC 








T AT THE 


ANUFACTURERS EXHIBIT 
BO TO JAN. 4, INCLUSIVE 


Oe ROOM |] 1013W 














215 W. SUPERIOR STREET 
CHICAGO 10. ILL., U.S. A. 


/ 
Sun-Krafi Inc. 


REG. U. S. PAT. 
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Wheat? , 


POULTRY 
FARMS? 


io C.llenes eee 





PERFECTION OIL STOVES 


y , Z ; VY , J 70 e € a 
You can't afford to leave a “Two Billion 
Dollar Hole” in your Farm Magazine Schedule. fod hi U bh! 2 
1944 gross farm income from Poultry and 
Eggs was $2,689,000,000. (Source U.S.D.A.) 
Every day farm poultry flocks 


provide six million dollars in cash. 





No wonder Poultry Farm families 
eat well...live well, and are able 
to enjoy Perfection Oil Stoves 
and all other kinds of modern 


home equipment. 


500,000 Circulation 


MEMBER: AGRICULTURAL PUBLISHERS’ ASSOCIATION 
AUDIT BUREAU OF CIRCULATIONS 
WATT PUBLISHING CO., Mount Morris, Ill. 


America’s Leading Specialized FARM MAGAZINE 
Representatives—New York: Billingslea and Ficke—Chicago: Peck and Billingslea 
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... with the new Camfield Automatic Toaster 


{ and its exclusive ‘“Equa-Therm” heat control... 
ect loas I) That, first of all, is what the housewife wants— perfect toasting 
0 results—according to our sound and thorough research. 





And that's exactly what the exclusive “Equa-Therm” Toasting 


Cycle insures, regardless of voltage fluctuation. 


‘ Not only that. The precise degree of toasting — light or 
dark —that each member of the family prefers, is governed 
by the accurate Camfield toast control knob. And instant 


¢ toast inspection at any point is afforded by the 
exclusive ‘Finger-Trip” release. 





* 
CAMFIELD 


AutTOmatic TOASTER 


The Camfield’s exclusive, 
modern design, by foremost product designers, en- 
titles it to a place on the smartest breakfast tables. 


AMFIELD MANUFACTURING COMPANY ee GRAND HAVEN, MICHIGAN 
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...New Zenith...New Zenith...New Zenith... 


Pre-war Sets Won't Do. . . Even In New Cabinets! 


America demands new home radios that fully reflect the war-hastened 
new beauty Bes progress of Radionics. The buying urge is great, true—but buyers will be 
wary. They'll look inside the cabinet—they’ll demand to see new, post-war 
features. And Zenith is ready, for every 1946 Zenith is brand-new, clear 
through . . . new in design, features, performance, as well as beauty. All 
the experience and “know-how” of Zenith’s 30 years of specialization 
new circuits.. in Radionics PLUS the developments born and tested in the crucible 
of War have been drawn upon to create Zenith’s new 1946 models. 


During the Housewares Show, January 7 through 19, see the Zenith Exhibit, 
Space 55 and 56, 17th Floor, Furniture Mart, 666 Lake Shore Drive, Chicago. 
new dials.. 


new performance 





Radionic 
new features .. Products Exclusively— 


World’s Largest Manufacturer 





ZENITH RADIO CORPORATION - CHICAGO 39, ILL. 
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Heres The Product ! 


A Home Cleaning System that’s the first new house 
cleaning idea in years—a faster, easier, better way to 
keep things spick and span from attic to cellar. A Cord- 
less Electric Iron that’s revolutionary. Work-saving 
home appliances women want—precision engineered 
from the woman’s point of view. Eureka talks a wo- 


man’s language. 


Here's What Happened ! 


Daily, Eureka’s Qualified Dealers throughout the coun- 
try report highest consumer acceptance and interest. 
All indicate the terrific sell-power in Eureka’s sensa- 
tional new postwar products . . . all point to one of the 
greatest new profit opportunities ever offered appliance 
retailers. 





The full line of Eureka work-saver appliances will be 
displayed at our new office and showroom No. 1475—in 
the Merchandise Mart, and at our space No. 17-86 in 
the Furniture Mart in January. See for yourself the 
reasons for this high consumer interest and acceptance, 
and get full details of Eureka’s Tailored Market Cover- 
age Plan and profit opportunity. 


Here's The Deal ! 


A “Dealer’s Deal”’ that gives a full profit line and a full 
profit opportunity under Eureka’s “Tailored Market 
Coverage Plan” . . . a plan that gives opportunity to 
every qualified Eureka dealer: 


1. For full sales potential within his carefully 
tailored market. 


2. For a long-term profitable business with 
Eureka. 


Contact your distributor 
or write us today for de- 
tails on the Eureka Tai- 
lored Market Coverage 
Plan franchise. 








1 CLEANER 
EKA yerich 
A ELECTRIC CORDLESS i208 


Eureka Vacuum Cleans 


EUR 
EUREK 
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«True Conlessions 


Is now the | 
largest-selling magazine 





on the newsstands 
of America 








® Our great new age of television will owe much to the 
picture-sharpness and realism offered by Ken-Rad Cath- 
ode-Ray Tubes . . . Added facilities for research, testing, 
and production promise still finer tube performance . . 
Tomorrow’s big market for Ken-Rad television tubes is 


but one of many profit opportunities for Ken-Rad dealers. 





@ Write for your copy of 


“Essential Characteristics” 
the most complete digest of 
tube information available. ° 


Division OF GENERAL ELECTRIC COMPANY 


OWENSBORO, KENTUCKY 


%| 


* € ‘ 
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This is t- 


The most revolutionary development in 


fuel oil space heating since Duo-Therm 


introduced the first Dual Chamber Burner! 


Duo-rnenm PoweErR-ArrR UNIT gives Duo- 
Therm owners the same kind of heating com- 
fort provided by a modern, blower-equipped 
basement furnace—and at the same time saves 
up to 25% in fuel costs over a space heater not 
equipped with Power-Air. 


1 lower -xo0 a fan / 


Power-Air pulls warm air out of the heater (as 
shown by the arrows in the above illustration) 
—actually moves 300 cubic feet of air a min- 
ute. It circulates it under pressure which gives 
3 times better heat distribution—less waste 
heat at the ceiling . . . more heat at living level 
... warmer floors. 


And Power-Air drives heat into far cor- 
ners ...into other rooms... heats the 
entire house better and more uniformly 
than is possible with a heater without 
Power-Air. 


Hagoarale unt / 


Duo-Therm dealers don’t have to carry addi- 
tional Duo-Therm Fuel Oil Heaters in stock to 
sell them with Power-Air. Power-Air is a sep- 
arate package and can be installed at any time 
on either side of the heaters in the regular 
Duo-Therm line. 


it is simple and effective in demonstra- 
tion. Just snap the Power-Air blower 
on—hold a handkerchief a few feet in 
front of it—and let the prospect see for 
himself how it sends out heat! 


_s 
—~e 
_—_———, 
—_—— 


Excluswe with Cus-Thim/ 


No other space heater has Power-Air—no other 
space heater has anything to equal its overall 
performance. Power-Air is one of many rea- 
sons why Duo-Therm users will always enjoy 
maximum comfort, convenience, economy and 
performance. 











And another reason why Duo-Therm dealers 
will always have an exclusive story to sell! 


Duo-THERM 


DIVISION OF MOTOR WHEEL CORPORATION, LANSING 3, MICHIGAN 


America’s Largest Manufacturer of Fuel Oil Heating Appliances 
7 . © 1945, Motor Wheel Corp. 
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a Raoicauy new Kino OF 


DOOR CHIME 
Sillenhouse 









Willa FOR YOUR COPY 


OF THIS VALUABLE CHIMES 
MERCHANDISING BROADSIDE 


/ 


Beiter Homes : 
LIFE cy 2 4 

LIFE > 
| Ais 


YW woop WOISEREEPING | i) 












NATIONAL MAGAZINES 
+ fo tell the Rittenhouse Chime story to millions 
of America's consumers— wherever they live. 

































Never before have electric door chime sales prospects reflected such 
glowing profit opportunities for electrical appliance wholesalers and 
dealers—in every community. And, timed perfectly to your sales efforts, 
millions are already seeing the strong, consumer-attracting Rittenhouse 
advertisements in leading National Magazines—and in big-circulation, 
key-city Sunday Newspaper Magazines. 

In words and pictures, the Rittenhouse Broadside tells the story of 
a skillfully planned, up-to-the-minute merchandising program to make 
Rittenhouse Chimes the fastest selling, most profitable and appealing 
line of electric door chimes ever presented. 

Expertly engineered to afford new mechanical features that make 


See the Rittenhouse Chime Exhibit! 


NATIONAL HOUSEWARES SHOW 


oe 


Palmer House, Chicago . 


heel Corp. 


ANDISING 
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RITTENHOUSE CHIME 
MERCHANDISING STORY... 


Rorren HOUSE—top name in the electric door chime 
industry — has stepped on the starter! Production of those models 
which will have the widest and most ready sale because of their 
design and price appeal is going ahead at full speed. Other models 


will be available just as rapidly as maximum production permits. 


Rittenh 
itten ouse America’s Finest Chime Signals 


THE A. E. RITTENHOUSE COMPANY, INC., HONEOYE FALLS, NEW YORK 


SUNDAY NEWSPAPERS 
. - « advertisements in leading key-city Sunday 



















EXPERTLY DESIGNED DISPLAYS 


... for sales-floor, window and counter use. Color- 
ful, compelling and prospect-stoppers. 





possible undreamed-of tone richness and backed by the hardest hittin 7 
sales and advertising set-up in the history of chime merchandising, 
Rittenhouse gives you everything that makes for record sales and profits. 
Send for this Rittenhouse Broadside now. Note the strikin z beaut, 
of the ten new 1946 models styled by America’s famous dsigner- 
stylist Norman Bel Geddes. Go over the important consumer-appeal- 
ing Rittenhouse mechanical features. Weigh the sales power of the 
tremendous circulation, prestige-creating publications Rittenhouse 
is using to help you sell. 
Write 


Join the Rittenhouse ‘‘Parade of Stars.’ us — TODAY, 


*« 


December 30th—January 4th 
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Painted for McCall's by Francis Criss 


SHE fills it with hopes 


The making 


hut the making 


of the chest is man’s work 
of the home is womans 

. and the hope chest has ever been a 
symbol of what that home is to be. She 
fills it not only with the tangible expres- 
linens and 


sions of the home—fine 


shining silver —but with faith and love 
and dreams. 
Naturally, this difference in interests 


and responsibilities between men and 


women creates a difference in ways of 


thinking and in reading interests, too! 


McCall's Thinks 
The Way Women Think 


accident that the women in 


3,500,000 homes read McCall’s. It is the 


It is no 


direct result of this magazine’s ability to 


think the way women think. Today, as 


life returns to the ways of peace and the 
home assumes a greater and more imme- 
diate significance, you will find your best 
informed and most understanding cus- 


tomer the woman who reads McCall’s. 


MME 


THREE MAGAZINES IN ONE 
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SELLING PROPOSITION & 
for APPLIANCE DEALERS. 






There’s a tremendous water heater market ready 
and waiting. 

And there’ll be plenty of profit in it for dealers 
who handle Ruud Automatic Gas Water Heaters 
with Monel* Tanks. 

The day is not far off when you'll have this 
triple-strength line to offer your customers. 


Here are the “BIG 3” 


When you handle Ruud, you're not taking on just 
another water heater. You’re merchandising per- 
fect hot water service, the kind of service custom- 
ers expect. And here are the reasons this is a 
triple-strength sales proposition. 


1. RUUD, manufacturers of water heaters since 1889, 
is a recognized leader in the field. 


2. GAS, the convenient, dependable, economical fuel 
which many of your customers and prospects have 
long used. 


3. MONEL, the rustproof nickel alloy. Water always 
comes out as clean as it goes in. Monel tanks are 
long-lasting and trouble-free. They reduce service 
and maintenance problems. 





ncis Criss 


Get set to meet any competition 





A profitable postwar business can be yours. Be a 
Ruud-Monel Dealer. A complete line of improved 
water heaters for all household and many commer- 
cial uses now in production. 


You'll have powerful national advertising to 


support you...and a lot of additional sales helps, 
id the too. 





pane. Selling days are ahead. But planning days are 
now. Send the coupon for details of one of the most 
r best profitable dealerships in the water heater field. 
And do it today...while a few towns remain 


SELL AN ESTABLISHED, ACCEPTED WATER HEATER 





RUUD MANUFACTURING COMPANY nf 


y Cus- . : s : kaa 
= without dealerships. Reg. 1. 8. Pat. Of 2934 Smallman Street, Pittsburgh 1, Pa. 


calls, 


I’m interested in selling the Ruud-Monel line in 
my community. Please send me full information. 


Te RUUD MANUFACTURING COMPANY 
RUUD PITTSBURGH 1, PA. 


GAs 
atte .++ perfect partners for 


“tomit: , 4 letee Se Cc. © SERGE TN eee ZONC....c0ee Staten. 








ONE 
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I.. not the tree. 


It’s Dad. 


He’s home. 
Richt there, with Mother. 


Looking at them, almost not believing 

that in one short second he'll have them both in his arms, 

Bill’s heart in his eyes, Phyllis looking him over 

in slow wonder for the first time in her three years. 

And as his arms close around them in that heart-breaking hug—Please God, 


let me never have to leave them again! 


Never before have homes meant so much. Never before have so many millions 
of folks been making their own homes for the first time, or starting over again. 
Draw your own conclusions about the new importance to you of the magazine 
that’s written entirely for the families whose big love is their homes: 


Better Homes & Gardens. 
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AUTO RADIO VIBRATORS 
LAST 33% LONGER, RUN 
LIKE NEW “ALL THE WAY 


E:-Z Auto-Radio Vibrators give you and your 
customers, for the first time, the benefits of 
important advances in vibrators made by £:Z 
for vital war applications. 

These precision-built, top quality synchronous 
and non-synchronous vibrators, developed and 
perfected by E-Z for the armed forces, are of 
the balanced resonance type with 8 contacts 
—twice as many as other makes in the non- 
synchronous types. These features, combined 
with a “quick-make, quick-break” action of 
the contacts, makes them last 33% longer and 
operate more efficiently and quietly. Their 
output-voltage and starting-voltage require- 
ments are held virtually constant throughout 
the entire life-span. 







MODELS MEET 95% 
OF ALL AUTO-RADIO 
REPLACEMENT NEEDS! 


® 


Only 4 models of £:Z Vibrators (models 1703, 
2089, 2041 and 2088) to service the 1,122 auto- 
radio models which comprise 95% of the market 
Smaller inventory, faster turnover, larger profits 
for both distributors and dealers! £-Z’s stand- 
ardization plan is the most comprehensive ever 
offered in auto-radio vibrators! Order now from 
your distributor, and get the wall chart tell- 
ing which €-Z Vibrator to use for most makes 
and models of auto-radios as far back as 1936. 













Hullo Radio 
VIBRATORS 


Pi Maan, eee 7 
‘see 
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E:-Z AUTO-RADIO VIBRATORS BUILT FOR LONG SERVICE 


1. Welded pole piece assures permanent accuracy of adjustment. 

2. Synthetic sponge sound insulation molded to fit contour of vibrator. 

3. Face of center reed weight is surface-ground to improve magnetic coupling 

4. Center reed uniformly stressed to prevent breakage. 

5. Reed and side contact arms are specially tempered. 

6. Side contact arms are silver-plated to prevent corrosion. 

7. Spot-welding of fingers, in contact against each other and the center reed, 
reduces voltage drop in center-reed assembly. 

8. Accurately ground bakelite spacers give structural accuracy and dimen 
sional stability. 

9. Double-screw stack helps maintain accurate adjustment. 

10. Pressure plate on top of stack keeps stack tight under tension over wide 
ranges of temperature. 

11. Extra-flexible roped wire used as leads to avoid any possibility of 
breakage. 

12. Steel ring, molded into shock mount, centers and holds vibrator upright 
when can is sealed. 

13. Neoprene wafer in hermetically sealed vibrators effectively seals vibrator 
against atmospheric pressure changes and moisture. 

14. Metal can, spun at bottom, seals vibrator against dust and dirt. 

15. Silver-plated pins assure minimum contact resistance. 


COPYRIGHT 19045 ELECTRON LABORATORIES, INC. 


LABORATORIES, INC. 
INDIANAPOLIS 


‘ co ee 
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The best of all that’s new in radio 


Delco home radios will be in production soon . . . table models, consoles 
and portables .. . in FM and AM combinations and with standard broadcast bands. They'll 
: provide the best of all that’s new in radio . . . sets that set the pace in 
styling and performance .. . a line that covers the entire range of customer 
demand. For engineering vision and manufacturing precision . . . backed by long 
experience in producing Delco auto radios and Delco home 
radios .. . intensified by wartime accomplishments in building military radios and 
electronic equipment . . . look to Delco Radio! 


“- 


ENGINEERING VISION—~— © 








They Finished Their Job—Let’s Finish Ours 
BUY VICTORY BONDS 
onee: : % 


MOR KORG 





OwtrED 


DELCO RADIO @A5%) A UNITED MOTORS LINE 
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BEFORE READING IT, HOW MUCH SAFER AND 


perTeR A P 


RR ee ame ee” 


4 Fon RIAs te Apts 





| FAMOUS WASHERS 
" Equipped with Eclipse 
All-Plastic Agitators: 


APEX EASY 
BARTON GE 
FAULTLESS MAYTAG 
BEAM NORGE 

|, BLACKSTONE SPEED QUEEN 
/ CONLON ZENITH 
Penne ere 


THES!” 
LASTIC AGITATOR HANDLES cLo 





—is the result of far-reaching testing and 
research by Eclipse plastic engineers. It has 
been specially engineered to improve the 
service and operating economy of any make 
of Home Washer. Because of these efficiency 


features, the Eclipse All-Plastic Agitator is 


s i — 
Easier . 
Stay mire, 


ECLIPSE 
tl - Plastic pbgitatonr 










°n cloth 
es — . 








regarded today as a standard part for all 
leading makes of home washers. 

ECLIPSE is readying new designs, materials, 
and colors for All-Plastic Home Washer 
Agitators. Designed to increase your sales 


—enlarge your field of satisfied customers. 


ECLIPSE MOULDED PRODUCTS CO. 


Div. of General American Transportation Corp. 
5162 N. 32nd Street — Milwaukee 9, Wisconsin 


MANUFACTURERS OF "SAN-DURO” BRAND PLASTIC PRODUCTS AND PRODUCERS OF PLASTIC ITEMS CUSTOM-MOULDED 
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“T hear the latest Seth 
 TThomas* models hit a 
new high for smartness.” 


E ECONO: 


sAlD 
“For salability too. 


Same fine Seth Thomas 
quality, you know.” 


7; : 
“Right! And they’re due any 
day now. Better dust off 
the shelves for ’em, boys!” 


Takes a while to reconvert ... but the Seth Thomas plant is 
already humming. Beautiful new designs are in the making. 
Your customers haven’t long to wait. Very soon these self- 
starting electric and spring-wound Seth Thomas clocks will 
be ready. And you’ll agree...they’ll appeal instantly . .. sell 
quickly Be on the alert for them Seth Thomas Clocks, 
Thomaston, Connecticut. 


Seth — 


SELF-STARTING ELECTRIC \ / 
a /P ” = thes : 
Gee fines narne tn electric chock (Oe 


“Echo” Self-starting electric alarm 


A product of GENERAL TIME Instruments Corporation 0 Se 


Thomas value. 
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“Sound and 
Competitive... 


* 


eet 


Ap Te 


COMMERCIAL CREDIT COMPANY 


BALTIMORE 2, MARYLAND 


Capital and Surplus more than $80,000,000 


ELECTRICAL MERCHANDISING—DECEMBER 1, 1945 PAGE 25 





PAGE 26 


IS WIRED FOR SOUND BUSINESS 


OLLOW the wires that carry power to farmers in 

The Golden Crescent —the rich agricultural states 
of Michigan, Ohio and Pennsylvania—and you'll follow 
a highroad straight into a waiting market ... a market 
of three million farm folks who are ready, willing and 
able to buy . . . whose farms number 17.5% of all 
America’s electrified farms ... who are prospects for 
everything electrical! 


These farm people have a long list of wants—for while 
they depend on farming for their living—their near- 
ness to urban markets make them urban in buying 
habits—and they want, and can afford, the same things 
their “city cousins” have. 


And they have the money to buy what they want! 


Farmers in T&e Golden Crescent have enjoyed years 
of rising farm incomes and accumulating savings 
accounts. They believe in spending and investing 
money—as evidenced by the fact that the percentage 
of fully owned farms in this region is 70.4% (as 
against the national average of 50.6%). 

This market is a fertile field for sales effort, because 
it is compact—and because it is easily, economically 
and thoroughly covered by three home farm magazines 
these people read and trust-MICHIGAN FARMER 
—OHIO FARMER—PENNSYLVANIA FARMER. 


If you’re searching for markets—don’t overlook Ze 


Golden Créscent { 


RURALLY RICH—POLITICALLY POWERFUL 


OHIO FARMER e 


CLEVELAND DETROIT 


MICHIGAN FARMER e 


PENNSYLVANIA FARMER 


HARRISBURG 
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tinel 


a lai 4h 


A GREAT NEW YEAR 
A GREATER NEW RADIO 
GREATEST DEALER PROFITS! 





Dealers, customers, everyone, hail the wonderful new 
Sentinels! New materials bring new beauty—color—durability 
.. . New designs—classical and modern—bring fresher 


loveliness to any surroundings ... New marvels of engineer- 


: ing precision—assure unmatched reception-perfection! 
all Pid Here’s the complete radio line that builds better dealer 
profits . . 


. with models for every purse and purpose— 


console and combination record player. Sentinels 


yo FM or AM, battery or electric, portable and table, 


look better—sell better—are better! 


Make 1946 your best business year. Sentinel, the finer, 


faster selling radio will help you do it! 


sentinel |. 


SENTINEL RADIO CORPORATION + 2020 RIDGE AVENUE + EVANSTON, ILLINOIS 
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It has been said that “no advertiser can be 
a success if he has only women on his mind.” Whether 
you take this literally or figuratively, you'll agree it’s quite 
a sales asset to have the man on your side, too. (Even 
when it comes to buying groceries the male is a mighty 
important factor, as we discovered in a recent survey. 94% 
of the men surveyed shop for groceries.) Schedules in The 
American Magazine give you both the male and the 


female, for The American Magazine is edited with dual sex 


In the Service 


appeal, edited to double-expose advertising to millions of 





women and millions of men . . . multimillions of aspiring a 
\mericans equipped with the wherewithal to make their of the Nation 


wishes and your sales dreams come true. 


THE CROWELL-COLLIER PUBLISHING COMPANY, 250 PARK AVENUE, NEW YORK 17, N. Y. 


PUBLISHERS OF THE AMERICAN MAGAZINE, COLLIER’S, AND WOMAN'S HOME COMPANION 








. l 
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James Bs Walker 


Announces 


The Alfred E. Smith 
Memorial Album 


t , 


Mayestic Miwon wa 


* MY GAL SAL * HAS ANYBODY HERE SEEN KELLY ? 





* WHEN YOU WERE SWEET SIXTEEN * THE BAND PLAYED ON 

* GIVE MY REGARDS TO BROADWAY * PUT ON YOUR OLD GREY BONNET 

* EASTER PARADE * TAKE ME BACK TO NEW YORK TOWN 
* I'LL TAKE YOU HOME AGAIN, KATHLEEN * THE SIDEWALKS OF NEW YORK 

* THE BOWERY * TIM TOOLAN 


* Gounod’s AVE MARIA 


Here is a group of songs that Al Smith loved... songs Abel Green, editor of Variety; Gene Buck, 
that express the spirit of a romantic and carefree era of former president of ASCAP; and Eddie Cantor, 
American life . . . songs that have long been America’s beloved American comedian. 


favorites. The Alfred E. Smith Memorial Album com- 
prises a collection of songs which might well be titled 
“Sing America!” 


The star-spangled cast includes Danny O'Neil; 
Kay Armen; The Five De Marco Sisters; Ray 
Bloch, His Orchestra and Chorus. 


Thousands of American families will want these favor- 
ite songs for their permanent record library. Get in 


touch with your Majestic distributor regarding this 
Eddie Dowling, eminent actor and producer; timely and profitable record album. 


The songs in the album, and the cast that plays and 
sings them, were selected by a committee of close per- 
sonal friends of Al Smith: 








: 





Majestic Album M-1, contain- 








ing four 10-inch records, in- bd 
troduces a new note in record 
album design. A green sim- 


ees NEW YORK CITY Sales: ST. CHARLES, ILL. 


ei of Majestic Radio & Television Corporation) 


ulated leather cover, stamped 





in gold, is protected by a 
distinctive dust jacket. 








EL -_ 
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y “Available for your study and use is a specific 
4 Tribune sales program based on the findings 
of an auto and household appliance investi. 

gation among dealers and consumers. To get 


these pertinent facts, address: C. S. Benham, 
Manager, Notional Advertising, Chicago 
I ef 77 Tribune, Tribune Tower, Chicago 11, Iilinois, 


bé 


4 


“You can get quick distribution and consumer 
sales in the Chicago market. Sales potentials for 
autos, refrigerators, washing machines and ‘big 
unit’ products generally are tremendous. In one 
compact area—easily accessible to factory ship- 
ments and salesmen alike—is more business than 
in 13 states combined.” 


“You can get started quickly in this $4,496,734,- “No matter whether your production is large 
000 market with a single powerful advertising or small, the rich Chicago market assures 
medium —the Chicago Tribune! One out of every enough business to absorb all or the major 
three families in 756 cities and towns of 1,000 or : 

‘sate igi? . part of your output. It offers quick sales— plus 
more population in this market reads the Tribune Suit tues d f 
on week days. On Sundays—almost every other See wane Pass eer wee 
family. Only the Tribune gives you a choice of when the competition starts to get tough. Why 
monoroto, coloroto, comicolor, newsprint color or not ccll a Tribune representative for marketing 


black and white printing at milline rates among facts and merchandising ideas?”’ 
the lowest in the country.” 


TRIBUNE 


parer 


AGO 


s 
st NEW 

ve GREATE 
aio’s 


al circulation: 
October aver? t 1,350,000 


Daily, ove’ 1,025,000; Sundey: 
gaily, 
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GET BACK OF THE RADIO Line 
THAT'S ON ITS WAY TO THE FRONT! 


Se General 


no OTHER LINE HAS ALL THESE FEATURES 


* G-E Alnico 5 Loudspeakers *G-E Protected Record Changer 
« G-E Electronic Reproducer *G-E Superior Quality | 

* G-E Self-Charging Portables *G-E Appearance Appea 

* G-E Frequency Modulation *G-E Positive Performance 


G-E Radio right now that General Electric couldn't 


So many people want a demands if it had twice as many plants. 


supply the present 


NO OTHER LINE IS BACKED NO OTHER LINE HAS THE AD- 


BY SUCH EXTENSIVE AD- VANTAGES OF SUCH EXTEN- 
VERTISING CAMPAIGNS SIVE EXPERIENCE IN THE 


TO YOUR CUSTOMERS! MANUFACTURE OF WARTIME 
ELECTRONIC PRODUCTS! 


THE HOTTEST LINE IN RADIO 

TODAY... AND PLENTY 

MORE MONEY-MAKING 
MODELS COMING! 


SEE YOUR NEAREST G-E RADIO 
DISTRIBUTOR! Find out all about the 


features, sales policies and promotion plans 
of the new G-E line. See your nearest G-E 
Radio Distributor or write: 


Electronics Department, 
General Electric Company, 
Bridgeport, Conn 


GEN ERAL @ ELECTRIC 


178-pDi2 


PORTABLES - TABLE MODELS - CONSOLES - FARM SETS - AUTOMATIC PHONOGRAPH COMBINATIONS - TELEVISION 
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~ Nobody 
knows 


CHICAGO 
like a 
CHICAGOAN 


wa 






AYBE you know the Loop, the Gold Coast, Wilson 
Avenue or the West Side. Maybe you are fairly 
familiar with State Street, the South Side and the Yards. 


But these are only segments of the second market in 
America—a market of factories and finance, of skyscrapers 
and stockyards, of hotels and homes, of railroads and 
granaries, of more than 4,000,000 people! 








| ee 


market facts gathered by men who are wearing out shoe 
leather on the sidewalks of all these cities. “Reporters 
with a nose for sales!”"—men who live realistically 
close to buying power, local habits and reactions 
and the intimate angles so valuable in effective sales~ . 
planning. 


Their information is gained from service to and association 
with retailers, wholesalers, sales and 


You knowa Chicagoan can tell you things CALL THE H-A-S MAN advertising people, from survey material 


about the town you never expected to 
know. And Chicago mewspapermen can 
tell Chicagoans plenty of things. 


The Hearst Advertising Service man can 
lay before you the picture of Chicago— 
and New York, Boston, Baltimore, Pitts- 
burgh, Detroit, Albany, Los Angeles, 
Seattle, and San Francisco—as nobody 
but a newspaperman can get it. 


He speaks your sales language — for 
behind him he has a vast storehouse of 






ee and from localized knowledge of specific 
? markets and conditions—a constant flow 


pd “eye 4 
+ ong I'm ra of facts that comes to you through the 
ed in your market 44.4.5 man. 


information on |name 


andi aman This is the sum of it: Hearst Advertising 


Service has, or can get, facts of first 
importance to the sales manager. And 
the H-A-S man is ready to help you with 
an interpretation of those facts—just as 
he has helped hundreds of other adver- 
tisers. Call him in now. 


Hearst ADvERTISINE SERVICE 


HERBERT W. BEYEA, Manager 





Representing: 


New York Journal-American ¢ Pittsburgh Sun-Telegraph @ Chicago Herald-American 
Baltimore News-Post-American ¢ Boston Record-American-Advertiser @ Detroit Times @ Albany Times-Union 


San Francisco Examiner ¢ Los Angeles Examiner ¢ Seattle Post-Intelligencer 
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Large surface 
oven for com- 
plete meals, | 
roasts, vege- 
tables and po- : 
tatoes. 


, ee ee ee ee ee eS es ee we 












Convenient 
lifter rack for 
casserole dishes 
and other small 
utensils. 





. an 

| ¢ 5e 
: 4 [xe'y 
) a at was 


High domed 
cover to in- s 
crease depth of ; ¥ 


roaster for large 


fowl or for whole 


Smooth flat top 
for working 
space when 
roaster is not 
in use. 





ham. 
i 





ES, there’s real satisfaction in selling a major appliance 

that scores such an instant hit with women... . and is 
so completely beyond the reach of competition. “Your electric 
roaster built right into the top of your electric range.” That's 
an exclusive sales feature that is really making women 
wait for this range .. . . and hold sales! 


MALLEABLE IRON RANGE CO. 
3825 Lake Street Beaver Dam, Wisconsin 











RANGES AND HEATERS 


cee ama 





If it’s a Roaster Range 
It’s a MONARCH 
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CONTROLLED ATOMS 
or CONTROLLED LIVES 





released over Hiroshima, the American people have 

been subjected to a continuous barrage of pro- 
nouncements on the use and control of atomic energy. 
Some of this comment has been strident, and much of 
it conflicting. A considerable portion of it has been of 
sincere and constructive excellence. 

It has not been easy to separate the wise counsel from 
the merely noisy, and it is small wonder that the minds 
of many are troubled and confused. 

However, the sheer mass of discussion poured into 
press and microphone has awakened us all to the gravity 
of the issue. In terms of any problem on which Ameri- 
cans ever have been called to exercise a judgment—This 
is It! 

Even the dullest now recognizes that atomic weapons 
hang over modern civilization like the Sword of Dam- 
ocles, and understands in some measure how fragile 
and taut is the hair of political balance that holds it 
suspended. 

From this point on, we need the coolest and most 
carefully considered judgment that can be brought to 
bear. Discussion highly charged with emotionalism will 
but increase the tensions both at home and abroad, and 
render wholly insoluble a delicately intricate problem. 


What Is The Problem? 


The major outlines of that problem now are coming 
into focus in understandable terms: 

1. The scientists have opened up a new and virtually 
unlimited storehouse of energy, and the engineers have 
discovered how to turn it into a military explosive in- 
comparably more powerful than any we have known. 
We know that this energy may also be used to produce 
heat for useful power, and we suspect that the radio- 
active substances produced by the process in hitherto 
unimagined quantity may also have medical, industrial, 
and other constructive applications. 

2. Terrifying as have been the demonstrations of the 
atomic bomb thus far, we know that they are as noth- 
ing in comparison with its potential destructiveness. The 
explosive force of individual bombs can be increased 
tremendously, and means for their effective delivery to 
predetermined targets in wholesale quantity already are 
at hand. The experts tell us that no practicable means 
of interception can be devised, and that reprisal in kind 
probably will be the only answer to an enemy attack 
with atomic weapons. 

3. So far as we can see now, even successful retalia- 
tion would be at best an answer of hollow effect. Any 
two nations each having wholesale stock-piles of bombs 
could accomplish the practical destruction of each other. 


| ye August 6th when the first atomic bomb was 


Since a first treacherous blow might well constitute ar 
enormous advantage, a nation actuated by a ruthless 
urge to conquest or revenge might have the best chance 
of survival. But since the widest possible dispersal of 
bombs and launching units would be dictated by the 
strategy of atomic weapons, it is doubtful that one nation 
could destroy another without itself suffering destruc- 
tion. On both sides the major centers of population could 
be wiped out, and the nation of least concentrated in- 
dustrialization and commerce would suffer least. How- 
ever, no one can be sure that the concentrated explosion 
of as many as 20 thousand atomic bombs would not 
poison the atmosphere of the world to an extent that 
would be fatal to great masses of population, not only 
within the country bombarded, but perhaps in the coun- 
try which launched them. 

4. The problem is further complicated because, so 
far as we know now, any large-scale commercial use 
of atomic energy as a power source is more or less in- 
extricably linked to a potential military use. It is true 
that, if atomic power becomes economically feasible 
(which is by no means certain for a long time to come), 
it would require only low-grade concentrates of fission- 
able material, which would need further elaborate and 
costly processing before reaching explosive potential. 
But the process of producing such low-grade concen- 
trates constitutes perhaps two-thirds of the industrial 
effort required to make effective bombs. It follows, then, 
that if nations were to equip themselves to produce large 
quantities of low-grade concentrates for power genera- 
tion, the effort required to develop large-scale bomb 
production would be materially reduced. Moreover, the 
maintenance of an effective inspection to police agree- 
ments not to produce bombs might be forbiddingly dif- 
ficult if atomic power generation were allowed. 

5. In addition to the major problem posed by the use 
of atomic bombs in international war, any nation which 
produces or possesses such bombs, or the fissionable 
materials with which they are loaded, faces still an- 
other in the danger of their falling under the control 
of paranoid elements in its own population. 


What Are We Going To Do About It? 


We face the hard fact that we have produced a weapon 
capable of destroying whole nations—perhaps even the 
whole world. Although we were importantly aided in 
its development by the nationals of other countries, we, 
together with Great Britain and Canada, now must take 
the initiative in deciding what shall be done with it. 
We have only two choices. We can try to keep this 
weapon as a monopoly of our own, or we can try to 
place it under broad international control. 
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Can We Keep It To Ourselves? 


If we know one certain fact about the atomic bomb, 
it is that it cannot long be held as a monopoly of those 
nations which produced it. 

If Nazi Germany had succeeded in developing the 
weapon first, it probably would have attempted to achieve 
world dominion, with utter destruction as an alternative. 
Such a course is not within our range of choice. It violates 
every principle for which we stand. 

Much reckless nonsense has been uttered concerning 
the inability of other nations to master the scientific, 
engineering, and industrial problems involved. It is the 
virtually unanimous opinion of those who worked on 
the project that several nations today are fully equipped 
in science, engineering, and industrial organization to 
produce atomic bombs and to provide the means for 
launching them. At least one of these nations, Russia, 
has also access to an ample supply of the necessary raw 
materials. The only debate is over whether it would take 
three, or five, or ten years for her to marshal her re- 
sources to produce bombs in multiple thousands. Once 
such an atomic race were on, we have no reason to be- 
lieve that Russia might not divert more resources to the 
task than we ourselves should be willing to put into it. 

Additional nonsense is talked as to how we might 
attempt to cope with the problem of living in a world in 
which mutually suspicious or hostile nations faced each 
other, with stores of atomic weapons on both sides. We 
hear talk of dispersing our cities and even of moving 
underground. No one has seriously reckoned the dif- 
ficulty or the cost of following such counsel of despair. 
Still less has anyone appraised the neurotic effect upon 
men’s minds of living by any such preposterous formula, 
under continuously mounting tension day after day, and 
year after year. 

Certainly, if we could find no way to prevent the com- 
petitive production of atomic weapons, we should be 
driven at least to the selective dispersion of our bomb- 
launching facilities, of certain key industrial establish- 
ments, and of our centers of government and governing 
personnel. We should be forced, also, to change our 
traditional requirement that only Congress can commit 
us to active war. We should be forced to organize our- 
selves as a police or military state, with our scientists 
regimented and muzzled, with all of us under constant 
surveillance against the smuggling and planting of time- 
bombs, and constantly alerted against attack through 
the air. 

Before we commit ourselves to any such intolerable 
procedure, we should be mad not to explore all possible 
means for making it unnecessary. 


The Only Feasible Alternative Is Effective 
International Control 


This cardinal principle has been recognized in the 
statement of November 15th, issued jointly by Presi- 
dent Truman, and Prime Ministers Attlee and King. Their 
statement frankly concedes that against atomic weapons 
there can be no adequate military defense, that no nation 
can command a monopoly of such weapons, that responsi- 
bility for eliminating atomic energy as an instrument of 
war and for devising safeguards over its use for the 


advancement of science and other peaceful and humani- 
tarian ends rests upon the civilized nations of the world. 

They propose that a commission be set up at once under 
the United Nations Organization to make recommenda- 
tions: (a) for extending between all nations the ex- 
change of basic scientific information for peaceful ends, 
(b) for control of atomic energy to the extent necessary 
to ensure its use only for peaceful purposes, (c) for the 
elimination from national armaments of atomic weapons 
and of all other major weapons adaptable to mass de- 
struction, and (d) for effective safeguards by way of 
inspection and other means to protect complying states 
against the hazards of violations and evasions. 

Already criticism is leveled at the wording of the 
statement, at alleged omissions, at the wisdom of choos- 
ing the United Nations Organization as the medium 
through which to seek agreement in view of the weak- 
nesses of the UNO Charter. 

None of these issues should be crucially important. 
What matters is that an invitation has been issued in 
good faith for the nations of the world to meet and de- 
cide upon means for assuring the elimination of weapons, 
the existence of which no one can afford to tolerate. 

The decision cannot be other than international; it 
will require the best thought of the best brains the world 
can muster. The smaller nations have an equal stake 
with the large, and from them may well come the most 
fruitful suggestions. But Russia now holds the key to 
the success or failure of our proposal. If she accepts our 
invitation, no other nation will refuse. 

Alternatively, there will be an international arma- 
ment race paced by atomic weapons. It will mean an 
end of free science, a severe policing and regimentation 
of international travel and trade, and innumerable re- 
strictions upon those individual freedoms which we have 
just fought so desperately to preserve. This is the dis- 
mal prospect if we fail to arrive at a genuinely inter- 
national accord on the control of atomic energy. But even 
this interval would promise to last only for an uneasy 
period, until someone started pressing the push-buttons 
on the panel-boards of extinction. 

The only permanent solution lies in finding means to 
eliminate war itself. That we cannot hope to achieve 
overnight, but we can, and do hope that the nations will 
now agree to eliminate atomic weapons and their radio- 
active by-products as instruments of war. 

If they do that, we can move forward more surely to 
the constructive development of the incalculably valu- 
able resources that science has newly opened to our use. 
And, we can hope also for a progressive improvement in 
international understanding. 

Unless the nations can reach agreement on this para- 
mount issue of atomic energy, it is difficult to conceive of 
any vital issue on which they might agree. 
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The DEALER. 


An analysis of the services provided 


Top executives of this large distributing company, Max H. Krich, president, right, 
and his brother, Paul R., vice-president, maintain an organization of personnel 
and facilities which renders their dealership valuable assistance in numerous ways. 


Andrew K. Leach, general sales manager On his return to civilian life, Maj. Barney 
heads the firm's six sales divisions, each G. Krich, a younger brother, will resume 
of which is in charge of a specialist. his position as secretary of the company. 


Successful radio and appliance dealers are fully aware of the 
numerous obligations due their customers. By conscientiously 
discharging these implied obligations, they build consumer 
confidence. At times, they undoubtedly render services beyond 
their moral responsibility. Many of them, however, give scant 
thought to the equally numerous services furnished them by a 
distributor—services generally taken pretty much for granted. 
Actually, however, the progressive distributor heartily sub- 
scribes to that “satisfied customer” principle. Sometimes the 
distributor, too, contributes important services far exceeding 
his moral responsibility. In this article ELECTRICAL MER- 
CHANDISING relates the manner in which one aggressive 
distributor views his obligations to the dealer, the way he ful- 
fills them, and the additional services he makes available. 





by a progressive 


appliance distributor to his dealership 


RICH-RADISCO, Inc., in New- 
ark, freely proclaims _ itself 


“New Jersey’s largest radio 
and major appliance distributor.” 
Dealer coverage extends through 14 
counties of the state, as outlined on 
the accompanying map. The pre-war 
employment roll of 162 now is being 
increased to 250. Looking ahead, a 
top executive of the company says: 
“In the first full year of unrestricted 
production we expect gross sales of 
$10,000,000 to $12,000,000 for that 
12-month period.” 

Max H. Krich is president. His 
brother, Paul R., is vice-president. A 
younger brother, Maj. Barney G., now 
in the armed forces, soon is slated to 
return to civilian life and resume his 
position as secretary of the company. 

Outlining overall dealer policy in 
broad terms, Paul Krich says: 

“We do everything we believe feas- 
ible to help our dealers out-distance 
the competitive field. As the link be- 
tween the dealer and the factory, we 
extend the dealer every opportunity to 
acquire a thorough knowledge of our 
products. Our function is to maintain 
an organization of personnel and facili- 
ties which the dealer will consider the 
logical source through which to obtain 
the proper merchandising assistance 
enabling him best to attain the great- 
est potential sales volume on these 
products. 

“Besides educational programs prod- 
uctwise, and general merchandising 
assistance, we also have a merchandis- 
ing manager, advertising and promo- 
tional aids, product service, financial 
counsel, a home economics department, 
home product demonstration groups, a 
kitchen institute, store planning—all 
available to dealers through experts.” 


Company Objectives 





Andrew K. Leach, general sales 
manager, discussing these points, am- 
plifies the company’s objectives as 
follows: 

“To assist in the development of 
consumer interest in our products, 
thereby creating additional store traf- 
fic for dealers. 

“To make available intensive train- 
ing in these products to enable dealers 
to present and demonstrate this mer- 
chandise to the best advantage at the 
point of sale. 

“To place in the field, under the 
direction of a capable head, an experi- 
enced group of home service women 
to demonstrate with smooth efficiency 


radio and major 





in consumer homes each product we enlis 
carry which requires such demonstra- furt 
tion when sold by the dealers. This II 
insures satisfied customers—the to 
source for future sales. deci 
“To assist dealers in all phases 
their retail operations, such as coopera Whe 
tion through our advertising and pro- tion: 
motion department on newspaper, radi get | 
and other special programs designed shat 
to stimulate the greatest volume of Bi !n 
sales at the lowest cost to dealers. 7 plan 
reveal to dealers the most effectual Bi have 
use of display materials, both in the rece 
window and on the floor, for the as 
proper exposure of this merchandis we'll 
“To offer our counsel on financial FR “1 
programs such as the handling of cor each 
sumer paper through time sales de- all 
partments of local banks and _ national beca 
time payment organizations. To solicit natu 
dealers’ business only through thor- 9 to t 
oughly trained personnel, specialists § *] 
qualified to give dealers accurate and maj 
complete information on tliese prod- has 
ucts.” = brie 
auto 
Dealer Reactions >The 
Our calls at retail stores to check inve 
dealer reaction to Krich-Radisco meth- 9 leng 
ods confirmed the support given mer- an a 
chants through this distributor’s over- dow 
all dealer policy. cust! 
At W. Wilderotter Sons, Inc., a J have 
large outlet in Newark, we contacted BR  “! 
John Love, manager of the radio and whe 


appliance departments. Love said: 
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John Love, manager radio and applian¢? the 
departments, W. Wilderotter Sons, |n¢ 
large Newark outlet shown opposite s@y° 
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By 
LANSDELL 
ANDERSON 


at distributor operates on an 


enlightened dealer-minded policy which 


shes us outstanding cooperation 
the line. We've 

rguments but [’ll admit the final 
lecisions were equitable. 


e way down 


rheir promotions pack a_ wallop. 
When we dream up our own promo- 
tions and want their cooperation, we 


1, quick answer. They back us on 
re advertising, so we go the limit. 
used their 


stocks. As 


financial 
yet we 


I, nre 


war we 


for floor 


haven't the manpower to send to their 


recent product schooling classes but 


is we reemploy men, that’s where 
we'll send them. 

“Their salesmen are hard-hitting, 
each a specialist. Few are jacks of 


ill trades. They give us real help 
because they know their product. This 
naturally also is highly advantageous 
to the distributor. 

“If we complaint on a 
major appliance and feel the customer 
a just kick, we state the case 
briefly to Krich-Radisco and _ that’s 
wutomatically the end of our trouble. 
They make good promptly. No long 
investigation to delay matters, no 
lengthy reports, no long wating for 
an answer, and then a technical turn- 


down leaving us with a boiling-mad 


have a 


} 
ids 


customer. Instead, we immediately 
have a satisfied customer. 
“I also like a distributing house 


where I always can reach someone 








_As a Gustomer 








Sales territory of Krich-Radisco, Inc., Newark, N. J., radio and appliance distributor, 


covers |4 counties of the state, represented by the entire area in red on map at right. 
Darker portion of map indicates the company's centralized servicing area, while stars 
in outer area denote cities where dealer and consumer service is handled, under the 
firm's direct supervision, through approved service agents. 


with authority to say ‘yes’ or ‘no’ when 
we want quick action. Paul’s door al- 
ways is open to us.” 

In the General Supply Co., Inc., 
Hackensack, we met Sydney Bloch, an 
officer of the concern. He answered 
our query this way: 

“As one of the leading distributors 
in this country, that outfit overlooks 
no bets in organizing their operation 





























































































"This distributor operates on an enlightened dealer-minded policy furnishing us 
outstanding cooperation all the way down the line. Their promotions pack a wallop; 


their salesmen give us real help; consumer complaints are settled without argument.” 
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to render the dealer every possible 
assistance within the power of their 
company. I can’t think of anything 
else they reasonably could be expected 
to do for us. As fast as they make 
new services available to us, we cash 
in on them. 

“With two other stores, we are 
large enough to afford our own ad- 
vertising counsel, or to train our 
salesmen to sell in gear with our own 
policies—but we also lean on this dis- 
tributor’s experience when we plan 
advertising campaigns on their prod- 
ucts and we appreciate their excellent 
training of our sales people on those 
same products. For a smaller mer- 
chant, these factors undoubtedly are 
doubly important.” 

Other dealer statements were in 
similar vein. There was no particular 
common ground of agreement as to 
which service they most appreciated. 


Service Operations 


Product service operations at Krich- 
Radisco are under Edwin L. Young, 
director of service, with the company 
for 18 years. Joseph P. Martin, appli- 
ance service manager, formerly was 
associated with a refrigerator manu- 
facturer. George C. Kimble, radio 
service manager, has been in the or- 
ganization 20 years. Also reporting 
to Young is Lee Neef, field service 
supervisor. 

The personnel of the service depart- 











ment, in pre-war totaling 37, now is 
being increased to 60. Of the 17 being 
added to the appliance section, 12 are 
field service and installation men and 
two are dealer contact men. 
Of the six the 
section, three are dealer field service 
and television engineers. These men 
now are being trained so they in turn 
later can instruct dealers in their own 
territories. 

The company’s centralized 
ing area is shown on the accompany- 
ing map. Here, the company fulfills 
all dealer and consumer requirements 
from Newark headquarters, maintain- 


service 


additions for 


radio 


servic- 


ing 24-hour daily service. Beyond 
this area service is rendered by ap- 
proved and qualified service agents 
under direct supervision. Located stra- 
tegically, as noted on map, they pro- 
vide adequate coverage for dealers and 
consumers there. 

Speaking of dealer bligations, 
Young says: 

“This entire department obviously 
is dedicated to the. dealer. Service- 


wise, we help him every possible way. 
Our mediums include training schools, 
conducted both here and in the field, 


as well as educational and training 


PAGE 37 


appl 
strez 
deve 
now 
deal 
with 
in 

here 
The 
tion, 


. 
Martin is in charge of the company's appliance repair division, main section of which 
is a large room with one side set up for Norge refrigerator service. The cleaner 
and washer wringer benches also are in this room, at one end, not shown here. 


Discussing a problem with his appliance service manager, Joseph P. Martin (left), 
here is Edwin L. Young, director of service for this distributor, who says: "My de- 
partments obviously are dedicated to the dealers. We help them every possible way.” 





hom 


The radio service department, filling four rooms, backs the dealership to the 
limit of its wide facilities and experienced personnel. This machine shop was set 
up to eliminate any necessity for sending repair work outside for attention. 


Service on Bendix automatic laundries is handled at the bench along this sidewall 
of shop, opposite refrigerator division. All appliances scheduled to hit the repair 
line are stored in an adjoining room, out of the way of the shop mechanics. 
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Getting set for the time volume sales of televisian sets will require experienced hands 
in the radio service department; the company now is training new members of 
the radio repair crew in the work on this line of television test equipment. 


George C. Kimble, radio service manager, watches shop repairman tackle a 
problem on a V-225 automatic mechanism sent in for repairs by a dealer. 
Total personnel of radio and appliance service departments is being increased to 60. 
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service literature and notes. When- 
ever a dealer asks, if puzzled about 
. iob, we immediately send a field 
man to him. At present there are 14 
in Martin’s field service crew on ap- 
nliances and two in Kimble’s radio 
field service crew, many of them 
specialists in one product. 

“We recently completed a series of 
appliance dealer service schools, 
streamlined along the training methods 
developed by Army technique. We 
now are running a school for radio 

‘aler personnel, acquainting them 

ith new products involving changes 
in service work. Sessions are held 
here and at selected spots in the field. 
The dealers receive general informa- 
tion, home repair, parts, improvements, 
installation, shop repairs, and proper 
parts stock inventories. 

“Meanwhile, Neef has been calling 
on appliance dealers during the past 
eight months, checking their opera- 
tions, assisting them on service meth- 

is, office and record control, parts, 
and field work. He also puts 

finishing touches on their new 
hands who received their basic train- 
ing at our school sessions. He follows 
up complaints and solves problems 
dealers bring to him.” 

Kimble’s radio work combines shop 
management at headquarters with su 


pervision of his field engineers who 


egularly make dealer contacts. He 
times steps into the field himself. 
The Krich-Radisco lines: RCA 
radios, record players and television; 
records ; automatic 


Victor 3endix 
home laundry, ironer and dryer; 


} 
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Regarding Krich-Radisco's overall dealer policy, Sydney Bloch, treasurer of the General Supply Co., Inc., Hackensack, the 
store pictured above, at right, says: "That outfit overlooks no bets organizing their operation to render dealers every possi- 
ble assistance within the power of the company." Waiting on a customer in the photo at left is William Bloch, family member. 


Norge refrigerators, washers, home 
freezers, ranges, air conditioners, space 
heaters and commercial refrigeration, 
American kitchens, dish washers and 
Eureka 


disposers ; 


garbage disposals ; cleaners, 
New 
Home sewing machines; Seth Thomas 
clocks; Westclox clocks; Knapp-Mon- 


arch table appliances; and Westing- 
house lamps. 


The Sales Set-Up 
Explaining the sales set-up, as re- 
gards dealer help, Paul Krich says: 
“Max and I divided this department 
into six separate divisions, each with 
its individual sales manager and, as 


irons and 


garbage 


soon as we can complete our organi- 
zation, with five territorial managers 
(salesmen) under each head. RCA is 
one division, Victor another, Bendix 


Lee Neef, field service supervisor of appliance repairs, regularly visits 
dealers throughout sales area, assisting on all phases of their repair opera- 
tion. Above, he (right), consults with Roy S. Pascal, Maplewood dealer. 
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a third. Norge is split into two divi- 
sions, one for refrigerators, washers, 
heaters, home freezers and 
ranges; the other for commercial re- 
frigeration. The sixth division takes 
in the products of American, Eureka, 
Seth Thomas, Westclox and Knapp- 
Monarch; and Westinghouse lamps. 
Andy Leach is the general sales mana- 
ger. The six managers each 
hold weekly product meetings, educat- 
ing their own territorial managers in 
the products and in demonstration 
methods which they can pass along 
to dealers. It boils down to intensive 
specialization with the dealer solicited 
by an expert qualified to help him if 
he wants advice.” 

The efficiency in the 


space 


sales 


executive 
branch of this company, starting with 
Max Krich, extends throughout the 
organization. The phone girls, for 
instance, dealer’s time is 
They’re not kept wait- 
ing. If a buzz doesn’t raise the proper 
sales manager promptly, the loud 
speaker system in the building usually 
produces him in a hurry. If he has 
slipped out for a quick cup of coffee, 
the girls have him paged at the drug 
store across the way. Nor is any 
employee’s time wasted by persons 
wishing to purchase an appliance at 
retail. The girls advise them to “see 
your nearest dealer because here we 


realize a 
worth money. 


only sell wholesale to franchised ac- 
counts.” 

Earl Pullen, head of the RCA di- 
vision, has a down-to-earth grasp of 
the  distributor-dealer relationship 
which he expresses as follows: 

“Through frequent field contacts we 
best ascertain how to help our dealers. 
A contact may reveal immediately that 
a dealer lacks sufficient sales personnel. 
Or that his men have not had proper 
product training. If so, I offer to hold 
a meeting in his store with his sales 
Often they lack sales pro- 
motion and advertising ideas, 
alized contact with the 
through advertising or direct mailings. 
Again, I offer to work out these prob- 
lems with the dealer. 


personnel. 
pers yn- 
consumer 


Through special 
sales effort, the problem is eliminated.” 
(With 


sales manager for a chain of 18 piano 


many years experience as 
houses with 600 employees, in this same 
area, before he joined this distributing 
organization years ago, Pullen speaks 
with authority on the retail angle.) 

“I always take about eight to ten 
minutes to examine a dealer’s window 
before I enter his store so I am ina 
better position to aid him to promote 
sales through this forceful sales 
medium. And I do the same for his 
floor display. Following a_ proposed 
remedy, | have found the dealer's busi- 


ness increased materially.’ 





Kimble is often called into the dealer field to iron out difficult problems. In 
picture above he contacts W. C. Haigh, owner of W. C. Haigh, Inc., who operates 
the modern radio and record outlet at 621 Central Ave., East Orange, shown at left. 
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Earl Pullen, sales manager of the RCA 
division, inspects new radio products 
We ike ivailable ubstantial 
i un lisplay material loo 
u f it winds up in a dark corner 
until too antiquated for use If he 
welcome udvice [ point out these 
Phe ealer must be made to feel 
free to discu iles problems not only 
pertaining to our lines, but also from a 
complete sale standpoint. When | 
earn hi I fidence, he reveals his 
problems and then | can suggest cura 


“y 1 
Market analysi 


f potential busi- 
Che distribu- 
tor spends important dollars compiling 
this information the 
is astounded when made to realize that 


ness 1s very nportant 


ind dealer often 


he sells such a scanty percentage of the 
data to set 
ind to tell him the type 
ot sets he can best sell in 


potential. We need this 
realist quota 


his market. 





of women into home 


laundry field 
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Miss Ruth Barr, home service director, center, currently is training small groups 
specialists for 


Chis 
m models which won't sell in his area. 
“I often 


guards him against overloading 


turn on dealer’s radios, 
finding 
an impressive demonstration. 
that check 
the the first thing 
morning 


‘The cashier’s desk is an important 


them improperly 


netimes 
tuned tor 
his serviceman 
floor 


[ suggest 
each set on 
¢ very 

spot in a dealer’s store. But how many 
cashiers make it a point to slip every 
customer a pamphlet on some product 
other than the one he just bought? In 

a retail store, from the porter up, the 
organization should be sales conscious. 
But the cashier, for example, says she 
hired to doesn’t. 
Sales through the service angle also 
often are badly neglected. A small 
bonus to these employees usually makes 
a big difference in sales attitude. 


wasn't sell, so she 


Sales Through Service 


“Demonstrations at point of sale are 
important. So is a follow-up 
demonstration in the home. The truck 
driver should be trained to 
turn the set on, at least be sure it plays 
after the trip, if not actually demon- 


very 


lelivery 


after-sale demonstrations. 


Lou Silver, Norge Division sales manager, intimately knows the 
dealer's merchandising problems from long experience in factory, 
distributor and retail operations before joining Krich-Radisco. 











strate it. Mother may have had a 
demonstration at the store when she 
bought the set but father or son may 
be at home to receive delivery. If it 
is slightly scratched in transit, the 
driver should have a rag and polish to 
clean it. These things save many a 
costly trip later by:a serviceman. In 
the long run it pays. Don’t be careless 
this far down the line. This set can 
sell many more. You can’t get away 
from the ‘satisfied customer’ princi- 
ple.” 

The other division managers 
may say it in different words, but the 
general theme is the same. Lou Silver, 
heading the Norge division, with long 
years of manufacturing, distributor and 
retail experience, predicates his policy 
on the base that the dealer’s success is 
his success. Therefore he makes avail- 
able to the dealer every possible aid 
within the company’s business means 
which will further the dealer’s success. 
Waiting for merchandise to roll, he 
currently is formulating a program of 
sales training on these products. 

Curt P. Logan, Bendix division head, 
already has put the sales personnel of 


sales 








Curt P. Logan, sales head for Bendix products, puts small groups 
of dealers through a streamlined training school. So far 152 
dealers have sent their sales personnel to his eight-hour classes. 


After ten years experience as home economist for a utility, Miss Barris qualified 





152 dealers through the Bendix train- 
ing mill in the auditorium in eight-h 
dozen or so dealers < 
More are coming every wee 
Logan directly assists his dealers in 
many other 
connections 


sessions, a it 

time. k 

ways, such as arranging 
with additional 
people, counsel for store lay-out 

the Bendix demonstration and _ sales 
department, supplying demonstration 
charts, store identification on this prod 
uct and cooperation on its cost, even 
to helping the dealer obtain a sign per- 
mit. He is available for group demon- 
strations to civic clubs, women’s or- 
ganizations and opening of 
branches. One man exclusively on 
field contact work checks dealer demon- 
strations, answering dealer queries 


Sales 


dealer 


Record Merchandising 


C. R. Juliano, head of the Victor 
division, acts as the link between the 
dealer and the manufacturer who pro- 
vides a wealth of advertising and pro- 
motional matter for the trade. These 
aggressive aids are keyed to national 
advertising campaigns, new record re- 
leases, artist performances and per- 


to assist dealers by visits to hames on laundry and kitchen institute problems. 
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appearances, 
ind a host of other similar promotions 
dealers. His five salesmen, like 
, have to know their records thor- 
ghly. Weekly sessions together with 
new records keep them up to date. If 
lealer wishes to modernize his record 
epartment, Juliano has at his finger- 
tips complete information covering 
ce of location, fixtures, booths, 
inters, stock selections and all the 
rest of the data likely to be desired. 
John Kath, heading the division with 
the balance of the Krich-Radisco lines, 
is new to this organization but not to 
this territory, where for ten years he 
was district manager for a washer 
manufacturer. Certified by American 
as a Kitchen Specialist, graduated by 
Eureka and by New Home, he now has 
much of value to pass along to his 
As an instructor, he puts a 
demonstration routine across very fast. 


artist autographs, 


( 


dealers. 


Home Service 


Home service director for this dis- 
tributor is Miss Ruth Barr, for 10 
economist with Jersey 
Central Power & Light Co., after other 
varied experience in the same field. 
Currently her prime job is to put to- 
her a large group of women and 

them into Bendix home laundry 
field specialists to demonstrate in con- 
sumer homes this product after the 
sales are made by Krich-Radisco deal- 
ers. Handpicking the members of this 
group with extreme care, Miss Barr has 
16 trained for this work. The dealer 
selling this equipment need 
lear it won’t stay sold. 

[t’s another case of helping the dealer 
through satisfied customers. The after- 
sale demonstration also the 
dealer by averting many service calls 
which otherwise might occur through 
improper use of the machine, it pro- 
vides him with prospects, and builds 
good will for him. Consumers are in- 
vited to ask their friends to attend 
these demonstrations, and those names 
go back to the dealer. When the pres- 
sure eases somewhat on this group, 
they will be available for demonstra- 
tions in dealer stores and for training 


home 


years 
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Head of the Victor division, C. R. Juliano funnels a considerable 
amount of sales assistance, especially promotional aids, to his 
numerous record dealers through his five territorial managers. 
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of newly-acquired sales personnel. Miss 
Barr, meanwhile, is ready and willing 
to tackle women’s organizations at 
dealer call. 

The extension of similar service on 
other major appliances will necessitate 
the training of corresponding crews. 
With considerable experience in de- 
signing complete electrical kitchens and 
laundries for consumers, Miss Barr is 
slated to move up into the key position. 
She is equally at ease demonstrating a 
washer, dryer, ironer, sewing machine, 
cleaner or any other appliance. The 
dealer knows how valuable the average 
utility in pre-war found the home econ- 
omist. He’s now happy to have a 
distributor make this service available 
directly to him. 

The Krich-Radisco kitchen institute 
is on the way. The formal announce- 
ment has been released. The purpose is 
to assist the dealer in the complete 
kitchen business, a package sale with a 
big ticket. Another staff will assist 
Miss Barr with this. Promotion of the 
package for dealers is threefold: 1) by 
cooperation, giving counsel and serving 
as a clearing house of information. 2) 
Furnishing the usual selling helps and 
strategy. 3) Supplying dealers with 
effective layout plans. The packaged 
kitchen comes in varied for a 
range of homes, apartments to man- 
It is price-scaled accordingly. 


sizes 
sions. 


Complete Kitchen Business 


The post of merchandising manager 
is filled by Arthur Hirsch, whose 
knowledge of every product in the 
company’s radio and major appliance 
lines is expected to be comparable to 
that of the individual division 
managers in their particular products. 
He also must at all times be thoroughly 
familiar with the market potential and 
conditions. He then is in a position to 
consult with division heads on mer- 
chandising and promotional plans, thus 
assuring dealers sound programs which 
he is convinced will create favorable 
consumer reaction. 

Dealers planning a new store, mod- 
ernizing or expansion, a new depart- 
ment or a new location, or any other 


sales 
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The merchandising manager is Arthur Hirsch, whose knowledge of 
radios and major appliances must be comparable to that of the 
individual division sales managers in their own line of products. 


eel 
Sets More Dirt 
in Lata Vine 
at Lesa Cost 


efficient merchandising, 
will find a man in this organization 
with the answers on these vital sub- 
Financial advice also is avail- 
able to them, as P. J. Collins, credit 
manager, devotes a considerable por- 
tion of his time to conferences with 
dealers concerning their financial plans, 
often being asked for 
counsel on matters outside the general 
run of merchandising. 

The first issue of the Krich-Radisco 
newsletter was mailed to dealers early 
in November. Called “What’s New,” 
it features product information, includ- 
ing expected deliveries, changes, and 
market potentials, posting the dealer up 
to the minute on this important news. 


guidance in 


jects. 


also financial 


Advertising and Promotion 


The newsletter, along with the vast 
flood of other pieces of dealer literature, 
passes through the hands of the ad- 
vertising and sales promotion manager, 
Frank Schmitt, former RCA adman. 
It’s up to Schmitt to tell the dealer 
what national advertising each of the 
company’s product manufacturers is 


planning so the retailer can tie in 
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John Kath heads the only sales division 
representing more than one manufacturer 


locally ; to supply the dealer with mats, 
reprints, pamphlets, 
and the dozens of other forms of pro- 
motional pieces such as envelope stuf- 
fers, blotters, leaflets, etc., which manu- 
facturers pass down the line to him. 
Then there are the special kits, as sup- 
plied by the record manufacturer, for 
instance, which contain mailers, photos, 


ads, brochures, 


news releases, suggested radio spot 
commercials, streamers and _ other 
window displays. 

3etween times Schmitt edits the 


newsletter, posts the dealership on the 
importance of coming product meetings 
or sales schools or service schools, and 
checks with dealers on their share ad- 
vertising, crediting them for their tear 
sheets as they are received, always 
subject to call by dealers in need of 
advice on advertising promotions plan- 
ned for their stores. 


(Continued on page 86) 





General sales manager Leach addresses a dealer meeting at a showing of the new 
radio line on the stage of the large auditorium at Krich-Radisco headquarters. 
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The Way This Story is Written 


This is no hard and fast attempt to write history. 








it is rather a 


jotting down of the rambling comments of living men on the beginning 


of the vacuum cleaner business as they remember it. 
The remarkable thing about it all is that it is 


there is disagreement. 


On many points 


probably the first time the story of how the vacuum cleaner grew and 


wes made better has been told. 


In the postwar years salesmen will encounter many homes owning 


cleaners. 


Some 48.2 percent—13,700,000 homes—own them. 
these cleaners are distinguished brand names. 


Many of 
Thanks to the repair 


service that obtained during the war they are still giving good service. 
The problem of the salesman is to make the home owner realize that 
his old cleaner, even though it is a well known make and still working, 


has in many cases been obsoleted by improvements. 


A study of this 


series” of articles will show you how each manufacturer has improved 
his product and thus obsoleted the earlier models. 

This is the understanding the salesman wants to carry with him, and 
this is the educational job he has to do in cultivating a replacement 


market. 


Early Cleaner History 


Pioneers at Hoover go a 
long way back in memory 


MECHANIC who was too frail 
in health to w 


and took a job as janitor in 


rk at his trade, 


a large 
department store in Canton, Ohio, has 
a place among the folks in history in 
the vacuum cleaner saga. 

The clouds of dust he stirred up 


sweeping made him feel that there must 
be an easier way to clean carpets and 
he brought his mechanical ability to 
bear on the subject. Suction, created 
by an electric motor and fan, he knew, 


} 


had already been utilized as a means 


of moving dirt from floor coverings. 


To these 


two cleaning devices James 








able suction sweeper. 





Murray Spangler added a rotating, 
sweeping brush driven by the same 
motor, housed it all in a crude shell 
of wood and tin, and produced a port- 
He stole a pillow 
slip from his wife for use as a bag, 
and thereby hit upon an angle which 
has been hard to improve upon, 

The carpets of the store blossomed 
forth in new cleanliness. On his con- 
sciousness dawned the realization that 
he had given something of commercial 
importance, a household aid for the 
women of the world. 


The force that brought Spangler 





PAGE 42 


Man has long been fooling with the idea of cleaning by 
vacuum. On this model, seen in the Hoover museum, you 
worked the handles back and forth to create the vacuum. 





Another non-electric vacuum cleaner employed girl power. 
She stood on a little platform and rocked back and forth, 
Her weight worked the bellows. 


contact with the Hoovers was one of 
those things that happen to inventors 
whose ideas outrun their practical 
side. One of Spangler’s other schemes 
blew up on him, and when the sheriff 
was going to get him he remembered 
H. W. Hoover, and dashed over with 
his vacuum cleaner as something to 
sell. 


Spangler Contacts Hoover 


In New Berlin, a suburb of Canton, 
W. H. Hoover and his son, H. W. 
Hoover, operated a thriving saddlery 
and harness plant and were well-to-do 
for those days. Originally established 
as a tannery and purchased by W. H. 
Hoover from his father in 1870, this 
business had been built up in that hey- 
day of the horse age. 

Spangler explained his new inven- 
tion to W. H. Hoover, who, as a busi- 
ness man, immediately recognized the 
commercial possibilities. The first 
machine was made of cheap metal and 
wood, and the motors were purchased 
from Westinghouse. The Hoover Suc- 
tion Sweeper Co. was formed in 1907 
and a few men went to work in one 
corner of the harness factory to begin 
to produce Hoover suction sweepers 
in same quantities. 

H. W. Hoover called in Frank Case 
of Cleveland, who redesigned the 
cleaner to use an aluminum casting. 
He gave Hoover the idea of the suc- 
tion nozzle. Mr. Case put the wheels 
on the cleaner back to the rear so that 
the carpet could be lifted when the 
suction was applied. The patent cover- 
ing this expired in 1932. 

It is amusing to realize that one 
of the fundamental vacuum cleaner 
patents was actually put on record 
before the days of the fractional horse- 








power motor. McGaffey in Massachu- 
setts, under patent No. 91145, taken 
out in 1869, brought out a vacuum 
cleaner that had many of the modern 
features. It was operated by a belt 
instead of a motor. Logically, of 
course, the vacuum cleaner is a suc- 
cessor to the carpet sweeper, and it is 
interesting to note that the first carpet 
sweeper was British and apparently 
put on the market in the year 1699, 

Some early cleaners were made like 
a broom and the handle stuck straight 
up when employing it. Then inventors 
bent the nozzle and put it on wheels 
so that the handle was more or less 
horizontal when in use. 


High-Speed Light-Weight Motor 


The first Hoover motor weighed 25 
pounds, and it is interesting to note 
Westinghouse wouldn’t recommend a 
motor at that time which ran over 
1,700 r.p.m. It was said it couldn't 
safely be done, The old-timers at 
Hamilton Beach, now the Dumore 
crowd, were the first to put out a motor 
which ran from 8,000 to 10,000 r.p.m. 
They incidentally brought down the 
weight to 5 or 6 Ibs. This high-speed 
motor appeared first in cleaners in 
about 1910. 

Early air cleaning was done in St. 
Louis by a man named Sherman. His 
idea was to clean railroad cars by air. 
Unfortunately his approach to the 
problem was erroneous in that he blew 
air into the seats with a hose. This 
raised a stifling dust which didn’t float 
out the windows as was expected. 
Accordingly, a hood was placed on each 
car seat being cleaned and the outlet 
stuck out the window, with the hope 
that the dust would be blown out that 
way. 
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The first Hoover makes its bow. 
Spangler, the inventor, in his first model, swiped one of 
his wife's pillow slips for a bag. 








Tradition states that 
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THE PILGRIM FATHERS OF THEINDUSTRY 








The 1926 Hoover (model 300) is consid- 
ered a milestone model. It is in this ma- 
chine that the first agitator appeared. 











This cross-section of a Hoover, a 1907 Hoover 
(taken from the World's Fair exhibit) illustrates 
the best engineering available 38 years ago. 


To see how engineers had compacted things, see this 1936 cross-section of Hoover. 


Then somebody got the idea of get- 
ting dust out by means of suction. 
Herbert Booth started it in London 
in 1901. David T. Kenney did the 
same in the U. S. about 1902. 

The Kenney patent was so broad 
that no cleaner could be made in the 
United States except under a license. 
The original Kenney idea was to have 
compressors in the basement piped to 
the wall and permit the tapping of this 
vacuum in various rooms, Kenney 
was a New York man and he formed 
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a company called the Suction Cleaner 
Company. 

Preceding the portable domestic 
cleaner was the ash can type, made 
largely for offices. It was brought out 
in 1905 to 1907, and weighed from 50 
to 60 pounds. 


First Self-Contained Cleaner 


The horizontal tank type of cleaner 
was brought out by a man named 
Sturtevant between 1910 and 1912. 

A man named Chapman in Cali- 


1945 


By Tom F. Blackburn 


fornia in 1905 was the first to make a 
hand-propelled self-contained cleaner. 
It embodied a mechanically driven 
rotary brush. The dust was sucked up 
by a two stage 24-in. turbine fan and 
discharged into a tin can mounted on 
the handle. The whole machine was 
mounted on wheels and provided with 
a small directly connected motor. It 
weighed 50 to 60 lbs. and it was a 
man’s job to push it across the floor. 

Chapman’s firm—Skinner & Chap- 
man—started out in the carpet clean- 
ing business. Their idea was to back 
up a suction cleaning wagon to your 
house, introduce the hose through the 
windows and clean the carpet at so 
much per yard. Chapman later intro- 
duced his portable cleaner idea for 
custom carpet cleaning in San Fran- 
cisco, but it so happened that Chap- 
man couldn’t stand the climate and 
moved to Redlands. 

While there the 1906 earthquake 
smashed up his place of business and 
broke up everything he had. This 
caused Dr. Noe, his backer, to come 
East and see the Robbins & Myers 


motor people in 1906., : Eastern 


investors put up some money and there 
was started the Invincible Cleaner 
Company, which today is still oper- 
ating at Canal-Dover, Ohio. This 
firm, which started in 1907, is still sell- 
ing machines for cleaning factories. 
Their cleaner weighed 150 Ibs. when 
first put on the market. 

Interesting enough, one was sold 
to the Shubert Century Theater in 
New York. This theater advertised 
that it was the only theater in America 
cleaned by electricity. About 1908 the 
theater manager put a headlight on 
the cleaner, which was later hailed as 
a great advancement. 


Wagon-Mounted Cleaners 


Wagon type cleaners were first 
manufactured about five to ten years 
after the beginning of the present 
century. These cleaners were 
mounted on wagons and driven up in 
front of clients’ homes. Then a hose 
was run from the wagon to the house 
and the dirt either blown or sucked out 
of the carpet. By means of the suc- 
tion apparatus the dirt was drawn out 

(Continued on next page) 


MILESTONES IN VACUUM CLEANER HISTORY 
/ 6 99 — Englishman takes out patent for a mechanical street 


sweeper. 


7Z53 — james Young obtains English patent on hand sweep- 
ing apparatus for floors, carpets and pavements. First known 
machine that was adapted to sweeping, carpets. 


7953 — Herrick of Massachusetts potents first carpet sweep- 


er in the United States. 


1359 — McGaffey patents suction cleaner with a hand op- 
erated fan. Made by American Carpet Cleaning Co., Boston, 
under trade name of ‘‘Whirlwind.’’ Contained all elements of 
modern electric cleaner except the electric motor. 


1394 — (And probably earlier.) Compressed air was used 
to blow dust off furniture, railway coaches, etc. 


7902 — David T. Kenny (Herbert Booth got the ideo in 
London in 1901) made first cleaning system in which suction 
is used. Under basic Kenney patents industry grew up. 


7905 — (Or ealier.) Chapman and Skinner of California 
experimented with wagon-type cleaning machines. 


1909 — Semi-portable tank cleaner appears on market, Pro- 
duced under name of Duntley, Santo Keeper, Pneuvac, Regina, 
Vacuna and Spencer. 


1907 — Spangler (Hoover) Brush driven cleaner is manvu- 
factured. 


1909 — High-speed fractional horsepower universal motor 
produced by Beach and Hamilton of Racine, Wis. 
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A glance at the vast amount of study that has gone into making vacuum This illustrates one of the technical devices used in the Hoover laboratory. It is used to check per- Mr. 
cleaner perfection. All of these represent fans which were tried out by formance and is so sensitive that even the floating dust in the air makes a difference and has to be 
Hoover in seeking greater efficiency. guarded against during periods of operation. 
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rt was drawn in by suction, caught such as a lamp socket or baseboard scraping the nozzle over the 
by a bag. and the air filtered through outlet. The nozzle was manipulated The nozzle was moved directly on the 
a faghion similar to that used in until it reached the end of the connect- floor covering and pressed down on it 
the wagon type, but on a smaller scale ing hose and then the whole device For the most part these cleaners were 
[he hose was connected to the can had to be picked up or moved over the used by men, because the work was o> ai 
and the nozzle connected to the tube floor to another location and the oper- too heavy for a woman. 


. : = ‘ s ; with | 
While in use the nozzle was moved ation continued there. The first decade of the Twentieth Often 
back and forth over the carpet or floot Both the can and wagon type Century saw most of the present lay on bis 
-overing. This was called a semi- cleaner depended entirely on the suc- cleaner firms established. From this Gr: 


portable type of cleaner because it was tion pull of the motor and fan, com- time on each company had its own 
urce of electric power bined with the scrubbing action of engineering department. 
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A Talk With H. W. Hoover 





It 
. sh 
He has seen the cleaner business from the start; . . an 
this is his advice to young men in the business. - a rsalt 
‘ ; In 
Case, 
to sup 
Germ: 
He st 
constr 


“ days, 
+ made no further notes. * 
He nade ; c i ‘Pe 


When our talk started Mr. Hoover 
ew out a blank piece of paper and 
vrote on it, “One third as much weight 
as 1908, 10 times as much efficiency.” 





His mother, it appeared, owned one 


we fe 
Hoove 
kinds 
grit. 
tising 
cover¢ 
about 

One 
ments 


the early Spangler cleaners and was 
u see gorgeous intings on the very happy with it except for the fact 
walls, and a moose thr yut his 1 that it was always getting out of whack, 
tipped antlers toward the ceiling. A ind she constantly had to send it over 
stack of books stands on the table and to the company machine shop. 
you find Kain’s “Farming on 5 acres” “We made leather goods in those 
and a recent book of wit and humor. days,” said Mr. Hoover, “especially the 
Snowy haired, pink of skin, H. W. more complicated items such as patent 
Hoover looks as though he would leather saddlery. We had a machine scaled 
appear perfectly at home ina red Eng- shop in conjunction with the company a 
lish hunting coat. Actually, he says, his and when we started manufacture of : This ; 
folks come from near Chambersburg, cleaners, I at once saw that every Bee 
Penna., and were Pennsylvania Dutch. woman couldn’t be sending in her H. W. Hoover became interested in vacuum cleaners through the one his mother owned. 
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cleaner as mother did.” 


Objections to Early Cleaners 


early cleaners, Mr. Hoover went on. 
They cost too much, were too heavy, 

M™ too noisy, too hard on floor coverings 
and too difficult to operate. It was a 
battle at first to eliminate these, and 
it so happens that Mr. Hoover himself 
did quite a bit of footwork in getting 
out and following up on the original 
cleaner. 

“One of the things which we were 
fortunate in learning from the leather 
business was not to depend on jobbers,” 
he said. “Here was something that 
had to be sold, as I learned from my 
trips to numerous cities.” 

The company started its advertising 
by offering cleaners for 10 days free 
trial. Women who responded to the ad- 
vertising were asked the name of the 
local dealer. “He will uncrate it and 
deliver it to you,” the housewives were 
told. When the housewife sent in a 
name such as the Star Hardware Co., 
Mr. Hoover wrote to this firm and 
asked, “Will you deliver and demon- 

§ strate this cleaner? If she decides to 

S buy it, there will be $22.50 out of the 
$69.00 sale for you.” 

Dealers liked the idea so well that 
they often stocked cleaners. Mr. 
Hoover’s early experience consisted in 
going out and making demonstrations 
to show dealers who had bogged down 
with their merchandise how to sell it. 
Often the dealer would have cleaners 
on his hands after a year. 

Gradually it dawned on the Hoover 
Company that it took specialists to sell 
these novel devices and the routine of 
hardware storekeeping did not include 
this kind of training. 

Out of this early experience grew 
the present Hoover policy of selling, 
which has frequently been written 
about elsewhere. 


There were five objections to the 
’ 








k per- 
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Early Development 


It was logical that The Hoovers 
should have felt that the early vacuum 
cleaner could be improved, and as a 
result Frank Case came to the company 
in 1910. He had been with Burchard & 
Case, Cleveland, and had been selected 
to supervise a machinery exhibition in 
Germany, which indicated his ability. 
He studied the air flow and the fan 
construction away back in those early 
days, 

“People today don’t appreciate how 
we felt our way along,” relates Mr. 
Hoover. “For example, there are three 
kinds of dirt: light dust, threads and 
grit. We wasted a lot of money adver- 
tising this fact until we finally dis- 
covered that women didn’t care at all 
about it. 

One of the early engineering achieve- 
ments was attained when Frank Case 
scaled down the size of the machine to 
make it easier for women to manage. 
This idea was correct. 

Because Mr. Hoover is one of the 
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men who kept an eye on specialty sell- 
ing from the very beginning, his opin- 
ions on any subject are interesting. 
He feels that in the postwar competi- 
tion with tire firms, associated stores 
and mail order chains in the picture, 
merchandise is going to be sold by that 
type of organization which proves most 
efficient. No setup has a mortgage on 
business. While doorbell ringing may 
be passing, nevertheless a great deal 
of outside activity is necessary in the 
future. A young man operating his 
own business, who calls back on users, 
and keeps showing his personal interest 
in people who buy from him, can do 
things that the mail order firm cannot 
duplicate, Service departments, using 
the user, and goodwill callbacks are 
things that lend themselves to the ad- 
vantage of small firms, Mr. Hoover 
thinks. He feels that a dealer of the 
postwar era should maintain a good 
service department. 


Pleasure in Achievement 


Mr. Hoover enjoys his success and 
says there is great pleasure in achieve- 
ment, He feels the Hoover Company 
have been very lucky in having the 
cleaner come their way, but the determ- 
ination to engineer the product, and to 
stick to policies that were successful 
were not luck. The company take their 
manufacturing standards for granted, 
and feel that the only way to operate 
is to make a good product. 

Mr. Hoover thinks that in the future 
items that render needed service can be 
sold regardless of the business condi- 
tions. “For example,” he remarks, 
“when the automobile came on the mar- 
ket it was very high priced compared 
to the horse and buggy, but was fast 
and time saving, and that justified a 
price of five to eight times greater. 
It is what the appliance does for you 
that is important and that is what 
makes it sell.” 

Incidentally, Mr. Hoover declares 
that he has always been very sales- 
minded himself, with an eye to new 
improvements that would catch the 
attention and interest of the public. 
Constant improvement of the product is 
necessary to hold public interest, in his 
opinion, 








D. G. Smellie, chief engineer for Hoover—a jointer that nearly cut off a finger, gave 
him an idea. 


Hoover Has a 9-Story 
Engineering Building 


Its museum contains models of 
every obtainable vacuum cleaner 


WO great advances in the art of 

vacuum cleaning, in the opinion 
of D. G. Smellie, chief engineer for 
Hoover were: (1) the idea of setting 
wheels back of the nozzle, permitting 
the lifting of the carpet from the floor ; 
(2) the agitator with its quality of 
beating, which became part of the 
cleaner in 1926. 

“Originally the Hoover had a brush 
and its action was irregular,” said Mr. 
Smellie. “By using a stroboscope we 
were able to discover that the end of 
the brush which first hit the rug lay 
flat and only the latter part of the 
stroke was good. We tried various 





device. 





How Often Women Use Vacuum Cleaners 
Talk with Miss Madge Dilts, Home Economist, Hoover 


Miss Madge Dilts has found that women put about 9 minutes per week 
ona%x12 rug. This had been checked by a Telechron clock measuring 


The average home has around four 9x12 ft. rugs. 
The Womans Home Companion, from 823 women answering the ques- 
tionnaire, doped out the following about frequency of use of vacuum 


cleaners: 

Cleaning Dining Room Living Room Bedroom Hall 
_, PRC CCL 19.8% 18.5% 6.9% 14.4% 
3 times weekly ...... 16.2 16.5 9.5 11.7 
2 times weekly ...... 22.9 22.8 21.2 21.2 
Once a week ........ 37.1 37.2 57.4 47.6 
Twice a month ....... 1.2 1.9 1.9 2.2 
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types of brushes under the stroboscope 
and found that the first tuft of a heli- 
cally shaped brush always lay down. 
Thus the brush was weak on one side 
and strong on another.” 


Discovers Basic Principle 


When he was a boy Mr. Smellie used 
to beat rugs with a wire carpet beater 
and finished the operation by brushing 
them off with a broom. He got the 
idea of putting some fingers of metal on 
the revolving brush and found that he 
had hit upon a new basic principle, 
even though adapted from something 
he knew in his childhood. It worked, 
but for use in a vacuum cleaner which 
was to be employed in the home, it had 
to do more than that. It had to be safe 
with no chance of a housewife getting 
her fingers caught in the revolving 
roller. Mr. Smellie remembered his 
experience with a jointer, whose blade 
once took skin off his fingers and 
would have cut off a finger had its 
blade not been so short. He thought 
that a ridge of metal close to the body 
of the brush would do the work, and 
yet be utterly safe. He abandoned the 
idea of fingers to strike the rug and 
employed a spiral of metal about % in. 
thick. 

Magnesium used as a metal in clean- 
ers, was another milestone. It was first 

(Continued on page 74) 
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Sell it with theater manager tactics, 


says Gene Dahl of Radio Specialty Co., Milwaukee ... He should know 



































“It has been the tremendous amount the windows for display. They have are perfectly willing to advertise, and J with 
‘§ promotion, publicity and effort that floor space for the stock and I am one hand out circulars to farmers « f tion: 

as put over the leading brands of radio who believes that to sell a lot of radio come to town. You can’t sit back on 9 and 
1 the past,” Mr. Dahl states. “The you must carry a big stock in the radio your haunches and sell radio. Wright BR goo 
1erchandise has been good, of course- headquarters. They have a reputation appreciates that selling radio is show m orga 
but, it has been the promotion that has dating back over 70 years. They have business and I feel will go after the Sc 
lone the trick.” A dignified old fuddy a good sales staff. In the past firms properly.” = borh 
duddy who thinks the only way to get like Schauer & Schumacher have shied In Elkhorn, Wis., a town of 2,30 ; merc 
business is to cut the price in a highly away from the appliance business, be- pop., H. A. Desing has opened a radio J out « 
thodox fashion is going to be dis- lieving it to be cut throat. The war shop which promises a bright future. J Sche 

ippointed in the fruits of his radio drove home the understanding that He was formerly operator for one oj and 
lepartment, Mr. Dahl thinks people have to have them. The yell the associated stores. Mr. Desing will 9 man: 
At his desk at 823 Broadway, Mil- that went up for appliances during the probably succeed because he under- § thing 
waukee, Gene ran over a number of war opened the eyes of a lot of old stands service, and this is very import- appli 

firms he had called on and gave his houses, and they believe the appliance ant in smaller towns. He looked around J Able 

reasons why he thought they would be _ business has come of age. Elkhorn and discovered that no one i adva 

successful with radio. “Wright’s Music Co. at Wausau is was selling records and there was a is br 

[SING up in the Frozen North “There is Schauer & Schumacher, another firm that has good postwar spot for a store using his ideas. In neig! 
Wisconsiw is a legend like who have a furniture store in Green radio possibilities. In the first place, smaller places stores are frequently Dahl 
that of Paul Bunyan. It is the Bay,” he said. “I think they will be the members of the firm have an inter- afraid to sell radio because they can't §f Ge 

story of Gene Dahl whio stepped into  guccessful in radio because they have est in radio. The firm has push. They duck service as they can in the city ' Wick 
Wichmann’s furniture store in Apple- There is a firm that has neve: firm 
ton, Wis. (pop. 28,436) and, given touched radio in Kenosha, which bids ate. 
his head by the Wichmann’s, promptly fair to be successful with it—lIssett's to th 
set the woods on fire in appliance pro Sport Shop. The proprietor has been JF Gene 
motion. Distributors became intereste successful in selling sporting goods J} over 
in this lad with the magic touch, an which are specialties and has made a ff The 
this year Gene is with the Radio S success over a period of years. He get t! 
cialty Co. of Milwaukee, hired to pass has taken on added space and hire: prosp 
along his know v to other retailers an experienced appliance man. The ducke 
in t fact that the firm has made a go oi & In 
another kind of specialty, plus the fact Suita! 

Rete Getenng Snecese that it has the facilities and locatic for t 
Because radio business is bubbling makes its future seem rosy. merc! 
like yeast in bread dough in the Badge Another dealer that Gene Dah! be- besid: 
State, and because Gene Dahl has by lieves will be successful with radi whicl 
now been al] over his territory ar formerly was the manager for an asso- dealir 








seen the inside workings of a lot oi ciated store. He found himself doing home 
retail stores, it struck this writer th around $40,000 a year volume wit! In 
he might be in an ideal position to tel only $4,200 left for himself. Fed up conti 
what makes for retail success or fail on a multitude of small details, he left and p 
ure in selling rad his associated setup and got leader lines the st 
“Radio selling is like show business, of paints and wallpaper. Instead o! of th 
he points out. “When |] Ziegfel having his time continually dominate them 
had Anna Held take milk baths in he by small items, he is in a position t they 
hotel tub, when | local theater manager give major appliances such as rad 
lead 1-looking blood hounds t g the attention they should have. In the 


the streets, it all is done with the idea 
of getting the attention and interest 
the citizenry. These are not the tactics 


at all of the gentleman who is peddling 


future they will get it. Wi 
Schuster Dept. Store 


In the department store field, Gene realiz 





Paris garters, anvils or assorted blue Dahl looks to the Schuster department up ba 
berry pies. Yet the merchant wh stores in Milwaukee to make a grea! man 
leans toward the entertainment angle showing in radio after it comes back like $, 
in selling radios is much more likely GENE DAHL on the market. Reason for optimistic J Gene 
to succeed than the one who regards it feeling about Schuster’s is the di‘fer- § comm 
as merely merchandise, to be price is a Duluth boy who got a start with Klearflax Rugs; liked specialty selling better ence in this organization. Many de- § ing f1 
tagged and marked down and made a record in Appleton with Wichmanns. partment stores tie up their buvers @ Dulut 
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with so many house rules and regula- 
tions that they can do little or nothing 
and consequently miss many of the 
good buys that come along. This 
organization knows better. 

Schuster’s, which has three neigh- 
borhood stores in Milwaukee, has a 
merchandise manager who is graduated 
out of the radio department. Clinton 
Scheder went from radio to furniture 
and was eventually made merchandise 
manager for all appliances. One of the 
things he did was to put radio with 
appliances, which is where it belongs. 
Able to advertise as he wishes, to take 
advantage of promotions, the outlook 
is bright for Clinton Scheder, and the 
neighborhood Schuster stores, Gene 
Dah! thinks. 

Gene Dahl attributes his success at 
Wichmann’s first to the fact that the 
firm heads gave him a chance to oper- 
ate. Second, he accredits his success 
to the trucking facilities of the house. 
Gene does not believe in turning radio 
over for delivery to some private firm. 
The radio business calls for trucks to 
get the merchandise in and out to the 
prospective owner and it cannot be 
ducked, he thinks. 

In Appleton, too, he had windows 
suitable for mass display, floor space 
for the same. Wichmann’s kept its 
merchandise dusted, spotlessly clean; 
besides, they were good housekeepers. 
which is important in a proposition 
dealing with something sold to the 
homes. 

In its advertising Wichmann’s was 
continually stirring up interest in radio 
and people in Appleton seem to regard 
the store as headquarters for anything 
of that sort. “They’ve got a lot of 
them there, they must be selling them,” 
they would say. 


Hiring Salesmen 


When Gene Dahl hired salesmen he 
did something unique. He got a 
financial report on the man. He 
realized how financial reports show 
up bad records, and bad families. The 
man was paid a salary of something 
like $25 a week plus 2 percent on sales. 
Gene Dahl does not believe in straight 
commission or straight salaries. Know- 
ing from his own early experience in 
Duluth, Minn., all house-to-house can- 


e's been through the mill 
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and effort that has 


"It has been the tremendous amount of promotion, publicity 
over the leading brands of radio in 


the past. The merc who leans towards the entertain- 
ment angle in selling radios is much more likely to succeed 


than the one Who 


regards it merely as merchandise to be 


price-tagged and marked down... 
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vassing makes a man gun shy, he 
always urged him along until he was 
“over the hump” and used to it. 

The policy at Wichmann’s was to 
hire truck drivers and other help 
around the shop with an eye to seeing 
whether they could work in as sales- 
men. The plug-ugly, bruiser type oi 
truck-driver was avoided for this 
reason. Other help in the store were 
given a commission if they brough: 
in business with an idea to aiding and 
abetting them. It worked so well that 
the store’s best salesman graduated 
off a truck. Another feature of Wich 
mann’s was the idea of giving $2.50 
raises every so often which made the 
senior men more important and was 
a great morale booster as well. With 
some salesmen turning $80,000 a year 
volume they made quite a creditable 
living out of their jobs. 


Keeping Proper Records 


The smoothness with which Wich- 
mann’s operates and rolls was due in 
a great degree, Gene Dahl thought, to 
the method of keeping records. In an 
operation which sold some 1,200 major 
appliances a year, Gene found three 
sets of forms necessary. 
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|. A slip was made out for each appliance 
placed in stock, and this was kept in a loose- 
leaf binder. Each slip was grouped with 
other models of that price so that a glance 
in the book gave you an idea of inventory. 
This was an aid to buying, Gene Dahli found. 


2. A card was made out by each salesman 
on his work. It included a comparison with 
the previous month's showing, plus a total of 
all business done by the salesman to date. 
Each man kept up his own card and all Gene 
had to do was to glance at the bottom to 
get an idea of how the man was going. 


3. A service man's card gave similar in- 
formation and Gene had the men keep their 
own cards, thereby relieving him of a great 
deal of detail. 


Such a set of forms is essential to 
a small business, he feels. 

Wichmann’s has vigorously promoted 
any policies that would bring people in 
the door. The firm sold around 6,000 
drums of bottle gas in a year. The 
drums were of the type that the cus- 
tomer could attach himself. When 
they came in to pick them up in the 
rear of the store, they were not per- 
mitted to pay at the back door but 
had to come into the store and make 
their payments. 

The store had a policy and stuck 


to it, Gene Dahl says, ignoring rashes 
of cut prices that broke out from time 
to time. For example, in Appleton 
it was customary to deduct 10 percent 
for cash. A man buying on time was 
penalized. Wichmann’s eliminated 
this and in time their stand was fol- 
lowed by other stores. Gene Dahl 
points out that a vicious spiral can 
reverse itself and be made to climb 
into something good if a few people 
will stand by their guns. 

Wichmann’s handles collections by 
mail and telephone. 

Its salesmen were never allowed to 
say, in making a sale, “If you can’t 
make a payment, just skip it.” 

The reason for this lay in the fact 
that the credit department would 
invariably put pressure on the customer 
to pay up and as a result he would 
get sore. Salesmen were coached to do 
this if the customer brought up the 
angle of missing a payment. “If you 
can’t make it, I suggest you come in 
and see the credit manager and some- 
thing will be worked out. But be sure 
to come in before the payment is due.” 

Radio is show business, Gene Dahl 
repeats, and if you push it as such you 
will be successful. 
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"| turned the trade-in business over to my salesmen . . . They took them in 
at their own price and set the price at which they were resold ...1 financed 
the purchase, handled installment payments (on full recourse to the sales- 
man), picked up and delivered the appliance.” 


























job on cleaning, painting and minor repairs. Most trade-ins were merely 


7] “The men did most of their own work on their trade-ins and did a very good 


guaranteed to be in good working order when delivered. If there was any 
further guarantee it was made by the salesman." 











ow should we compensate ap- 
pliance salesmen post-war so 
as to secure the maximum ef- 


fort and return? This is a pertinent 
question in view of the general trend 
to increase the take-home pay of the 
workers manufacturing these appli- 
ances. Can we expect to secure com- 
petent salesmen on the pre-war basis 
or will we have to offer them a greater 
earning opportunity and a more con- 
genial atmosphere? 

I am one of those who believe that 
selling in a matter of months will be 
more difficult than we have ever experi- 
enced. If we are to sell more appli- 
ances post-war than pre-war, I be- 
lieve we will require salesmen with 
greater ability and better training than 
in the past. In order to get these men 
I believe we must raise the average 
take-home earnings and improve the 
relationship between the employer and 
employee. 


Dealer Discounts 


The plan I propose to put into effect 
is based upon the assumption that 
dealer discounts will at least return to 
pre-war levels when the O.P.A. ex- 
pires in June, 1946. Pre-war discounts 
might return before this date because 
there is evidence that the public does 
not want the low priced, stripped 
models the O.P.A. is forcing the manu- 
facturers to produce. They want de 
luxe, all porcelain refrigerators with 
all the gadgets. Mr. John Q. Public 
has the money. He is tired of shoddy 
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merchandise. He wants the best. 

There are indications that, having 
waited four years for his new appli- 
ance, he may decide to wait until he 
gets what he wants. If this trend 
should develop to any considerable ex- 
tent the seller’s market may vanish and 
dealers may find that they have a sell- 
ing job on their hands almost over- 
night. 

It is obvious that it would be ex- 
tremely difficult even to maintain pre- 
war payments to salesmen on the basis 
of present discounts. 

The present reduced discounts were 
ordered by the O.P.A., which allowed 
the manufacturers to increase their 
selling prices, but insisted the distribu- 
tors and dealers maintain pre-war 
prices and absorb the raise granted to 
the manufacturers. If dealer discounts 
should remain at present levels my plan 
would become inoperative and would 
have to be discarded. But I doubt 
that the manufacturers or the public 
will allow the present situation to pre- 
vail very long. 


Profit-Sharing Plan 


I propose to compensate my salesmen 
with a plan closely akin to profit shar- 
ing. Profit sharing has been frowned 
upon by most dealers. Some experi- 
enced dealers and counselors have re- 
cently warned that such plans lead 
straight to ruin. Nevertheless, I pro- 


pose to try my plan and I have reason 
to believe it will produce satisfactory 
results. 





On new appliances I propose to de- 
duct 15% for overhead expense and 
then split the remaining gross profit 
50-50 with my salesmen. Appliances 
carrying 50% discount will pay the 
salesman 174% commission. Those 
carrying 40% discount will pay 124% 
commission. Those carrying 30% dis- 
count will pay 74% commission. 

Discounts will vary on different 
appliances. They may be: short on 
stripped refrigerators and long on 
freezer chests, dishwashers, wall cabi- 
nets and other items. This plan allows 
compensation in proportion to the sales 
effort necessary to sell each individual 
appliance. It will encourage the sale 
of long discount items. It will dis- 
courage a salesman from asking for a 
discount or special allowance for a cus- 
tomer because 50% of any allowance 
made would come out of the salesman’s 
pocket. This is only one part of the 
plan. 


New Trade-in Pian 


About eight months before the war 
canceled out my sales force, I put a 
new plan into effect on trade-ins. I 
turned the trade-in business over to my 
salesmen lock, stock and barrel. The 
trade-ins were their property. -They 
took them in at their own price and set 
the price at which they were resold. I 
financed the purchase, handled the in- 
stallment payments (on full recourse to 
the salesman), picked up and delivered 
the appliance for which I charged them 
15% of the resale price. 
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The result was that the salesmen 
made more money and I got rid of a 
lot of headaches. Before this plan was 
put into effect I spent a good part of 
my time appraising trade-ins which 
never materialized. Before the trade- 
in was made the salesman insisted it 
was worth considerably more than the 
value I placed upon it. But after the 
trade was made and the appliance was 
on my floor it was a mistake for me 
not to accept any offer within 70% of 
the trade-in allowance. 


Trade-ins Dropped 50% 


I got tired of being continually in 
the middle of these transactions and 
developed this plan. It worked to 
perfection. With the salesmen on the 
business end of the trade-in the allow- 
ances dropped about 50% and the re- 
sale prices rose about the same amount. 
Refrigerators for which we formerly 
allowed $60 and usually resold for $50 
were traded in for $30 to $40 and resold 
for $70 to $80. In many cases the 
trade-in was sold before the new appli- 
ance was delivered and never came into 
the store. In several instances there 
was a second trade-in on the first trade- 
in and all three appliances were deliv- 
ered on one trip. We seldom had over 
a half a dozen used appliances on the 
floor and they were turned rapidly. 

The men started to do most of the 
repair work on their own trade-ins and 
did a very good job on cleaning, paint- 
ing and minor repairs. The plan 
worked like this:—John Doe traded 
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“The trade-in was then resold at a profit. An example: John Doe traded in a refrigerator for $30. The new sale 
was completed as though there were no trade-in, but Doe's account was charged $30, the trade allowance. Doe 
repaired refrigerator and sold it for $70. | charged Doe |5 percent for handling. Doe's profit—$29.50 . . . The 
result was that the salesman made more money and | got rid of a lot of headaches.” 


The Davidson — 
Co. method of the 
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in a refrigerator for $30. The new 
sale was completed as though there was 
no trade-in, but Doe’s account was 
charged with $30, the trade-in allow- 
ance. Doe cleaned up the refrigerator 
and sold it for $70. I charged Doe 
15% or $10.50 for handling the sale 
through my company. Thus, Doe re- 
ceived $59.50 for the trade-in and made 
a net profit of $29.50. 

Most trade-ins were merely guaran- 
teed to be in good working order when 
delivered. If there was any further 
guarantee this was made by the sales- 
man and was his responsibility. 

Of course, there were a few instances 
when the trade-ins were sold at a loss 
to the salesman and in these cases the 
salesman made up the deficit. I got 
my 15% regardless, but after one or 
two such experiences this seldom hap- 
pened again. 

During the eight months this plan 
was in effect one salesman made more 
from his trade-ins than from new appli- 
ances, one made about the same and 
one a little less. And this was at a time 
when new appliances were running out 
and selling like hot cakes. 

Consequently, the incomes of these 
salesmen were materially increased and 
they were very happy about the whole 
thing. They stated they definitely 
wanted to continue this policy when 
appliance selling was resumed after 
the war. For my part I had refuted 
the old idea that an appliance dealer 
must expect to lose some money on 
trade-ins. 
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My post-.var sales plans as outlined 
in the August, September and October 
issues of ELECTRICAL MERCHANDISING 
are admittedly new and untried. How- 
ever, because of this past experience on 
trade-ins I feel that I have a basis for 
judging the results I hope to obtain 
with this plan for compensating sales- 
men on the sale of new appliances. It 
has the distinct advantage of making 
each salesman self-sufficient and his 
own boss. He can complete sale after 
sale without consulting me unless a 
time payment is involved which re- 
quires a credit check-up. He won't 
call on me for sales assistance because 
the shoe might be on the other foot—I 
might argue for a greater trade-in 
value to get the sale, because this time 
the salesman would be holding the bag. 

Some dealers may object to their 
salesmen knowing their discount, cost 
prices, overhead and similar informa- 
tion. I maintain that most salesmen 
can obtain this information if they so 
desire. I believe that taking them into 
your confidence on such matters im- 
proves your relationship and gives 
them a feeling of importance and re- 
sponsibility. 

I also expect to provide other means 
of increasing their total earnings. In 
the previous articles I stated I expected 
to teach my salesmen everything there 
is to know about each appliance. For 
example—they will be taught how to 
repair an electric range and how to 
cook. My aim is to give each salesman 
sufficient instructions on repairs, main- 
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tenance and operations so that he can 
satisfactorily handle 95% of all service 
calls on all appliances sold from this 
date forward. 

This does not mean that he must 
know how to service an old open type 
refrigerator or any old appliance. 
He will only need to learn how to serv- 
ice the new models which he will sell. 


One-Year Training 


While this can’t be accomplished 
over night, I think I can expect to 
train new men in one year or less with 
the facilities I will have available. 
When this training is completed I will 
have sales-technicians—not just sales- 
men. Fortunately, I will start with 
several men who are experienced and 
competent in both servicing and selling 
—a rare combination—and these men 
will assist in training the newcomers. 

I will, of course, have exclusive 
service men capable of handling any 
required appliance repair. These men 
will also assist the salesmen while they 
are learning and handle all complicated 
repairs, but they won’t have to make 
any free calls. 

I hope to accomplish several im- 
provements through this part of the 
plan. House to house surveys I made 
during the war convinced me that 95% 
of the in warranty (one year) free 
service calls were due to over selling 
or the lack of proper operational in- 
structions. I expect to make my sales- 
technicians responsible for the in war- 
ranty calls. They must handle all free 


service calls (labor only) on the appli- 
ances they sell without compensation, 

I believe this will stop overselling 
and make sure the customer receives 
proper instructions on the use and care 
of the appliance. The sales-technician 
will make sure of these two points be- 
cause we have positively demonstrated 
that this will practically eliminate in 
warranty service calls. 

The result will be, I hope, that we 
will have very satisfied customers and 
the sales-technician will have estab- 
lished himself in the customer’s mind 
as one who thoroughly knows his busi- 
ness and can be relied upon in the 
future. 


Gets Commission on Parts 


After the one year free service period 
expires the sales-technician will con- 
tinue to handle all service calls on the 
equipment he has sold, but he will now 
be paid at a substantial rate for all 
labor and receive a commission on all 
parts. This will materially increase his 
yearly income, but more important, it 
will keep him in constant touch with 
all of his customers. That, in my 
opinion, is where he will get his best 
prospects for new sales. 

To compensate for this responsibility 
every prospect he sells will remain his 
exclusive customer so long as he is 
with my company. He will receive the 
full commission on every future sale 
made to this customer regardless of 
when it is made or who is on the floor 

(Continued on page 76) 
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URBAN and RURAL 


Buying Intentions Ciompared 


Pacific Gas & Electric Co. adds to its studies of population growth, housing, purchasing power, saturation and 
potential appliance markets with a final survey on customer buying intentions, divided into urban, rural, non-farm 


and agricultural potentials. 


HE Pacific Gas and Electric 
Co., serving northern Califor- 
nia, a year or more ago foresaw 


that basic information would be needed 
by any retailer who wished to formulate 
his selling plans with a firm knowledge 
of what the post-war appliance demand 
might be. This information was such 
that it could not well be obtained by 
an individual dealer. The power com- 
therefore took as its role in 
assisting dealers the task of compiling 
such fundamental data for all districts, 
and even for individual communities 
on its system. This it has made avail- 
able to dealers in a series of six book- 
lets; covering population growth, hous- 
ing probabilities, purchasing power, 
appliance potential appli- 
ance market and customer buying in- 


pany 


Saturation 


tentions. ( The first five of these studies 
were summarized in ELectrRIcAL MEr- 
CHANDISING, Nov., 1944, Feb.-June, 
1945.) 

Customer buying intentions are what 
every dealer has always wanted to 


know. On normal! occasions, such a 
frank expression of the “will to buy” 
is not easy to come by, but the wide- 
spread needs, thwarted by war restric- 
tions, have created an impatience to 
purchase on the part of the customer 
which has made him unusually willing 
to answer questionnaires and surveys. 
Moreover, when these people say they 


t 
wish to purchase automobiles, refrig- 


By CLOTILDE GRUNSKY 


erators and radios, they are not just 
wishing—because of wartime salaries 
ind saving drives, they have the means 
of gratifying their wants. Their ex- 
pressed desires—modified, of course, by 
the hazards of change to which wishes 
translated into reality are always sub- 
ject—are literally the post-war market 
for which the dealer is making his 
plans. 

To obtain this information from the 
3,500,000 population in the 89,000 sq. 
miles of northern California territory it 
serves, Pacific Gas and Electric em- 
ployed the services of Knight and Par- 
ker (California Associates. a_ well 
known California commercial research 
irganization) in a personal interview 
survey, which covered a cross 
vf all types of territory served. The 
juestionnaire used for the field survey 
was composed of more than 130 ques- 
tions, covering such pertinent subjects 
as intent to buy various appliances, 
method of financing planned, replace- 
ment and new purchases, the age of 
equipment now owned, home building 
and remodeling plans. In this way a 
broad view was obtained. 


sectiol 


Surveyed By Divisions 


The study was made by divisions— 
and statistics are available for dealers 


in these specified areas. But because it 
was also valuable to know what the 
urban customer was planning and what 
were the intentions of the man on the 
farm, the area was also divided into 
three classifications: (1) those dis- 
tricts which might properly be classi- 
fied as metropolitan; (2) rural farm 
areas; and (3) areas which are rural 
but not agricultural. 

The northern California district 
served by the P. G. & E. is as large as 
the combined geographical areas of the 
nine Eastern states of New Hampshire, 
Vermont, Massachusetts, Rhode Island, 
Connecticut, New Jersey, Delaware, 
Maryland and West Virginia. It com- 
prises 56 percent of the area of Cali- 
fornia and holds 43 percent of its 
population. It is an extremely diversi- 
fied region, with a long coast line, a 
number of large cities, fertile valleys, 
mountains and plains. The area is pre- 
dominantly agricultural, although it in- 
cludes considerable industrial develop- 
ment, mining and other activities, and 
its people have a high per capita pur- 
chasing power—higher than that of 
any other state in the Union. The pres- 
ent population is in the neighborhood 
of 34 million, with a 325,000 increase 
predicted during the period between 
the present and 1950. 





In presenting customer buying inten- 
tions, the first area considered is the 
purely metropolitan district compris- 
ing the “Bay counties”—the area some- 
times referred to as metropolitan San 
Francisco. It is heavily industrialized 
with a congested population, and bal- 
anced interests including industry, 
shipping, importing, exporting and 
finance, as well as the services at 
tendant upon any city district. In the 
study this is known as Area A. Both 
natural gas and electricity are avail- 
able to the 444,613 customers in this 
area. 

Area B in the report is principally 
the territory making up the fertile 
Sacramento and San Joaquin Valleys. 
This is one of the outstanding agricul- 
tural regions of the nation, with a rich 
output of fruit and field crops, as well 
as dairy produce, stock and poultry 
Portions of this territory have no nat- 
ural gas service and are listed as elec- 
trical districts only. Combination gas 
and electric customers total 208,396, 
while those using electricity exclusive- 
ly number 108,223. 


Non-Urban Areas 


Those counties lying along the east- 
ern and northern foothill and mountain 
country served by the P. G. & E. make 
up Area C. They are non-urban, but 
for the most part also non-agricultural 
in character. Forests and mines, in- 




















ELECTRIC EQUIPMENT: 
Rd cis cvbds 
Water Heater. 
Refrigerator 
Washing Machine 
Ironing Machine 
Vacuum Cleaner 
Radio... 

Air Conditioner—Evap. 
Air Conditioner—Comp. 
Dishwasher. . 

Home Freezer 

Home Laundry Drier 


GAS EQUIPMENT: 
Range. 
Water Heater. 
Retrigerator 
Room-type Heater 
Central Furnace 
Home Laundry Drier 

AUTOMOBILE. . 


Area A—Urban 
Total 1st Yr. 2nd Yr. 3rd ¥d. 
9,914 8580 ...... 1,334 
667 Se eee 

70,914 56,911 8,002 6,001 
97,237 80,697 8626 17,914 
34,369 26,456 3,956 3,957 
111,863 91,279 9,959 10,625 
125,027 96,616 12,539 15,872 
3: 432 
2,958 1,181 > ae 
19,207 11,250 3,333 4,624 
26,499 13,249 5,291 7,959 
7,311 3,322 3,322 667 
63,535 38,327 15,293 9,915 
43,749 29,166 5,958 8,625 
7,336 6,002 667 667 
10,582 9,915 Rea 
35,122 19,873 8624 6,625 
6625 2,001 2,001 2,623 
144,231 78,070 35,703 30,458 





CUSTOMER BUYING INTENTIONS BY CLASS OF CUSTOMER 


Area B—Asgricultural 


Total ist Yr. Q@nd Yr. 3rd Yr. 
33,913 29,318 3,199 1,396 
348 232 /  erettheo 
5,605 2,793 2,105 707 
81,090 64,734 9,435 6,921 
18,537 16,456 353 1,728 
61,529 50,507 6,895 4,127 
85,511 61,956 13,087 10,468 
8647 17,606 687 354 
7,605 4,856 1,375 1,374 
13,836 10,377 1,042 2417 
32,884 21,466 5,188 6,230 
5A44 2,775 2,327 342 
25,278 18,005 3,106 4,167 
15,234 10,047 1,728 3,459 
5,605 2,793 2105 707 
10,026 7,273 1,730 1,023 
8,293 4836 1,727 1,730 
3,459 2418 354 687 
143,338 85,165 37,793 20,380 
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Area C—Rural Non-Farm 


Total 1st Yr. 2nd Yr. 3rd Yr. 
4,049 2,568 937 544 
1,500 1,022 162 316 
6,921 4,563 1,888 470 
8,725 5,974 1,179 1,572 
2,042 1,334 548 160 
6,912 3,933 1,570 1,409 
15,323 10,218 2984 21921 


1,489 630 157 702 
1,182 710 157 315 
630 236 314 80 
2,989 1,649 947 393 
318 glee pe ee Pe 


21,608 12,885 3,609 5,114 
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juding many gold deposits, are the 
main support of the population. This 
area is less densely populated than 
either Area A or B, and is subject to 
greater extremes of climate. Natural 
gas is not available and manufactured 
vas is served only in isolated com- 
munities. Customers in this area (elec- 
tricity only) number 44,081. 

For the purposes of the study, only 
rose customers were considered who 
dwell in single metered dwellings and 
use electricity or natural gas. It is rec- 
ognized that apartment dwellers may 
also purchase small appliances, but in 
general their buying intentions are in- 
fluenced and limited by conditions not 
under their own control. Large appli- 
ances are usually furnished by the 
landlord. In territories where other 
utilities serve isolated areas in the dis- 
trict these are included, except for the 
territory in San Benito, Santa Clara 
and Santa Cruz Counties, and Tulare 
County, served by other companies. 


3-Year Buying Intent 


Buying intentions were asked to 
cover the first three years following 
the war. It is emphasized that these 
are “intentions” only and may not be 
substantiated in actual purchases. Many 
factors, such as employment conditions, 
change in dwelling place, as well as the 
general economic situation, and the 
degree of promotional pressure placed 
upon the customer from various 
sources, will all affect his purchasing 
pattern. Demand for certain types of 
ippliances may exceed the supply for 
the first year and hence bona fide 
intention to buy may not be translated 
into purchase until some later time. As 
the questions of the survey were quali- 
fied by the premise, “If these items are 
available,” it can be seen that the 
fact that the first year is given a much 
heavier buying preference merely in- 
dicates that desire for the appliance 
is great. As full advertising promotion 
is brought to bear from other sources, 
the customer may be induced to spend 
his money in competitive fields. The 
most that can be said for the expressed 
intentions is that this is a valid “po- 
tential” market, but that it can only 
he realized if an effort is made to make 
it actual. 

For the entire system, customer buy- 
ing intentions in the order of prefer- 
ence indicate that electrical equipment 
is close after automobiles on the list of 
wants. 

Broken down into territories by 
types of customers, totals for the three 
years indicate demand for electric 
ranges in this area is primarily rural. 

Taking the individual appliances, we 
find that in those territories where elec- 
tric ranges are widely used, the re- 
placement market is the largest part of 
he demand. 

[Inquiry was made at the time of the 
survey, using seven years as the aver- 
ige age of obsolescence. The compar- 
itive buying intentions of owners in 
the two groups are of special signif- 
icance to the electrical manufacturer, 

; well as to the dealer. 

lt is apparent that a good many own- 
ers with equipment under seven years 

ie are nevertheless ready to re- 
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place it. Forty out ot every one hun- 
dred owners of electric ranges which 
are seven years of age are expecting to 
replace their equipment within the 
next three years. Owners of recently 
purchased radios are also among those 
in the market for new equipment in 
about the same ratio. It is evident, 
therefore, that age is not the sole 
determining factor in replacement pur- 
chase. New styles and improved models 
attract owners who want the best. In 
the case of vacuum cleaners, washing 
machines and refrigerators, on the 
other hand, this urge seems to be far 
less potent. There is always a certain 
proportion of owners who, either be- 
cause they take extra good care of their 
appliances or because they have not the 
necessary funds, do not replace equip- 
ment even as it approaches the usual 
(Continued on page 64) 


SUMMARY OF CUSTOMER BUYING INTENTIONS IN ORDER 
OF PREFERENCE 


Total Territory 
Equipment Total 3 yrs. 1st Year 2nd Year 

Mae, «.... s.. vaaiheates<. 309,177 176,120 177,105 

eR ee 225,861 168,790 28,610 
Washing Machine................ 187,052 151,405 19,240 
Vecuum Cleaner..............00 180,304 145,719 18,424 
Electric Refrigerator............... 121,716 85,622 18,331 
Ss + ck teen c is see 88,813 56,332 18,399 
ee 62,372 36,364 11,426 
Gas Water Heater................ 58,983 39,213 7,686 
lroning Machine................. 54,948 44,246 4,857 
LS » PEE PET eS 41,8176 40,466 4136 
Gas Central Furnace.............. 43,415 24,709 10,351 
0 SS Te ree 33,673 21,863 4,689 
Gas Room Type Heater........... 17,188 2,397 
Electric Home Laundry Dryer...... 13,073 6,415 5,649 
ere 12,941 8,795 2,772 
Air Conditioner—Evap............ 12,300 9,968 844 
Air Conditioner—Comp........... 11,745 6,741 3,309 
Gas Home Laundry Dryer......... 10,084 4,19 2,355 
Electric Water Heater............. 2,515 1,921 278 


3rd Year 
55,952 
28,461 
16,407 
16,161 
17,763 
14,082 
14,582 
12,084 
5,845 
3,247 
8,355 
7,121 
1,023 


1.374 
1,488 


3,310 
316 





REPLACEMENTS AND NEW PURCHASES BY UNITS 


Owner Buying Intentions 
Total 3-Yr. 3-Yr. 
ELECTRIC RANGE: Purchasing Total 1st Yr. 2nd Yr. 3rd Yr. Total 

ee eee 47,876 25,922 20916 3,214 1,792 21,954 
Area A—Urban.............. 9,914 1,334 NE” is 4 ces 667 8,580 
Area B—Asgricultural. ... . . 33,913 22,547 18,993 2,510 1,044 11,366 
Area C—Rural Non-Farm..... 4,049 2,041 1,256 704 81 2,008 
ELECTRIC WATER HEATER: 

Total Territory.............. ; 2,515 555 313 162 80 1,960 
Area A—Urban........... Rr Ea om pe 667 
Area B—Asgricultural. .... . . ae 348 ee eo ek ee 348 
Area C—Rural Non-Farm......... 1,500 555 313 162 80 945 
ELECTRIC REFRIGERATOR: 

ee ee eee 121,716 69,064 43,099 12,593 13,372 52,652 
Area A—Urban................. 70,914 30,499 23,164 4,001 3,334 40,415 
Area B—Acgricultural........ 43,881 33,693 16,793 17,023 9,87 10,188 
Area C—Rural Non-Farm . 6,921 4,872 3,142 1,569 161 2,049 
HOME FREEZER: 

EP eee 62,372 We. 2.3 2 Cee 62,019 
Area A—Urban............... _ ere ee es 26,499 
Area B—Asgricultural.... .. 32,884 CR. . kixtscite eee 32,531 
Area C—Rural Non-Farm......... BE bvchorss scm Beans 2,989 
WASHING MACHINE: 

Total Territory................. 187,052 135,775 107,852 16,318 11,605 51,277 
Area A—Urban.......... 97,237 61,490 50,908 6625 3,957 35,747 
Area B—Agricuitural............ 81,090 67,840 52,857 8,749 6,234 13,250 
Area C—Rural Non-Farm......... 8,725 6,445 4,087 944 1,414 2,280 
IRONING MACHINE: 

eee 54,948 8,984 5,336 . 1,841 1,807 45,964 
Area A—Urban............... 34,369 4,624 Se ae 29,745 
Area B—Asgricultural............. 18,537 3,813 1,732 353 1,728 14,724 
Area C—Rural Non-Farm....... 2,042 547 313 155 19 1,495 
ELECTRIC LAUNDRY DRYER: 

_ a a 13,073 434 719 a ae 12,639 
inci tacks expres are ean die ig Bete 7,311 
Area B—Asgricultural............ 5,444 1 ee I 5,089 
Area C—Rural Non-Farm......... 318 19 Te vce 239 
AIR CONDITIONING—EVAP.: 

pg eee 12,300 2,650 1,376 | 687 587 9,650 
MS I inn 0 ods ckse eves, ae eee ere 2,164 
Area B—Agricultural............ 8,647 2,417 1,376 687 354 6,230 
Area C—Rural Non-Farm......... 1,489 DOP «sieatae seanen 233 1,256 
AIR CONDITIONING—COMP.: 

J 11,745 80 een akan 11,665 
rere GE kcvvinxnei beeuexees eee™ Bese 2,958 
Area B—-Asgricultural. . . . ee Ra ee eee 7,605 
Area C—Rural Non-Farm. . 1,182 80 BP Wieesotams : oad 1,102 
VACUUM CLEANER: 

Total Territory... . .. 180,304 122,032 95,411 15,481 11,140 58,272 
Area A—Urban.. 111,863 75,450 59,534 8,625 7,291 36,413 
Area B—Asgricultural. . . . 61,529 41,710 33,438 5,520 2,752 19,819 
Area C—Rural Non-Farm......... 6,912 4,872 2439 1,336 1,097 2,040 
RADIO: 

ee ere 225,861 219,326 163,963 26,902 28,461 6,535 
Area A—Urban................. 125,027 121,070 93,325 11,873 15,872 3,957 
Area B—Asricuitural. . . . 85,511 83,093 60,580 12,045 10,468 2,418 
Area C—Rural Non-Farm. 15,323 15,163 10,058 2,984 2,121 160 
DISH WASHER: 

Total Territory . 33,673 667 Seka kas wan 33,006 
Area A—Urban......... 19,207 667 ccs barnes 18,540 
Area B—Agricurtural............. 0 re ee eee Beer ey 13,836 
Area C—Rural Non-Farm......... See: | PF OO a 630 
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Non-Owner Buying Intentions 


1st Yr. Qnd Yr. 3rd Yr. 
19,550 922 1,482 
co 667 
10,325 689 352 
1,312 233 463 
1,608 116 236 
eee 
232 a ee 
| oer 236 
42,523 5,738 4,391 
33,747 4,001 2,667 
7,355 1,418 1,415 
1,421 319 309 
36,011 11,426 14,582 
13,249 5,291 1,959 
21,113 5,188 6,230 
1,649 947 393 
43,553 2,922 4,802 
29,789 2,001 3,957 
11,877 686 687 
1,887 235 158 
38,910 3,016 4,038 
23,165 2623 3,957 
GA Cauca. &.. 
1,021 393 81 
6,336 5,294 1,009 
3,322 3,322 667 
2,775 1,972 342 
ee 
8,592 157 901 
fe 432 
sacks. «ea eated 
630 157 469 
6,667 3,309 1,689 
7 E> aa 
4,856 1,375 1,374 
630 157 315 
50,308 2943 5,021 
31,745 1,334 3,334 
17,069 1,375 1,375 
1,494 234 312 
i Serer 
3,291 ee 
a ee eee 
2 cc.ccs oapee 
21,196 4,689 7,121 
10,583 3,333 4,624 
10,377 1,042 2,417 
236 314 80 
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you tulad a Maifleg franchise 


MAYTAG DEALERS have uniformly made 
money with the Maytag line for more 
than half a century. And throughout 

the war years, with no washers to sell, the 
majority have been able to stay in 
business, and sti/] make money—because 
of Maytag’s ability to supply repair parts. 


! Meslg Se 


Now, with the handsome new Maytags 





—the finest we've ever built—rolling off the 
production line, you'll soon be back in 
full stride again, selling Maytags as never 
before in your history. But in the mean- 
time, don’t neglect that other business. 


.@) 
” 4 





2. Maijlag [ait Sowie 


The business that proved itself a life- 
saver during the war. Remember, Maytag 
did the outstanding job in the whole 
appliance field, in providing repair parts 
to keep your customers’ Maytags run- 
ning. Today that parts and service 
business is more important than ever— 

a direct feeder to sales of the new Maytag. 


Nail down your Maytag franchise now. 
If you are not already a Maytag dealer, 
it is possible that one of those profit- 
able Maytag franchises may be available 
in your territory. Write The Maytag 
Company, Newton, Iowa. 
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ROTATION REPAIRIN 
Speeds Radio Output 


M. & J. Radio Repairs, Philadel- 
phia, keeps customers satisfied, 
by card system of repair orders 


By PHIL LANCE 


Y being able to promise custom- 
B ers that radios left for repairs 

will be completed and ready for 
withdrawal at a certain date, and hav- 
ing that appliance ready, Morris Gold- 
man, owner of the M and J Radio Re- 
pair Shop, has been able to build up a 
reputation of prompt service that has 
carried him through the hectic repair 
day rushes. 

“Customers were always clamoring 
for their radios,” says Mr. Goldman, 
“and pestering us long before we had 
promised them that they would be re- 
paired. They were acting as their 
own expediters. And try as we would 
to work on all radios in the order that 
they came into our shop, so that we 
could keep our delivery schedule, many 
skips were made. So we decided to 
see what could be done about system- 
izing jobs and having radios repaired 
for the day promised.” 

The first step in Mr. Goldman’s sys- 
tem was to work on radios in rotation, 





on the first come, first served basis. In 
this way, delivery promises could be 
maintained. 

In starting this policy, Mr. Goldman 
numbered small tags from one on up 
the scale, and as each appliance was 
brought into the store for service at- 
tention, it was tagged. No names 
were placed on the tags, only a ticket 
stub telling the repairmen what to do 
on the specific job. 


No Partiality 


As Mr. Goldman has several repair- 
men, he decided to keep names off 
work tags so that employees would not 
show any partiality to any individuals 
that they may have known. Further- 
more, as soon as an appliance was re- 
paired, a repairman had to take the 
next one in the numerical order that 
it came. This also helped to stop re- 
pairmen from picking out certain jobs 
to do. Some repairmen liked to do 
one type of work and always looked for 





While a customer waits, an appliance is tested and checked, the patron is told the 
cost and when to return. 
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Mr. Goldman withdrawing card from time card rack to place on repaired item. The 
numerical rotation tag comes off and he knows what number appliance to expect next. 


that particular kind of job. As over a 
hundred jobs came in a day, each man 
was able to practically select at all 
times the appliance that was his favor- 
ite. 

“In trying to discover why certain 
appliances went out faster than others, 
although in many cases, the repair job 
was easier,” points out Mr. Goldman, 
“T found that many of our workmen 
liked repairing and tinkering with cer- 
tain favorites. This naturally was un- 
fair to our customers, for our first 
come, first served policy didn’t work 
out. But after we installed our numer- 
ical rotation system, this was all 
changed. For as each man completed 
a job, and he went into the stock room 
to get another radio for repairs, he had 
to check the number of the job he took 
with the bookkeeper. 


Checked Job Numbers 


“Another good point about our rota- 
tion system was that customers would 
tell me, that they knew we wouldn’t do 
their repair jobs on time, because it 
was a small one and not much profit 
attached to the job. We squared this 
with them, by showing the doubtful 
customer the rotation repair tag that 
was going on his appliance and also the 
number of the last tag that had been 
taken off a repair job that had gone 
out, so that he would see the number 
of jobs that were ahead of him. And 
when I would then quote him the time 


it would take to be repaired and when 
he could come and pick up the item, he 
would appear satisfied.” 


Time Card Rack 


When a repairman completed a job, 
it was placed near the ‘time cards.’ As 
each job entered the store, and a num- 
ber tag was placed on it, a correspond- 
ing tag was placed in the time card 
rack that had the customer’s name, 
address and other information on it. 
On placing the completed appliance 
near the rack, Mr. Goldman would 
withdraw the card and place that one 
on the repaired appliance. The numer- 
ical tag was taken off, and Mr. Gold- 
man would then know what number 
job was coming off the rotation line 
next. , 

If the jobs did not come out the 
repair shop in numerical order, he 
would investigate, and usually find that 
the remaining job was taking longer 
than others or probably awaiting some 
repair parts that weren’t on hand in 
the shop. But in all cases, Mr. Gold- 
man saw to it, that all appliances were 
being handled in the order that they 
came in. 

“Since installing our rotation pol- 
icy,” he says, “we have been very suc- 
cessful in having almost 100 percent 
of our repair jobs completed on time. 
This has satisfied and made better cus- 
tomers, and as far as we are concerned, 
speeded up our output.” 
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Appliance Performance 


Many utility company home service 
departments have made laboratory 
testing of appliances an integral 
part of their regular work—a valu- 
able contribution to higher perform- 
ance standards and customer satis- 


URING these war years the 
D Home Service Departments, by 

their close association with the 
homemaker, have collected a wealth of 
valuable data to pass on to the inter- 
ested manufacturer who is wide awake 
enough to consult with them on ap- 
pliances of the future. They also have 
:vailable a fund of information gained 
through another phase of their activ- 
ities 

3y the very nature of her work the 
Home Economist becomes a “tester.” 
She must practice not only what she 
preaches but before she preaches, for 
her presentation must be convincing. 
Naturally any faults in the basic design 
or inconveniences in the performance 
show up during these tests, and must 
be remedied or overcome before she 
can introduce the appliance to the 
prospective customer. In some utili- 
ties, this testing has become official and 
is a definite, recognized responsibility 
of the Home Service director. 

The following digest of reports from 
the survey gives an idea of how the 
testing is carried on. It also reveals 
the close cooperative spirit which ex- 
ists between the manufacturers and the 
Home Service Departments: 


Company No. 1 


“We have tested electrical appli- 


“ances, one way or another, since 1928. 


We do not have any standard form, 
but the general routine is as follows. 

“When a manufacturer submits a 
piece of equipment to our Purchasing 
Department and thence to the Mer- 
chandising Department, if the appli- 
ance shows promise, it is sent down to 
us to test and report on it. 

“If the device is accompanied by an 
instruction book, we look it over and 
see if the appliance fulfills the operat- 
ing instructions. If it doesn’t, we en- 
(deavor to get good results on our own 
steam, 

“We actually cook something, de- 
pendent upon the device submitted, 
and we always look for added poten- 
tialities of a device... . 

“We stress points of strength in our 
test and we report weaknesses and 
possible hazards, such as hot handles, 
sharp edges, difficulty in handling or 
cleaning, overheating of plug and any 
other factors involved. 

“We are enthusiastic and open- 
minded in all of our testing. We place 
ourselves in the shoes of Mrs. Home- 
maker, who has purchased the device 
and is using it for the first time.” 


Company No. 2 


“Our appliance testing is very in- 
formal. The Merchandise and Home 
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faction. ... 


By 


Service Divisions have always worked 
very closely together, and it has been 
the habit of the Merchandise Division 
to have us tell them, before buying, 
whether or not an appliance would be 
desirable, useful, etc., from a home- 
maker’s point of view. So we try it 
out, or advise them as to its merits over 
other makes, etc.” 


Company No. 3 


“ 


. . . In connection with my testing 
equipment sent into this company—that 
was our practice when new equipment 
was to be sold on our lines and the 
retailer and manufacturer wanted a 
test. On ranges we requested a sample 
for test before approva’ was given to 
have it installed on our lines. The 
equipment was sent to our standardiza- 
tion laboratory and the engineers tested 
the equipment for electrical perform- 
ance, wattage, and voltage tests, and I 
tested for cooking operating per- 
formances. This was done primarily on 
ranges. However, if a manufacturer 
sent in other equipment such as roast- 
ers toasters, waffle irons, etc., we took 
care of them too. These combined re- 
ports were then sent on to our Appli- 
ance Committee for action.” 


Company No. 4 


“Preceding the war when we were 
selling equipment, it was our practice 
to test appliances sold by our company. 
This testing work was done on both 
traffic and major appliances primarily 
for these reasons: 


1. To determine whether the equipment 
would do the job that was claimed for it 
by its manufacturer. 

2. To be sure that manufacturer's instructions 
for use and recipes were adequate and 
tested. 

3. To be sure that new equipment and at- 
tachments met safety standards. 

4. To thoroughly familiarize ourselves with 
the equipment so we could give the best 
and most authentic points in selling and 
use demonstrations. 


“This test work has been done with 
the manufacturers’ full knowledge and 
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mutual benefit. We have done test 
work on equipment since 1934. 

“There are two types of reporting 
used—one with a data sheet and the 
other a running report developed as the 
test progresses. 

“We have found that we have been 
able to filter out undesirable equipment 
that would be unsafe for the customer 
to use, and which would be undesirable 
on our lines. We have also been able 
to determine some slight error or mis- 
takes which have been overlooked, and 
the reliable manufacturers have greatly 
appreciated these checks. 

“Mrs. Consumer is demanding much 
more from her appliances than she did 
before the war, and to satisfy this 
demand, we believe that test work is 
necessarily a part of home service 
work.” 


Company No. 5 


“For about seventeen years, it has 
been the practice of the Home Service 
Department to run performance tests 
on many of the appliances—especially 
kitchen appliances and ironing equip- 
ment—that the company had for sale. 
Most of these tests were run before the 
appliances were purchased by the com- 
pany and were made under conditions 
such as weuld be found in the average 
home. In most cases, samples were sub- 
mitted by manufacturers for these tests. 

“We have never had any forms for 
reports on these tests but for each test 
a letter has been written to the manager 
of merchandise sales, which reported 
the type of test, the results and con- 
clusions. It is our opinion that these 
tests have helped the merchandise de- 
partment to avoid some undesirable 
equipment both from performance and 
maintenance angles.” 


Company No. 6 


“Regarding testing of appliances by 
our Home Service representatives, we 
carry out this activity for the purpose 
of acquainting the sales force with not 
only the good but also the bad features 
of the appliances. In conducting these 


tests, the equipment is completely torn 
down and reassembled in order to 
study the mechanical and electrical con- 
struction and operation. The functional 
operation is then studied to determine 
sales points. 

“We insist that our Home Service 
Representatives have a complete work- 
ing knowledge of the equipment gen- 
erally encountered in our sales assist- 
ance activities—not only from the 
functional angle but the service or re- 
pair as well.” 


Company No. 7 


“We have always made it a practice 
to have our Home Service Advisers 
carefully check over all types of appli- 
ances sold by our Company for several 
reasons. First, our Home Service Ad- 
visers make many contacts with our 
customers, and we like to have them as 
familiar as possible with all the elec- 
trical and mechanical features of the 
appliances. Second, many times we 
have been able to offer changes and 
suggestions to the manufacturers from 
these women’s reactions. 

“We have done this for many years, 
but we do not have any particular sys- 
tem or setup or make any detailed 
report on each appliance. 

“We .have always felt, and still do, 
that it is going to be even more neces- 
sary in the future, when we have post- 
war models of appliances, to have not 
only the sales personnel well informed 
on the different features of these appli- 
ances, but it will be equally important 
that our Home Service Advisers also 
be well informed.” 


Company No. 8 


“Relative to our procedure for test- 
ing appliances, I am sorry that we do 
not have a prepared or printed form 
for use in this operation. We simply 
require our Home Service director to 
write us a complete report on the 
results of the tests.” 


Company No. 9 


“The practice of the Home Service 
Department of cooperating with our 
Electrical Testing Laboratory in test- 
ing appliances was started back in 1929 
or 1930. At that time the engineers in 
the Testing Laboratory felt that only by 
seeing the actual cooking test run on 
equipment would they be able to know 
exactly what an appliance would do. 

“Tn all these years we have not set 
up any particular form of report, as 
the report on each appliance was 
lengthened or condensed according to 
our interest in the particular appliance, 


(Continued on page 68) 
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NEW ultra-modern Line 
of Kitchen Cabinets and Sinks 


FOR YOUR PROFIT BY AMERICAN KITCHEN 
SPECIALISTS AND 10,000 HOUSEWIVES 


EXPERTS PREDICT: "The work-saving conveniences and the 
breath-taking beauty will break every sales record in the 
industry!” 


The large mark-up assures the AMERICAN dealer of large 
profits ... the lack of either “warehouse worries” or “trade- 
in troubles” assures him of dependable profits. 


This greatest AMERICAN KITCHEN ever built—including 
Sinks, Cabinets, Dishwashers, Disposals and Freezettes— 
will be unveiled at the Housewares Show. Dealers who are 
interested in making more money in less time, with fewer 
problems, are cordially invited to visit us. 














HETCHERNS— 


CABINETS « SINKS » DISHWASHERS + DISPOSALS 
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We are looking forward to seeing you 


at the Housewares Show—January 4th—in Spaces 
57 and 58 at the Palmer House, Chicago 





AMERICAN CENTRAL MANUFACTURING CORPORATION 
You are invited to meet the newest, 


Connersville, Indiana anes) madash snatches of 
a 


HBITCHENS— 
CABINETS « SINKS « DISHWASHERS «+ DISPOSALS 


at the Housewares Show—January 4th—in 
Spaces 57 and 58 at the Palmer House, Chicago 
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they're here! 


THE G-E “PACEMAKERS” IN REFRIGERATION! 





LEFT 





Here they are—and the opportunity is ready and waiting to 
turn handsome sales profits for you! 

The new, immediately available General Electric models 
now are off production lines—the 7-foot De Luxe and the 7-foot 
Standard—the models most eagerly sought today, as shown by 


exhaustiv e consumer surv eys. 


G-E for ‘Firsts’ 


Naturally any refrigerator line will sell just now. But isn’t it wiser to 

make your best bid for the future as well . . . by handling, from this 

point on, the refrigerator line that’s best for vour business? 

Remember—G-E. was first to produce the all-steel (no wood parts 
cabinet —finally adopted by the entire industry. 

Remember—G-E was first to install the famous “sealed in steel” 
unit—later copied by others. 

Remember—G-E’s byword is dependability of performance year after 
year after year (over a million refrigerators in use 10 years or 
longer). 

Remember—Experienced personnel plus pioneering in research—a 
G-E combination that has always meant the best in refrig- 
eration first. 


Look at these Sales-soarin 
features of the “ 
G-E 7-foor De Luxe! 
Generous Storage 
foods inside “Super- 
adjustable sliding 
10.1-quart, ‘ 


Space for frozen 
F reezer.”’ Handy 
shelf. § san 
high-humidity yectous 


h meat — 
compartment. 
Model (JB-7) sells for 

Ill prices include Federal 


> home dol 
> ; U7 livery 
F rotection Plan y and 5-year 


hxci se Tax 


RIGHT 


“tee Standard Model 
. ny Popular Feature 
Ample Storage 5 * 
Provided by 


freezing 


fe Space for frozen foods 
— " tPer-Freezer,’ 
chiller tray Relays a 
Peratures, This C- ‘he 
sells for $151.50. 
Federal Excise 1 
and 5-year } 


” Four 
Glass 
at low tem. 
E Model (LB.7) 
All prices include 


ax, hom ; 
>, ° ha deli very 
rotection F Aan : 


Let These Figures Point Up a Sales Moral for You 


In producing refrigerators from 1927 to 1944, G-E reduced the unit 
weight from 202 lbs. to 62. It more than doubled refrigerating capacity. 
It more than halved current consumption. It increased the ice freez- 


ing rate by almost 5 times. 


Other Big Advances Just Around the Corner 


And now—watch for new G-E models soon to be rolling to you. Models 
with ingenious new features and improvements. Models made through- 
out with G-E’s customary care, skill, and precision. Models that sim- 
ply can’t help meaning spectacular sales for you! 

For it’s only logical that since G-E makes “the refrigerators that 
most people want most”... then G-E is the refrigerator that you want 
to sell most! 


Refrigerators 


“THE REFRIGERATORS MOST PEOPLE WANT MOST” 


GENERAL @ ELECTRIC 
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What Dealers VUhink..... 


Utah P. & L. queried dealers on utility merchan- 


dising, sales training, home service help, han- 


dling of prospect tips, 


appliance service 


policy, etc., and received some frank and help- 


ful suggestions from the trade to guide them 


By CLOTILDE GRUNSKY 


RECENT survey of dealers con- 
A tsxted by the Utah Power and 

Light Co. and the Western Colo- 
rado Power Co. through means of a 
juestionnaire pamphlet entitled ““‘What 
Do You Think?” has brought to light 
many points of agreement and a few 
on which dealers differ. 

In general they believe heartily in 
the power company’s program of 
“through-the-dealer” merchandising, 
supplemented by utility promotion, 
particularly of new appliances, but 
they disagree as to the best method 
of handling dealer prospect tips. 


Questions Presented Personally 


rhe original questions were asked 
f dealers through a printed booklet 
which outlined various features of util- 
ity policy, asking for dealer comment. 
These were presented personally to 
dealers by field contact men, who ex- 
plained the purpose of the question- 
naire, leaving two copies with each 
firm, one for the dealer to keep and the 
other to be returned. Answers have 
now been compiled and have been 
ssued in another publication which is 
now being distributed to dealers. 

For the most part the opinions of the 
dealers were clear and will be used as 
the basis for determining power com- 
pany policies. The general theme of 
the year, phrased in the slogan “Better 
Living Electrically”, supplemented by 
‘Better Farming Electrically” for use 
n rural districts was approved by 99.4 
ercent of all dealers, although 5.3 per- 
ent thought some other slogan might 
’e even more effective. 


Utility Merchandising 


\sked for their attitude toward the 
power company decision to sell no 
merchandise itself, dealers expressed a 
3.4 percent approval. Again a mi- 
nority of 18.4 percent qualified their 
answers by stating that they thought it 
desirable for the utility to merchandise 
certain items. Some of the typical com- 
ments made on his question: 

“| do believe the power company should 


sell items needing real promotion. Just 
what these items are we do not know at the 
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present time, but undoubtedly there will be 
many of them after the war." 

"| believe it a good policy for the power 
company to sell power and service only to 
the consumer. Dealers will work together 
more smoothly and do a better selling job 
if they have the assurance that they are 
not in direct competition with utilities.” 
"If they can buy some at the power com- 
pany they will soon expect all. It should be 
100 percent dealers or none." 

“Any item which requires special promotion 
and is a good load builder for the power 
company, we feel should be sold by them 
until the dealer can profitably sell this mer- 
chandising,” 

"The power company should help to pioneer 


‘new appliances coming out, for a six-month 


period or so. By that time dealers should 
be established to keep it moving. 


On the other hand: 


"We do not feel the power company should 
sell at retail under any circumstances, but 
in the case of new items, which you should 
like to promote, we believe it would be 
satisfactory for you to stock the items for 


resale to us to insure adequate supply, or 
arrange jobbers to have them available in 
quantity during the selling campaign." 

"I believe the electrical dealer should be 
able to take care of all the electrical ap- 
pliance and equipment needs of his particu- 
lar sales area. The power company selling 
help and advice in the past has been a 
great help to dealers. 


Like Sales Assistance 


Asked if they will take advantage of 
the sales assistance, sales training, and 
of the services of home service girls 
and the large force of power company 
salesmen assigned to work with deal- 
ers, 98.9 percent said that they would, 
1.1% would not. About 88.6 percent of 
the dealers feel that they need help in 
training their own sales people, but 
11.4 percent do not need such help. 
Here again, comments are illuminat- 
ing: 

"We believe this assistance would be better 
if this training could be had by each store 
and its own sales force, rather than in a 
group school.” 

“Careful that, whether intentionally or not, 
in the end a few large dealers do not re- 
ceive all of the assistance.” 
“Demonstrations are always very helpful in 
creating a desire to possess. A continuation 
of this policy by the power company should 
be very welcome to all dealers.” ‘ 
“A good combination for best results would 
be a thorough knowledge of each product 
gained by a session of your salesmen, our 
salesmen and manufacturers’ representa- 
tives.” 

"| think training classes in the morning once 
or twice a month in different items is okay.” 
“Group sales demonstrations by your trained 
specialists. Better acquaintance between 
your contact representatives and dealer sales 
force.” 


“Nearly all of us dealers will urgently feel 
the need of rebuilding our sales organiza- 
tions. | am sure we would appreciate some 
help or suggestions on how to best accom- 
plish this. Maybe a training program for 
salesmen and service men.” 


Most controversial of all the subjects 
considered was the question of pros- 
pect tips. Eighty nine percent of the 
dealers would like to display their mer- 
chandise in the electric utility’s store 
and windows during special campaigns. 
Of these, 83.4 percent believe displays 
of appliances with no dealers’ names 
shown would be sales _ stimulating. 
Dealers express themselves as believ- 
ing that “display of a given appliance 
by the utility would be an aid to the 
dealer handling that particular make.” 
Others say, “A list of names of all 
dealers handling items displayed would 
be okay.” Worrying about the return 
of long-term installment selling, one 
firm asks that “signs encouraging quick 
payment should be put on the displays.” 
Some would prefer that names of firms 
handling should be attached to appli- 
ances, but others believe that “if names 
are mentioned it is hard to keep favor- 
itism out, even if only in people’s 
minds.” One dealer expresses his sense 
of the value of such displays by saying, 
“We would be willing to rent space on 
your display floor.” 


Prospect Tips 


When it comes to the prospect tips 
received from this and through other 
sources, however, dealers are by no 
means agreed. The question was asked 
as to whether loads should be given to 
only one dealer-at a time, rotating them 
among all the dealers of the commun- 

(Continued on page 80) 





Compiling the results of the dealer survey are Nell McCarrel, chief clerk; W. A. Huckins, sales manager; M. L. Cummings, 
advertising manager, and Vera Stander. 
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NEW BLACKSTONE 


..-are on their way! 
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WRINGER WASHERS © CABINET IRONERS ° AUTOMATIC WASHERS 
PORTABLE IRONERS ° DRYERS ° COMBINATION LAUNDRIES 


The wheels of industry are humming at Blackstone. Yes, Blackstone dealers are readying for the greatest 
Close on the heels of wringer washer production prods period im clecteiag! appliance history. A fow 
will come Ironers, followed by Automatic Washers, attractive dealerships are still available. 

Dryers ...and then the sensational new Blackstone Get the full facts now, and you'll reap sound profit 


Combination Laundry. in the busy years to come. 





BLACKSTONE CORPORATION, JAMESTOWN, N. Y. 


A Division of Jamestown Metal Equipment Co., Inc. 


; : Visit BLACKSTONE’S Exhibit 
VICTORY BONDS JANUARY FURNITURE 


WILL BRING MARKET 


cope BLACKSTONE ese 


PRODUCT 
AMERICA'S OLDEST WASHER manusacTuRER 
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“Cr delines.. 






Items which stimulate store 


trafic will be 


By ROBERT LATIMER 


IX “sidelines” which have shown 
S themselves not only independently 

profitable but the source of many 
new appliance prospects will be perm- 
anently retained by Valley Appliance 
Co., Fresno, California. 

“Sidelines put me in business,” Henry 
Wall, partner in the new store, said 
emphatically, “and I don’t propose to 
go entirely away from them for a long 
time tocome. Our experience has been 
that we can build up a richly potential 
prospect list from sideline merchandise 
combined with service, and that we can 
turn most of our items four to six 
times a year at an average 40% profit.” 


Began With Sidelines 


Establishment of Valley Appliance 
Co. is an unusual story of careful, 
long-range planning by Mr. Wall and 
his partner, Jack Carlson. Actually, 
the company began business with side- 








retained, 
says Henry Wall of Valley 
Appliance Co., Fresno, Cal. 


Exterior view of 


lines, picking out a location ideal for 
a postwar appliance store, setting up 
future franchises and service arrange- 
ments, and then “marking time” with a 
complete stock of allied sidelines. 
Henry Wall, as manager, spent many 
years with merchandising of auto ac- 
cessories and petroleum with a western 
chain, as well as growing up in the 
hardware and appliance store operated 
by his father. More recently he was 
a merchandise manager for a national 
mail order house. Mr. Carlson, a vet- 
eran of 20 years as an automobile 
dealer, knew the Fresno area intimately 
and is thoroughly acquainted with all 
phases of financing and store manage- 
ment. Both were interested in the 
future appliance business and foresaw 
the need for clinching franchises well 
in advance. Accordingly, they selected 
a modern, well-arranged store center- 
ing a residential area, and the firm 





Mr. Wall and one of his sideline displays. 
filled with such fixtures and stock. 
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The entire store before October was 


1945 


Henry Wall's "sideline" shop, the Valley Appliance Co., Fresno, Cal. 


went into business in October of 1944. 

“We went into the venture seri- 
ously,” Mr. Wall explained, “selecting 
only what merchandise we felt would 
attract men and women customers who 
would be future appliance buyers, and 
what a neighborhood survey demon- 
strated would sell. For example, our 
store is located between a drugstore 
doing $18,000 a month and a grocery 
doing $30,000. That assured us of traf- 
fic. Then there were no hardware 
stores, no china specialty shops or 
electrical shops within twenty blocks 
in any direction. The location seemed 
advantageous for both merchandise and 
service customers, and more particu- 
larly for attracting both men and 
women—something we felt essential to 
our future appliance business.” 


$4,500 Remodeling 


Having made up their minds, the 








partners spent $4,500 in remodeling the 
store, including making up of mer- 
chandise counters, novelty display 
racks for gifts and china, a stucco job, 
and a tile floor. Another $1,000 went 
into lighting, an office, and enlarging 
a rear room for a capacious appliance 
service shop. 

Into this space Mr. Wall put an in- 
ventory of $17,500 in “sidelines” which 
other dealers found successful, and 
which his neighborhood location in- 
vited. “Every bit of it is guaranteed 
40% profit or more” he indicated, “and 
we decided not to handle anything 
which showed any less—since the en- 
tire stock was at first considered merely 
a means of paying the overhead and 
our salaries while waiting for the re- 
turn of appliances.” 

Included in the stock, all handsomely 
displayed and kept up by perpetual in- 

(Continued on page 92) 








A view of of the completely equipped Wall service department, which is expected to 
be able to meet all customers’ demands. 
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ta, Georgia 

nnah, Georgia 
Ibuquerque, New Mexico 
ny, Lincoln, Nebraska 


y, Omaha, Nebraska 


ting Co., Rochester, New York 
Holston Appliance Company, Johnson City, Tennessee 
Jefferson Distributing Company, Beaumont, Texas 
Jefferson Distributing Company, Houston, Texas 
Wholesale Division, Kansas City, Missouri 
s Wholesale Division Oklahoma City, Oklahoma 
s Wholesale Division, St. Louis, Missouri 
Jenkins Wholesale Division, Wichita, Kansas 
The Johnson Electric Supply Company, Cincinnati, Ohio 
| rvin Kahn & Son, Louisville, Kentucky 
Kinkade Radio Supply, Jacksonville, Florida 
Kinkade Radio Supply, Tampa, Florida 
The Loeb Electric Company, Columbus Ohio 


M. V. Mansfield Company, Pi tsburgh, Pennsylvania 


ANY, Inc 


xy Co »MPANY 


Marston & Quina, Inc., Pensacola, Florida 
May Hardware Co., Washington, D.C. 
Meletio Electric Supply Co., Dallas, Texas 
Midwest Home Appliance Distributors, Detroit, Michigan 
/Co., Inc., Monroe, Louisiana 
Co., Inc., New Orleans, Louisiana 
tzomery, Alabama 
re Co., Charleston, West Virginia 


Radio Distributing Co., Harrisburg, Pennsylvania 


6 
Radio Electronic Supply Co., Grand Rapids, Michigan 


Radio Laboratories, Charleston, South Carolina 

Radio Products Sales Co., Los Angeles, California 

Rowles Sales Company, San Antonio 5, Texas 

Rumsey Electric Company, Philade!phia, Penn 

The $ and M Company, Minneapolis, Minnesota 

H. |. Sackett Electric Co., Buffalo, New York 

Shepherd Electric Co., Inc., Baltimore, Maryland 
Southwest Wholesale Radio & Appliances, Phoenix, Arizona 
Standard Sales Company, Spokane, Washington 

State Distributing Co., Inc., Milwaukee, Wisconsin 

Stull Brothers, Kingston, Pennsylvania 

Tarr, McComb & Ware, Kingman, Arizona 

Tower-Binford Electric & Mfg. Co., Richmond, Virginia 
Townsend Paper Company, Jackson, Mississippi 

Twin State Electrical Supply Co., Inc., White River Junction, Vt. 
Union Supply Company, Inc., Burlington, lowa 

Wm. an Domelen Co., Menominee, Michigan 

Waken & Whipple, Inc., Chicago, Illinois 

Walker Electrical Supply Company, Worcester, Massachusetts 
Warren-Connolly Company, Inc., New York, New York 
Warren Radio Company, Fort Wayne, Indiana 

Warren Radio Company, Lima, Ohio 

Warren Radio Company, Toledo, Ohio 

Wayne Spinks Company, Inc., Memphis, Tennessee 

Wayne Spinks Company, Nashville, Tennessee 

E. C. Wenger Company, Oakland, California 

Western Reserve Distributors, Cleveland, Ohio 

Herb E. Zobrist Co., Seattle, Washington 


WARWICK MANUFACTURING CORPORATION 
4640 West Harrison Street, Chicago, Illinois 
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The American Washer & lroner Mfrs. Association's official list of manufac- 
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ABC 
ABC 


ABC-O-Matic 
ABC Power 


Ace 


Bendix 
Automatic 

Big 3 Vecuum 
Washer 
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MANUFACTURERS OR SUPPLIERS 


Alltorfer Bros. Co., Washington St., East Peoria, Ill. 

Westinghouse Electric Corp., 246 E. Fourth S., 
Mansfield, Ohio 

Alltorfer Bros. Co., Washington St., East Peoria, Ill. 

Alltorter Bros. Co., Washington St., East Peoria, Ill. 

Dexter Co., 506 N. Ninth St., Fairfield, lowa 

Fairgrieve & Son, Ltd., 40-50 Dovercourt Road, 
Toronto 3, Canada 

Feirgrieve & Son, Ltd., 40-50 Dovercourt Road, 
Toronto 3, Canada 

Dominion Appliance Co., Fergus, Ontario, Canade 

Fairgrieve & Son, Ltd., 40-50 Dovercourt Road, 
Toronto 3, Canada 

Boss Washing Machine Co., Cincinnati, Ohio (Out of 


Business) 
Alltorter Bros. Co., Washington St., East Peoria, lil. 
Allied Stores C ation, 1440 Broadway, New York, 
N.Y. 
Beam Mfg. Co., 600 Stockdale St., Webster City, lowe 
The Maytag Co., 512 N. 4th Ave., West, Newton 
lowa 
Getz Washer Co., Morton, Ill. 





Alltorfer Bros. Co., Washington St., East Peoria, lil. 

Apex-Rotarex Corp., |, Ohio 

Boss Washington Machine Co., ‘Cincinnati, Ohio (Out 
of Business) 

Electric Household Utilities Corp., 2019 S. 54th Ave., 


_ lowe 
Vidrio Products Co., 134 West 54th St., Chicago, wm. 
Boss Washing Machine Co., Cincinnati, Ohio (Out of 


Hil 


Sade Co., Modem Div., 4140 Fullerton 

ee (Formerly Modern Laundry 
Sadiine bale co -) 

Bendix Home Appl., inc., 3300 W. Semple St., South 
Bend 24, ind. 

Barlow & Seelig Mig. Co., Ripon, Wisconsin 


— Corp., 1088 1132 Allen St., Jamestown 6 

The Dexter Co., 506 N. Ninth St., Faldield, lowe 

Haag Bros. Co., Peoria, lil. 

Boss Washing Machine Co., Cincinnati, Ohio (Out of 
Business) 


Horton Mfg. Co., 731 Osage St., Fort Wayne 1, Ind. 

Apex-Rotarex Com., Cleveland, Ohio 

The Maytag Co., 512 N. 4th Ave,, West, Newton, 

lowa 

Nineteen Hundred Corp., St. Joseph, Mich. 

Beatty Bros. Ltd., Hill St., Fergus, Ontario, Canada 

Nineteen Hundred Corp., St. Joseph, Mich. 

The Dexter Co., 506 N. Ninth St., Fairfield, lowe 

The Dexter Co., 506 N. Ninth St., Fairfield, lowe 
Ohio 


) 
Holland Rieger, inc., Sendusky, Ohio 
Boss Washing Machine Co., Cincinnati, Ohio (Out of 


Business) 

The Dexter Co., 506 N. Ninth St., Fairfield, lowe 

Fairgrieve & Son, Ltd., 40-50 Dovercourt Roed, 
Toronto 3, Canada 

Voss Bros. Mig. Co., 1355 W. 2nd St., Davenport, 
lowe 


The Coffield Washer Co., Ltd., Hamilton, Canada 

Barlow & Seelig Mig. Co., Ripon, Wisconsin 

Gilson Manufecturing Co., Ltd., Guelph, Caneda 

Voss Bros. Mfg. Co., 1355 W. 2nd St., Davenport, 
lowa 

Alltorfer Bros. Co., Washington St., East Peoria, Ill. 


Alltorfer Bros. Co., Washington St., East Peoria, Ill. 
Conlon Corp., 1824 S. 52nd Ave., Cicero 50, Ill. 
Getz Washer Co., Morton, Ill. 

Automatic Washer Co., Newton, lowa 

Stockdale St., Webster City, lowa 


Beam Mfg. Co., 600 Stockdale St., Webster City, lowa 
Gilson Manufacturing Co., site Guelph, Canada 
The Crosley Corp., Cincinnati 2 5, Ohio 
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turers who supply parts for current and obsolete washers and ironers 


BRAND 
NAMES MANUFACTURERS OR SUPPLIERS 
Portable The Crosley Corp., Cincinnati 25, Ohio 
(lroner) 
Savamaid The Crosley Corp., Cincinnati 25, Ohio 
(lroner) 
Sevamaid The Crosley Corp., Cincinnati 25, Ohio 
(Washer) 
The Crosley Corp., Cincinnati 25, Ohio 
(Washer) 
Cruiser The Dexter Co., 506 N. Ninth St., Fairfield, lowe 
Davis Horton Mfg. Co., 731 Osage St., Fort Wayne 1, Ind. 
Decker Meadows Division, 2115 S. 54th Ave., Chicago 50, Ill. 


Defender ~ The Dexter Co., 506 N. Ninth St., Fairfield, lowe 





Delite Delite Mfg. Co., Bryan, Ohio 
DeLuxe Holland Rieger, inc., Sandusky, Ohio 
Dependable Holland Rieger, inc., Sandusky, Ohio 
Dexter The Dexter Co., 506 N. Ninth St., Fairfield, lowe 
a Voss Bros. Mfg. Co., 1355 W. 2nd St., Davenpcat, lowe 
ee 
Do-All Horton Mfg. Co., 731 Osage St., Fort Wayne 1, Ind. 
—— Dominion Appliance Co., Fergus, Ontario, Canada 
er 
Dominion Dominion Appliance Co., Fergus, Ontario, Cenade 
Streamliner 
Dominion Dominion Appliance Co., Fergus, Ontario, Canada 
Time Saver 
Dominion Dominion Appliance Co., Fergus," Ontario, Canada 
Weshwell 
Double A Alltorfer Bros. Co., Washington St., East Peoria, Ill. 
Dutchess —— Manufacturing Co., Catskill Road, Alliance, 
io 
Duplex Fairgrieve & Son, Lid., 40-50 Dovercourt Road, 
Toronto 3, Canede 
= , The Easy Washing Machine Co., Ltd., Toronto, Canada 
Easy Weshing Mechine Corp., Solar & Spencer Sts., 
Syracuse 1, N. Y. 
The Easy Washing Machine Co., Ltd., Toronto, Canada 
(Canade) 
Fairgrieve & Son, Ltd., 40-50 Dovercourt Road 
Toronto 3, Canada 
Eclipse Feirgrieve & Son, Ltd., 40-50 Dovercourt Road, 
Toronto 3, Canade 
Eclipse Voss Bros. Mfg. Co., 1355 W. 2nd St., Devenport, lowe 
Economaid . Norge Div., Borg-Wamer Corp., Muskegon, Michigen 
E y M lis, Ltd., St. Marys, Ontario, Canada 


Eden Eden Service Co., Springfield, Ohio (Out of Business) 





Edenette Eden Service Co., Springfield, Ohio (Out of Business) 
Edward Getz Washer Co., Morton, Ill. 
Electric Maid Getz Washer Co., Morton, lll. 
Electro Brantford Washing Machines, Ltd., Brantford, Canada 
Electro-Safe Voss Bros. Mfg. Co., 1355 W. 2nd St., Davenport, lowe 
Emerald Horton Mfg. Co., 731 Osage St. Fort Wayne 1, ind. 
Empire Fairgrieve & Son, Ltd., 40-50 Dovercourt Road, 
Toronto 3, Canada 
Empire Maxwells, Ltd., St. Marys, Ontario, Canada 
Empire “84" Maxwells, Ltd., St. Marys, Ontario, Canada 
Empire 84" Maxwells, Ltd., St. Marys, Ontario, Canada 
Standerd 
Eureka Beam Mig. Co., 600 Stockdale St., Webster City, lowe 
Fairbanks- The Dexter Co., 506 N. Ninth St., Fairfield, lowe 
Morse 
Feirday Fairbanks Morse & Co., Indianapolis, Ind. 
Family Meadows Division, 2115 S. 54th Ave., Chicago 50, i. 
Fastwin The Dexter Co., 506 N. Ninth St., Fairfield, lowa 
Faultless Holland Rieger, inc., Sandusky, Ohio 
Favorite Brantford Washing Machines, Ltd., Brantford, Canada 
Favorite Holland Rieger, inc., Sendusky, Ohio 
Flash Getz Washer Co., Morton, Ill. 
Frederick The Maytes Co., 512 N. 4th Ave., West, Newton, lowe 
Frontenac Maxwells, Ltd., St. Marys, Ontario, Canada 
Gainadey Meadows Division, 2115 S. 54th Ave., Chicago 50, Ill. 
Gaineday Thor-Canadian Co., Ltd., Toronto, Canada 
Gaineday Thor-Canadian Co., Ltd., Toronto, Canada 
(toner) 
Genalex Beatty Bros. Ltd., Hill St., Fergus, Ontario, Canada 
Gen. Elect. Canadian General Electric Co., Toronto, Canada 
Gen. Elect. General Electric Co., 1285 Boston Ave., 101B, Bridge- 
port 2, Conn. 
Getz Getz Washer Co., Morton, Ill. 
Getzit Getz Washer Co., Morton, Ill. 
Gold Medal Maxwells, Ltd., St. Marys, Ontario, Canade 
Golden Seal Holland Rieger, Inc., Sandusky, Ohio 
Granger Voss Bros. Mfg. Co., 1355 W. 2nd St., Davenport, lowe 
Graybar Conlon Corp., 1824 S. 52nd Ave., Cicero 50, Ill. 
Greyhound Meadows Division, 2115 S. 54th Ave., Chicago 50, Ill, 
Grinnell Horton Mfg. Co., 731 Osage St., Fort Wayne 1, ind. 
Guaranteed Horton Mig. Co., 731 Osage St., Fort Wayne 1, Ind. 
Gyrex Fairgrieve & Son, Ltd., 40-50 Dovercourt Road, 


Toronto 3, Caneda 
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BRAND 


NAMES MANUFACTURERS OR SUPPLIERS 


Heag Cylinder Haag Bros. Co., Peoria, Ill. 


Haag Twin Haag Bros. Co., Peoria, Ill. 
— Hamilton Manufacturing Co., Two Rivers, Wheente, 
er 
Handyhot Cow Electric Mfg. Co., 6333 W. 65th St, Chicago 
Hans om Washer Co., Morton, Il. 
Happy Thought Fairgrieve & Son, ‘Lid., 40-50 Dovercourt Roed, 
Toronto 3, Canada 
Hercules Feirgrieve & Son, Ltd., 40-50 Dovercourt Road, 
Toronto 3, Canada 
Herschel Getz Washer Co., Morton 
Hibbard Conlon Corp., 1894 Ss. aay Ave., Cicero 50, tl. 
Spencer, 
Bartlett & Co., 
HP Washer 
Hirschy Zenith Machine Co., 259 S. 1st Ave. E., Duluth 2, 
Minn. 
Holland Maid De Ver Parts & Service, 136 E. 16th St., Holland, Mich. 
Homestead The Barton Corn., West Bend, Wisconsin 
Honeymoon The Bluffton Mfg. Co., Findley, Ohio 
Horton Horton Mfs. Co.. 731 Osage St., Fort Wayne 1, Ind. 
Hotpoint Edison G. E. Appliance Co., 5600 W. Taylor St., 
Chicago, tll. 
Huron Fairgrieve & Son, Ltd, 40-50 Dovercourt Road, 
Toronto 3, Canada 
Hydro Vac Alltorter Bros, Co., Washington St., East Peoria, Ill. 
jeal Haag Bros. Co., Peoria, ill. 
Idle Hour Automatic Washer Co., Newton, 
Imperial Alltorter Bros. Co., Washington St., East Peoria, Ill 
Imperial Fairgrieve & Son, Ltd., 40-50 Dovercourt Road, 
DeLux Toronto 3, Canada 
lowa The Dexter Co., 506 N. Ninth St., Fairfield, lowe 
lronrite The lronrite lroner Co., 38 Piquette Ave., Detroit 2, 
(lroner) Mich. 
lronrite Westinghouse Electric Corporation, 246 E. Fourth St 
(lrones) Mansfield, Ohio 
Joliette Joliette Foundry & Machine Industry, inc., Montree!, 
Canade 
Junior Grande Vidrio Products Co., 134 West 54th St., Chicago, Ill. 
Kelvinator Appliance Manufacturing Co., Catskill Roed, Alliance, 
Ohio 
Kenmore Sears Roebuck & Co., Chicago, Ill. 
Kleener Maxwells, Ltd., St. Marys, Ontario, Canede 
LaSalle The Barton Corp., West Bend, Wisconsin 
Leunderall F. L. Jacobs Co., 1043 Spruce St., Detroit 1, Michigen 
Laundromat Westinghouse Electric Corp., 246 E. Fourth St., Mans 
field, Ohio 
Laundry ette Apex-Rotarex Corp., Cleveland, Ohio 
Leundry ette Laundryette Manufacturing Co., Cleveland, Ohio 
Laundry Maid The Barton Corp., West Bend, Wisconsin 
Leundry Queen Automatic Washer Co., Newton, lowe 
(Automatic) 
Leundry Queen Frantz Mis. Co., Canton, Ohio 
(Grinnell) 
Liberty Alltorter Bros. Co., Washington St., East Peoria, tlt. 
Liberty Bell Alltorter Bros. Co., Washington St., East Peoria, Ill. 


Zenith Machine Co., 259 S. 1st Ave., E., Duluth 2, 
Minn. 
Lincoln Du-All Zenith Machine Co., 259 S. 1st Ave., E., Duluth 2 





Mina. 
Lincoln Elect. Zenith Machine Co., 259 S. 1st Ave., E., Duluth 2, 
L'islet Le Fonderie De L'isiet Station, P. Q. Canada 
Little Magic Chicago Electric Mig. Co., 6333 W. 65th St., Chicago, 
mM, 
t tiv Brantford Washing Stetina ie Brantford, one 
Locowasher Brantford Washing Machi: 





Logan Horton Mfg. Co., 731 Osage St., ewan. re 
Madelai Household Appliance Co., Fergus, Ontario, 








Magic Wash Holland Rieger, Inc., Sandusky, Ohio 

Magnetic Birtman Electric Co., Modem Div., 4140 Fullerton 
Ave., Chicago, lll. 

Maiestic Branthord Washing Machines, Ltd., Brantford, Canada 

Marquett M lis, Ltd., St. Marys, Ontario, Canada 

Marsweil = Machine Co., 259 S. 1st Ave., E., Duluth 2, 

Marvel lroner — — Div., Cermak Rd. & 54th Ave., 
Chicago, ! 

Master Grande Vidrio edete Co., 134 West 54th St., Chicego, Ill. 

Masterpiece Brantford Washing Machines, Ltd., Brantford, Canada 

Masters The Meadows Division, 1945 S. 54th Ave., Chicago 
50, til. 

Matchess Hollend Rieger Inc., Sandusky, Ohio 

Mayfair The Easy Washing Machine Co., Ltd., Toronto, Canada 

Mayflower Horton Mfg. Co., 731 Osage St., Fort Wayne 1, Ind. 
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ye 
’ Here’s How To Stop 


Basement “Burglars” 


Hit-or-miss firing and regulating of hand- 
fired furnaces is one of the boldest “burg- 
lars” that ever sneaked through a basement 
window! . . . Stealing FUEL value that 
should be heating your customers’ homes 
comfortably and economically instead of 
going up the chimney flue . . . Causing 
temperature irregularities that bring ill- 
nesses and colds. 


Arrest this common cause of so much 
home heating trouble for your coal-burn- 
ing customers, by installing the 


fey AUTOMATIC HEAT 
REGULATOR SETS 


— and perform a timely service that 
will build lasting good-will! For this “A-P” Automatic Heat Regulator 
Set is a great fuel saver — positively preventing “take-a-chance” 
furnace-firing waste. 


tt 


Installation Kit ... A-P Automatic Heat Regulator Set is shipped 
with a complete installation kit—pulleys, screws, conductor cables, 
staples, chain and transformer. 


See how easily THIS FUEL-WASTE ARRESTER IS INSTALLED . . . 


Attach ‘‘A-P'* 


inside wall 


Thermostat te Finally install the "'A-P'’ Damp- 


ye 
Contro! on the furnace bonnet, 


Now place oan Limit 


4 feet above 


er Regulctor, and connect to 
floor. it ‘‘floots’’ the fire, and preventing furnace heat from 


convenient, easy-to-read setting 
controls room temperature with- 
in} Actuotes domper control. 
Easy to install. lvory-tone cover 


contains accurate thermometer. 


overshooting room thermostat 
setting. Keep Limit Control 
adjusted to outside weather 


for satisfactory sentineling of 


Room Thermostet ond Limit 
Contro!. Unit is treated to 


avoid rusting from summer 





Urban and Rural Buying Intentions Compared 





age of obsolescence. 

The electrical. industry is greatly 
concerned with the subject of home 
building. A new home means wiring, 
fixtures, and frequently new appliances 


| to be purchased. Private residential 


a long interval of inactivity, 


| 
| 


building in the northern California area 
had started to increase in 1939 after 
but was 
of course, interrupted by the start of 
hostilities. Wartime building has been 
confined to vitally needed war housing. 
That another long period of prosperity 
for the home building industry is again 
under way is indicated by the fact that 


| about one out of every five persons in- 


terviewed expressed the intention of 
building within a short period, or of 
purchasing a home already built. The 
desire for a new home is not confined 
to those who rent, but is also prevalent 
among those who now own their own 
homes. Of those expressing an inten- 
tion to buy, over 40 percent are home 
owners. Amang the 187,780 who want 
new homes in the territory served by 
the Pacific Gas & Electric Company, 
77,843 home owners express the desire 
to build or purchase a new residence 
and 109,937 renters. Among these, 
28,450 plan to “buy” a home during 
the first year after the cessation of hos- 
tilities, 27,581 during the second year 
and 34,701 during the third year, while 
97,048, though definite about their in- 
tention to build or buy in the near fu- 
ture, do not care to set a specific date. 

In addition to those who plan con- 
struction or purchase of a new home, 
81,065 customers indicate that they in- 
tend to improve the electric wiring in 
their homes when labor and materials 
become readily available. Moderniza- 
tion of their kitchen is planned by 
115,072, while 77,855 intend to add 
rooms to their present quarters. About 
one in every ten present householders 
recognizes that his wiring is inade- 
quate and wants to do something about 
it. Particularly is this inadequate situa- 
tion true if the householder plans to 
install new equipment such as dish- 
washers, home freezers, laundry dryers 
and the like. Most home circuits are 
overloaded at the present time. More 
outlets are needed also to do away with 
multiple cords from one outlet. When 
the question regarding modernization 
of the kitchen was asked of house- 
holders, it was pointed out that this 
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term might entail the structural alter- 
ation of the kitchen to accommodate 
present and future equipment. Even 
with this understanding, more than 
115,000 customers plan to undertake 
such construction. That they intend 
to replace outmoded equipment goes 
without saying. 

Customers were also asked their in- 
tentions in regard to the purchase of 
furniture—and 222,831 indicated that 
they intend to make major purchases 
in this line, which could amount to 
$500 or more. Of these, 120,905 were 
home owners, while an almost equal 
number (101,926) were renters. Spe- 
cial emphasis was used in asking this 
question, so that gas and electric equip- 
ment was not included in the estimates, 

Early in 1945, when the European 
war was still in progress and employ- 
ment was near its peak, customers were 
asked how they intended to finance 
their purchases. Fully 50 percent of 
those intending -to buy at that time 
said that they would pay cash, 38 per- 
cent said they would purchase on 
credit, while 12 percent were not sure 
what they would do in this respect. 
When the actual time for payment 
comes around, it is reasonable to 
assume that perhaps a larger percent- 
tage will find reasons for holding on to 
their cash reserves and will make use 
of the credit facilities offered. 

It is interesting to note that the 
electric range is on the list for the 
highest percent of cash buyers (70.5 
percent), while 58.7 percent of those 
expecting to purchase electric water 
heaters count on paying at the time 
of delivery. Radios, washing machines 
and vacuum cleaners were also high 
on the list of intended cash purchases. 
On the other hand, all of the new appli- 
ances, such as home freezers, dish 
washers and laundry dryers, as well as 
refrigerators, ironing machines and air 
conditioners showed a rather higher 
than average percentage of term buy- 
ing. 

To turn the expressed buying inten- 
tions of the inhabitants of this area 
into the common denominator of money 
to be expended, average pre-war prices 
were applied to the unit figures, result- 
ing in the tremendous total of one bil- 
lion, four hundred million dollars 
which is to be spent within the next 
three years. 





BUYING INTENTIONS BY AGE OF APPLIANCES 


Age of Present 
Equip. 


Equipment 0-7 Present Equip. 
Yrs. Old Over 7 Yrs. 





ef 
f 


a oe 


fire basement dampness. 


Total 0-7. Over7 


will Per Will Per 
Owned Yrs. J Yrs. % 


Appliance Buy Cent Buy Cent 
ELECTRIC: 
Range. . 25,922 
Refrigerator. . .. 69,064 
Washing Machine. 135,775 
lroning Machine. . 
Vacuum Cleaner... 


Radio... 
GAS: 


DELIVERIES of “A-P” Automatic Heat Regulator Sets, with or with- 
out Limit Control, are now in full swing, Be sure to stock enough to 
take core of all your customers’ immediate requirements. 


AUTOMATIC PRODUC COMPANY 


2400-C N. 32nd STREET MILWAUKEE 10, WIS. 


54.7 
51.0 
35.1 
55.3 
40.0 
46.4 


45.3 
49.0 
64.9 
44.7 
60.0 
53.6 


10,291 39.7 
16,644 24.1 
31,636 23.3 
Not available 
25,261 20.7 
83,344 38.0 








15,631 60.3 
52,420 75.9 
104,139 76.7 


4 22,032 


96,771 79.3 
219,326 


135,982 62.0 


43.0 
50.4 
41.0 


57.0 
49.6 
59.0 


15,355 
6,975 
1,993 


21.4 
16.9 
19.8 


56,396 78.6 
34,298 83.1 
8,071 80.2 


FOR HEATING 


* AIR CONDITIONING © REFRIGERATION 
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ilter- 


-| AMILLO} 1 WOMEN INSPECT 
‘| SRR riome Laundry ! 


than 
i 7 hS ee. + —_— Buyers continue to throng 


rtake 

intend 

chases es : IT's H E y ’ 

int to § Bhs? ro | RE ! Ni dealers showrooms! 


oes 
7 >| NEW BENDIX! (fe 
equal oo : DIX! "> Three months ago, 8,400 dealers simultaneously displayed 


. Spe- ‘ : 

- ‘ef a ee , the first new postwar BENDIX automatic Home Laundry. 
equip- Whe $ ; = a Bendix Home Appliances, Inc. was thus first among all 
mates, ; —— A aie ip, -’* major appliance manufacturers to complete the sampling 


ropean = @) ° f ’ * & of an entire dealer organization. 
loy- “4 mic , E 
mploy Large space newspaper advertisements appeared in over 










































h bs , a hundred major cities . . . were supplemented by dealer ads 
nance Y ois ; : " - 

ent of N ‘ 7 | .. which occupied several times the amount of factory adver- 
it time Se Br’. tising space used. Thousands of dealers participated. A deluge 
38 per- > > of publicity resulted, in both newspapers and on the radio. 
ise on . f 


mn a uit ae, ' 4 For the first time in appliance history 


—o —more than 500 major department and furniture stores 
er , used, simultaneously, an identical, factory-designed window 
gz on to il display. 

ake use 6% It is estimated that more than a million women inspected 
d. , : 7 the BENDIX or watched a demonstration on “B-Day,” 
= > F “i . September 17th. Countless dealers were compelled to keep 
or 


on demonstrating long after normal closing hours. 


s (705 

»f those 

: ae Orders Still Pouring in Everywhere 

ne time 

rachines . The number of orders taken by dealers within the 24 hours 


so high following the newspaper announcement probably exceeded 
chases. : anything ever experienced in the appliance business. Since 
” oo that time, reports from every section of the country indicate 
rs, dish 


» wali eS that there has been no lessening of interest. People keep 
; and air a : right on coming by the thousands to see the BENDIX and 
- higher bet : to place their orders. Millions of magazine ads continue 
rm buy- s . | adding to the ever-growing demand. 

VY Facts like these must mean that the women of America 


wpe are solidly sold on the BENDIX automatic Home Laundry, 
if pln _" ' and that the merchandising of this greatest of labor-savers 
ar prices a is going to be one of the biggest and most profitable jobs 


s, result- ever known in the appliance field. 
one bil- . 

dollars 
the next 


ee 


See the BENDIX 
at the following shows: 


NATIONAL HOUSEWARES SHOW... Chicago. Palmer House, 
Dec. 30 to Jan. 4. 


NAT. HOME FURNISHINGS & APPLIANCES SHOW .. . Chicago. 








—_ ‘ pee : American Furniture Mart, Jan. 7 to Jan. 19. 
sa - : N. R. D. G. A. SHOW... New York City. Pennsylvania Hotel, 
Cent - Jan. 7 to Jan. 11. 

60.3 
75.9 
76.7 ’ 

79.3 
: BENDIX«**«Home Laundry 

. 78.6 

| 83.1 Bendix Home Appliances, !nc., South Bend. Indiana Pioneers and Perfectors of the automatic ““Washer’ 

80.2 
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SUPERFLAME ORDINARY TYPE 
(with FWELSAVER) (no FUELSAVER) 
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TOP PRICE LINE! MEDIUM PRICE LINE! LOW PRICE LINE 


The Superflame line is the COMPLETE line! No turnaways—no excuses—no 
substitutions! There’s a Superflame for every purpose—every purse! You'll have 
more people looking—more people buying—with Superflame! 


Lines from 28% to 159% [ 


PLUS SUPERFLAME FUEL SAVER— 
DEALER’S GREATEST SALES CLINCHER! 


Better, bigger sales—easier selling belongs to 
the Superflame dealer. Superflame oil space 
heaters are designed to be admired as well as 
enjoyed—offer a warm, friendly compliment 
to any room—any furnishings. Customers 
appreciate their economy—Dealers their 
trouble-free operation. And the Superflame 
line is complete: 3 over-all price classes! Sizes, 


prices, features that bring people in—sell 
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happy, satisfied customers. Nine other refine- 
ments make Superflames the heaters that 
look better—sell better—because they are 
better! Cut in on your share of the greatest 
space heater demand in history—there’s more 
money—easier, quicker, stepped up profits in 
the Superflame line! 

Give yourself the advantage of knowing 


more about Superflame. Write today for the 
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~ TO RETAIL 
UNDER $50 





THE “SPACE SAVER” 


No ironer line is as complete and 
well balanced to reach all income 
groups as Simplex. And no ironer 
line has a model like the popular- 
priced SPACE SAVER to spearhead 
volume sales. Write for new catalog. 


AMERICAN IRONING MACHINE CO. 
Algonquin, Illinois 


ra 
wie 


SIMPLEX will be 
on display at the 
Furniture Mart, 
Chicago, January 
7-19, 17th Floor, 
Space 110 and 111 





THE MOST 
COMPLETE LINE 
OF IRONERS 





SPACE SAVER 








Checking Appliance Performance 





For instance, if a new appliance came 
in that was radically different from 
anything that had been tested before, 
a great deal more time and a much 
lengthier report would have been sub- 


| mitted than would a report on a new 


model of a range. 

“The Sales Department asks the 
Electrical Testing Laboratory to run 
tests on new appliances that they may 
be considering for sale and while there 
is nothing that says the Sales Depart- 
ment sells only those appliances that 
pass our test, experience has shown 


| that it is much wiser for the Sales 


Department to sell those appliances that 
have our laboratory’s approval. Our 
laboratory is always ready to work 


with manufauturers to correct objec- 
| tionable features in their equipment. 


“The actual work done by the Home 
Service Department consists of helping 
the engineers set up the practical tests 
that are to be run on the appliances. 
then the Home Service girl, working in 
the laboratory with the engineer, does 
the actual work, This is incorporated 
into the report. When it is just a ques- 
tion of performance of a simple thing 
like a mixer or a toaster these tests 
are sometimes run in the Home Serv- 
ice Department after the laboratory 
checks on the safety angle of the appli- 
ance.” 


Company No. 10 


“In the past all appliances received 
by our company have been tested by 
a committee of four—Retail Sales De- 
partment for sales ability, Service De- 
partment for mechanical construction, 
Advertising Department from the stand 
point of promotional materials and 
newspaper copy and Home Service 


| Department for eye appeal and use- 


fulness. 
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“We have used a mimeographed 
form prepared by the company ty 
record results. If merchandise j; 
approved upon request of the dealer, a 
report is furnished. However, we have 
usually furnished Edison Electric Test. 
ing Laboratory’s Reports to dealers, 
rather than a detailed report of our 
own findings, Testing appliances has 
been a part of our program for the 
past 15 years. Our future program will 
be very much the same as that of the 
past and no appliances will be sold by 
our company which do not have the 
approval of all members of our com- 
mittee.” 


Company No. 11 


“For the past several years Home 
Service has tested appliances in our 
demonstration kitchens. The testing 
has involved merely the practica! use 
of the appliances under home-like con- 
ditions, This work has enabled Home 
Service to give practical advice to the 
purchaser in the use of her equipment. 

“Testing for safety factors and effi- 
ciency of performance is done by the 
General Service Department.” 


Company No. 12 


“For the past ten years we have felt 
that the only satisfactory method of 
selling equipment is to first test that 
equipment before it is put before the 
public. 

“This testing is done in our Home 
Service Department. The new equip- 
ment is given a very fair trial and, 
although we have no standard form 
which we use, the new appliance is 
always carefully discussed with our 
New Business Department manager 
after the tests are made 

“We usually give much more time 
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TELEVISION 




















o£ 
THE RECOGNIZED Al IRONETTE “WILL YOU FEEL BETTER IF | PERSONALLY GUARANTEE IT TO BE AS GOOD AS YOUR 


OLD CRYSTAL SET OR REFUND YOUR MONEY? 
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NE of the most effective ways to demonstrate to 

a housewife the higher efficiency of the Speed 
Queen Bowl-Shaped Tub is to ask her why she uses 
a bowl rather than a flat-bottom pan to stir up a cake 
or beat eggs. 





She immediately gets the point: that a bowl-shaped 
tub washes faster for the same reason that a bowl 
mixes faster. 














Since washing speed and clean clothes are so im- 
portant to the average woman — it’s easy to see why 
the higher efficiency of the Speed Queen Bowl- 
Shaped Tub tips the scales in so many competitive 
washer sales. 


BARLOW & SEELIG MFG. CO. 
RIPON, WISCONSIN 
















See tF 
WASHER and 
at the Furniture Markef; 
January 7-19, SPACE 530 





SPEED QUEEN 













BUILT BY HOME LAUNDRY SPECIALISTS 


OUR 
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appliance git “nas we 
on your back. Un another year thing : 


al and we con agoin 7 


your 


will be norm ¢ 
account for abig share © 


= & 

| S iarktul forthe en \& 
Tras there never be anode” apm 
: DNereste clean chimney? 

. and good sledding! 


PRODUCTS 
Flat Irons, Toasters, Waffle Irons, 
Sandwich Toasters and Grid-A- 
Bouts, Table Stoves, Heaters 
Poppers, Curling Irons, Hair 
Driers, Mixers, Heating Pads, 
Infra-Red Lamps, Fans. 


DOMINION ELECTRICAL MFG.., INC. 


— 
4, MANSFIELD, OHIO 
Le 
Diss 


TRADG MARK 











VISIT OUR DISPLAY - ROOM 888 .- at the PALMER HOUSE 
HOUSEWARES SHOW - DECEMBER 30, to JANUARY 4 
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Checking Appliance Performance 





and effort to the testing of small appli- 
ances such as the steam iron, coffee 
makers, mixers, waffle bakers, electric 
casseroles, roasters, etc. When the 


| portable ironer was placed on the mar- 
| ket a few years ago we tested several 
| models before the final decision was 


made as to which model we would sell. 

“When we are testing roasters, mix- 
ers, casseroles we always give a very 
complete test, cooking several kinds of 
food, in order to give a fair test. 

“It is an interesting phase of our 
Home Service work and one that we 
all enjoy. Then there is the satisfaction 
of being able to talk with the customer 
about the appliance which she has pur- 
chased and being able to do a fine 
selling job.” 


Company No. 13 


“It has always been our policy when 
new appliances are introduced by the 
manufacturers to have our home serv- 
ice department put them into practical 
use to ascertain all of the features and 
actual results from such appliances. 
We believe this information is very 
valuable, not only to our Home Service 
Department, but also to our sales per- 
sonnel in presenting appliances to our 
customers. 

“We do not use any particular forms 
or reports when making such tests of 
appliances except the person who actu- 
ally makes the test does keep notes of 
her findings and her personal likes or 
dislikes. . . . we do feel it is of great 
value to us to known how such appli- 
ances operate and how to get the best 
results from them.” 


Company No. 14 


“As to our ‘appliance testing’ serv- 
ice,—we have been offering this serv- 
ive since our Home Service Depart- 
ment was first organized. 

“This service should probably be 
divided into two types of testing; one, 
the testing of new appliances to be 
merchandised. 

“On the ‘new appliance’ testing, we 
have no special forms of report which 
are used. The appliance is simply 
tested for performance, and then de- 
monstrated in sales training classes for 
our own home service girls and appli- 
ance salesmen so that they are thor- 
oughly familiar with them and under- 
stand their operation. A complete re- 
port is written on them, and often a 
bulletin is made up for distribution to 
new users of these appliances. Manu- 
facturers’ instructions are tried out, 
and additional uses developed, if pos- 
sible. This type of testing is done on all 
new appliances taken on by the com- 
pany, and often on dealer’s merchan- 
dise—both on small appliances and 
major pieces of equipment.” 

A study of the above excerpts em- 
phasizes the fact that “testing” by the 
Home Service Departments as of today 
is informal but thorough. 

A personal visit was made to one 
of the nearby utilities to check on the 
“testing” phase of the work. The atti- 
tude of this well-versed Home Service 
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Director was indicative of the group as 
a whole, 

Testing to her was a fundamental] 
part of the work. In other words, it 
would be hard to visualize a Home 
Service Department that could junc. 
tion without testing in some form— 
whether officially or unofficially is a 
matter of company policy. 


Unknown Manufacturers 


She stressed the point that the test. 
ing of the products of established 
manufacturers is a bit different from 
checking the products of new or un- 
known companies. But test one must 
in order to have the knowledge neces- 
sary to rate the continued confidence 
and respect of the housewife. 

It also has proved wiser in the case 
of new brands or new appliances to 
have a test made by the Home Service 
Department before a quantity purchase 
is made by the company. 

In many cases, manufacturers have 
been so impressed by the sincerity and 
accuracy of the work being done by 
these Home Service girls that they 
have added a Home Economist to 
their own staff to work directly with 
the utility girls. 

Of course the older established manu- 
facturers saw the light of day earlier 
in the game and, as we have pointed 
out in previous articles, these pioneer 
women, representing manufacturers, 
have worked with the Home Service 
women in utilities since the very be- 
ginning. There is no duplication of 
work by the Manufacturers and the 
Utility Home Service Groups—but 
rather a confirmation. 

The manufacturer’s representative 
conducts classes for the utility girls. 
In many instances, groups of these girls 
will spend a week or two at the Home 
Service Headquarters at the plant. Or 
the manufacturer’s representative may 
go directly to the Home Service De- 
partment and spend the required time 
with that specific group. 

As the utility girl may attend the 
schools of several competing manu- 
facturers, she has the advantage of 
being able to compare the various fea- 
tures and make her own decisions as to 
which appliance seems the most prac- 
tical and efficient. 

The manufacturer’s representative in 
turn gains much valuable information 
from her discussions with these prac- 
tical Home Service women who are 
familiar with many makes of appliances 
and who know what the customers 
want. 

These two groups cooperate with the 
Research and Testing Laboratories of 
the leading women’s magazines, and 
there are always “free and frank” 
open forums in progress among these 
groups. 

The value of this testing to both the 
manufacturer and the utility is obvious. 
It screens out undesirable merchandise 
almost automatically and it provides 4 
clearing house for worthwhile ideas in 
design and operation of household 
appliances. 
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NOW... YOUR CUSTOMERS GET THE NEWS! 


sth the This is the first public announcement of the great 
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been waiting for... marking Philco’s return 


ain new radio and phonograph developments from 


to overwhelming radio leadership ... and 


echo! Philco the leader... appearing now in leading making your store headquarters for the big- 


magazines. This is the news your customers have gest radio and phonograph sensations of 1946! 





THIS is no time 
to get caught nap- 
ping. For here is 
your first real post- 
war electric alarm 
clock. It is defi- 
nitely mot a skimpy war-emergency model. 
It is definitely mot a warmed-over pre-war 
model. The Sessions “Chanticleer” is a new 
clock, designed and constructed on new 
principles, to meet your customers’ de- 
mands for new and better merchandise. 


You'll be able to sell the Chanticleer 
now as one of the first actually silent-run- 
ning alarm clocks — its new sub-synchron- 
ous motor permits low speed drive that 
doesn’t even whisper! You'll be able to sell 
it as one of the first Dual-Drive clocks — 
whose separate motor for the alarm per- 
mits volume adjustment from a rumble to 


M09 ¢ 
oes 
Mi My 4 By 
PEAY [x 


a roar. Furthermore, you'll be able to keep 
on selling the Chanticleer — on a number 
of features — well after the present “buy- 
ing-spree” has passed. 


Now get off on the right foot! 


And that’s the most important of all. 
Sessions knows, as well as you do, that you 
can sell almost any clock you display today. 
But we both know that tomorrow is com- 
ing, and that your best bet is to get off on 
the right foot with a line that will take you 
through bad times as well as good. The 
answer is Sessions post-war line of clocks, 
and the time to start is now! Other models 
will follow the Chanticleer, so that you can 
build up, under a single famous name, a 
complete stock with a reasonable turnover 
and a generous profit margin. Better see 


your distributor or wholesaler without 
delay! 


Sales Booster for the "Kooster” 


Sessions Chanticleer, and other Sessions clocks will get the support of 
a major national advertising campaign when enough clocks become 
’ available to supply the demands on your store. The Sessions Clock 
Company, Forestville, Conn. Chicago Office: The Merchandise Mart. 


essions 
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... And it’s here at last! The first true 
POST-WAR ELECTRIC ALARM CLOCK! 












” fae Siva ve? 
i if ROY) ies Po Me e é 
eat * "9 Wes, eset) Ls : Bea ode 
KLIK LSA Wise’, : at... ar . 
KIRK ie ae aia tine “Ne 
Henan xy Meevenites 7 - ae SEN 

4! a ene vo) ~» my ; wa 
PORN os rie. “ne ’ x 


: ; a») 
Re i BOON CY) \\ 
/ “ ‘ % . 










‘ 
OR ut, 









BY, (\ 
a 
ji; 


4 
A 





The “CHANTICLEER” 
% Plastic case: ivory or mottled brown. % High-Visibility dials that are big enough 
Gold colored dial. Size 4/2"x5 /2"x3 4". to tei! the time — without shouting. 


% Silent, sub-synchronous motor with low : : 
scant iiiiead iiaadiaeanens temmn ead eaten * Beautiful finish, graceful shape. An ele- 


of high speed gears gant display item for any Sessions 


+ Duel-Drive with separate alarm motor Reape 
permits handy adjustment of alarm * The guarantee of a well-known name, 
volume. on a popular item, at a reasonable price. 
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THE HOUSE OF WESTMINSTER CHIMES 
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BOOST YOUR RANGE SALES 


with Telechron Electric Clock timers 





® There’s 


Minitmaster 


a low-cost Telechron 
combination clock 


and timer to give any type of range 
— electric, gas or oil —the extra 
appeal that means more sales. You 
ean build these absolutely accu- 


«of h > 


hu 
E-10 Minitmaster. Electric timing up to 
60 minutes. Supplied without plastic 
dial. Strong, continuous signal. 


rate Minitmasters into your line 
for only a little more than spring- 
driven timers. 


® Telechron Minitmasters will 


give your ranges many salable 
advantages. They never have to 
be wound—never run down. The 
strong, continuous buzzer signal 
can be heard throughout the house 
and keeps up until manually 
turned off. 


® Famous Telechron accuracy 


C-48 Minitmaster and Clock. 
protected clock dial 
minutes Strong, 
reminder signa! 


Large, 
Timing up to 60 
continuous electric 


makes Minitmasters absolutely de- 
pendable. Precision building and 
an exclusive lubrication system 


assure long, trouble-free life. Dial 
designs and bezel width will match 
the styling of your range. Minit- 
masters are available in all com- 
mercial frequencies and voltages . 
up to 250. 


® For full details on these low- 
cost electric timers, write or wire 
a Industrial Sales Division, Dept. G, 


C-44 Minitmaster and Clock. Large, 
protected clock dial. Timing up to 3/2 
hours. Strong, continuous electric re- 
minder signal. 


Warren Telechron Company, 
Ashland, Massachusetts, 


Telechiron 


WARREN TELECHRON COMPANY 
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Evolution 





used in Hoover model 150 in 1936 and 
cut the weight approximately 3 Ibs. 
The 1920 model Hoover weighed 
around 18 Ibs. 


Improved Bit by Bit 


The old Scotch proverb “Many a 
mickle makes a muckle” is really what 
has caused today’s vacuum cleaner to 
be so good, in Mr. Smellie’s opinion. 
The bag of the Hoover was improved 
in 1923, belt in 1922 and cords in 1924. 
“Lack of fundamental knowledge on 
which to base the design was the cause 
of our making a study on these items,” 
he says. “We wanted new models but 
the designer didn’t know what to do.” 

Then there was precision stuff in the 
cleaner field. Hoover made a motor 
that was greatly improved in 1922 and 


923. 
Motor Troubles Solved 


The earlier induction motor used was 
crude, ran 1,700 r. p. m. and was not 
balanced well. Small high-speed motor 
commutator trouble was common. One 
of the improvements lay in under- 
cutting mica segments between the cop- 
per bars, so as the commutator wore, 
the harder mica didn’t stand out and 
damage the brushes. 

Ball bearings have cut down the 
amount of service required. Earlier 
Hoover models gave an oil can to pur- 
chasers. In 1926 a self-lubricated motor 
came in. 

Good carbon brush life was neces- 
sary in the high speed motor. The 
carbon brush manufacturers cooperated 
for many years in the development of 
brushes that stand up under this high 
speed. 


Adjusting to Rug Thickness 


In 1936 Hoover worked out a device 
that would adjust the cleaner to the car- 
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of the Vacuum Cleaner 





pet thickness on a floor. A cleaner has 
to be just the right distance from the 
object it is cleaning to get maximum 
efficiency. A thick carpet should not 
be handled in the same way as a 
thin one, since the bristles affect the 
results. Very few housewives use the 
hand adjustment and change their 
cleaner when it is run over different 
types of rugs on their floors. The result 
is loss of efficiency. This 1936 Hoover 
improvement, at the pressure of the 
foot, brought the cleaner into the 
proper stance for maximum efficiency. 

However, by 1938 even this inven- 
tion was obsoleted by an automatic 
arrangement. By means of two wide 
wheels up front, two narrow wheels in 
the rear that sink into the nap of the 
rug, and proper distribution of weights 
and forces, the cleaner was made to be 
self-adjusting. This means that the 
nozzle automatically came to the right 
distance with the object it was to clean 
in 90 percent of the cases 


Hoover Research 


In the Hoover engineering building 
some classical research work goes on. 
Because blueprints won't reveal actual 
working results; many models are built 
and tested. One machine even cleans 
the air that is used to check cleaners 
so differing atmospheres won’t upset 
results. Belts, bags, switches and other 
parts that go into cleaners undergo 
breakdown tests. 


Company Museum 


The Hoover Museum, which con- 
tains a model of every cleaner obtain- 
able, is a part of the building. 

It may be said that the paratroops in 
the army first used the word “Air- 
borne.” Long before their day how- 
ever, Hoover engineers knew every- 
thing on record about that word. 
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“YOU'RE SELLING VACUUMS?7!!I! WHY DIDN'T YOU SAY SO BEFORE?III" 
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Now Proctor has 
achieved ideal heat 
distribution 


Perfectly even heat distribution over the 
entire sole plate has been the goal for which 
every iron manufacturer has aimed. Be- 
fore the war, Proctor came closest in hav- 
ing the sole plate evenly heated. Now, 
Proctor engineers have reached the ideal. 


In the new Proctor irons, heat distribu- 
tion will be virtually perfect... No ‘‘cold”’ 
spots— No ‘“‘hot’’ spots—even heat from 
toe to heal for top ironing efficiency. 


It's new... it's exclusive... its We doubt if competing irons can ap- 


proach Proctor’s perfection . ..we know 


p A 0 [ T 0 4 iasete 


NEWSHIAKEZ2 IN APPLIANCE MERCHANDISING 


PROCTOR ELECTRIC COMPANY, DIVISION OF PROCTOR & SCHWARTZ, INC., PHILADELPHIA 40, PENNA. 








See us at the Chicago Housewares Show—Room 636 
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This is one 
of the new 








Fer Natural, Arti- 
ficial or L. P. Gas 


. « - Which are 
now available in 


limited quantities 


GRAND HOME APPLIANCE CO. 


2323 EAST 67th STREET * CLEVELAND 4, OHIO 











| 
| 


A Dealer’s Post-War Plan for 
SALESMEN’S COMPENSATION 





at the time of the sale. In addition, 
all prospects sent in by his customers 
become his exclusive property. 

After a period of two or three years 
he should be receiving a considerable 


| income from service calls which will 











" PAGE 76 


| increase his yearly earnings. 


I don’t 
think these service calls will interfere 
with selling as I have never seen a 
salesman—even the best—without con- 
siderable time on his hands. Moreover, 
the question most often asked me in 
the past by salesmen was:—“Where 
can I find some good prospects?” I 
don’t know of a better place to get 
them than from satisfied customers, 
especially those with whom they have 


become well acquainted. 


This plan, I believe, has the effect 
of making each sales-technician a 
50-50 partner in my business. If we 
were actually partners we would deduct 
our overhead and split the profits. 
However, no two man organization 
could afford the facilities I will pro- 
vide and the sales-technician will have 
no financial investment or responsibil- 
ity. 


15% Overhead Allowance 


Some will question the 15% I have 
allowed for overhead. I don’t think 
this will actually cover my overhead, 
at least, at first. It will more likely run 
between 17% and 20%. Nevertheless, 
I am going to take a fling at this rate. 
I hope that by increasing my sales 
volume and by eliminating the cost of 
free service calls and other items I can 
eventually reduce my overhead to 15%. 
In the past I have consistently lost 
money on free service and trade-ins. 
Under this system I should eliminate 
these losses; and that is a step in the 
right direction. 

While total take-home pay is un- 
questionably the most important factor 
in securing and maintaining a compe- 
tent sales force, I have come to the con- 
clusion there are other important con- 
siderations. 

It will cost a great deal of money to 
train a good sales-technician under my 
plan, so I will want them to remain 
with my company. The plan outlined 
provides an “accumulative incentive.” 
Each year his list of exclusive custom- 
ers will increase and this means more 
and more exclusive prospects. Each 
year his earnings from sales and servic- 
ing should increase. Yet, it would be 
difficult for the sales-technician to 
carry many of these customers with 
him if he joined another organization 
or went into business for himself for 
the customers would lose their “‘accum- 
lative incentives” and the privileges 
they will have built up in our Family 
Parties and Booster Club as outlined 
in the previous articles. 

Of course, the entire reason for this 
plan is that I am going after a large 
volume of sales and will require a com- 
petent and aggressive group of asso- 
ciates. I have decided that I can’t 
afford to retain any sales associate who 
does not earn at least $3600.00 per year. 
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I will expect each sales-technician to 
produce at least $25,000.00 of new ap- 
pliance sales per year. After a sales- 
technician has been with my company 
for two years or more I anticipate he 
will earn $2500 per annum from new 
appliance sales, $1500 from trade-ins 
and $1000 from service calls or a total 
of $5000 per year. I am also planning 
to add a line of hermetic plug-in com- 
mercial equipment which should pro- 
vide additional income. I expect eventu- 
ally to employ eight sales-technicians 
and sell new appliances to the amount 
of $250,000.00 per year. However, 
unlike a number of manufacturers who 
have taken advantage of the present 
situation to appoint a raft of new deal- 
ers, I expect to favor my former sales. 
men during the sellers’ market. 


Employing Salesmen 


I have worked out a very simple and, 
I believe, fair method of employing 
salesmen. I have just re-employed my 
first former salesman and given him a 
weekly dollar guarantee as he is also 
making service calls. When we have 
unsold appliances on the floor for one 
week I will. re-employ the second. 
When we again have unsold appliances 
on the floor for one week I will employ 
the third. This plan will be continued 
until I have a total of eight salesmen. 

I will take floor time the same as my 
salesmen and operate on the same basis. 
I will also handle apartment sales, sales 
to builders and all volume sales which 
carry small profits. However, I will 
not handle any sales, even in volume, 
which do not at least carry my over- 
head of 15%. 

One of my biggest jobs, as I see it, 
is not to be known to my associates as 
“the Boss.” We will have definite 
rules such as this plan and they will be 
enforced to the letter, but I will work 
right along with them doing the same 
things. I will make the free service 
calls on the appliances I sell. I won't 
ask them to do anything I am not will- 
ing to do myself. 


Getting Fun Out of Job 


I am a firm believer in the old adage 
that, “All work and no play makes 
Jack a dull boy.” So I am going to 
try to work a lot of fun into our pro- 
gram. I will serve good dinners at our 
sales and service meetings which will 
be possible through our maid training 
program. I hope to make these meet- 
ings something the boys will look 
forward to—rather than affairs 
to be dreaded. 

I have arranged to lease a charter 
fishing boat and its captain for one day 
each week by the year. Each week 
some sales-technician will take some of 
his exclusive customers who have qual- 
ified through our Booster Club plan, 
out in the Gulf Stream for a full day 
of deep sea fishing. Other times the 
service and maintenance boys will go 
out. I am going to do everything 
within reason to cement the employer- 
employee-customer relationship. 
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BONDED ELECTRONIC 
TECHNICIAN 


If you can qualify for this new, revolution- 
ary Raytheon merchandising program, you 
can be sure of greater sales and profits than 
ever before . .. and you can forget your 
worries about “security” in the peacetime 
years ahead. 

This program is the perfect answer to 
those who have been suggesting licensing, 
government regulation and other imprac- 
tical “remedies” to protect the public from 
unethical radio service dealers. 

The bond certificate illustrated, showing 
the code of ethics and 90 day guarantee, and 
backed by one of the nation’s largest surety 
firms, will be issued to each service dealer 
who can meet the necessary qualifications. 


. Naylhe CR 


It is only one unit in a complete plan which 
includes the largest, most effective selection 
of displays and helps ever offered to the 
radio tube industry. 

As a Bonded Electronic Technician, you 
will STAND OUT in your community as the 
TOP radio service dealer . . . the one to be 
trusted with all kinds of radio service, the 
one in whom the public can have complete 
confidence. 

So for more service business, increased 
sales of tubes and other parts, apply to your 
Raytheon distributor to become a Bonded 
Electronic Technician. Remember, for your 
protection Raytheon tubes are distributed 
only by leading parts wholesalers. 


ANT 


. Uanufactiiing Ce mifrarny 


RADIO RECEIVING TUBE DIVISION 


Sin Ltles 


NEWTON, MASS. * LOS ANGELES » NEW YORK + CHICAGO - 
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THE FIRST ELECTRIC 
WASHER To BE 
ADVERTISED BY 


PRIVATE AIRPLANE 
WAS 
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Made in Newton, 


P\eptel Vy Vale 


lowa Since 1908 by 


WASHER COMPANY 


Everybody Knows the 


‘“‘AUTOMATIC’’! 
—Only 


WASHER with the DUO-DISC Feature 
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What Dealer’s Think 





ity, whether leads should be given all 
the dealers of the community at the 
same time, or whether the dealers had 
other suggestions to make. Answers, 
so far as they could be tabulated, indi- 
cated that 41.5 per cent would be satis- 
fied to have leads rotated, while 68.8 
per cent indicated that handing out tips 
to all the dealers in town at one time 
is all right. Apparently some dealers 
would accept either plan. More inter- 
esting than tabulated figures on this 
question, however, are individual opin- 
ions of dealers. Here are samples: 


“Distribute to two dealers at a time, in 
rotation. This gives assurance of a sale, 
some competition and still not enough se 
that the customers will become confused.” 
“Let each dealer get his own prospects.” 


"Besides giving the dealer the lead, give the 


| customers the list of dealers.” 


“Give only to those with the promise and 
ability to service as well as sell. Unless a 
service department is actually set up and 
in operation, no prospect should be referred 
to a dealer.” 


“Open competition is the best method of 
getting the merchandise sold, for if one 
dealer is not active, leads may be lost.” 


"We believe the wise buyer will shop. | 
think the dealer should sell on his own 
merits, do enough advertising to get the 
trade name-minded. We think if the cus- 
tomer should ask about an item, the power 
company should know the product enough 
to tell the customer something about it.” 


"Publish weekly “lead lists." Let the dealer 
that is out to get the sales go after them.” 


"If leads are given to all dealers, confusion 
will result and customers may become vexed 
and discouraged. Would you like thirty 
insurance men to know you were interested 
in a life policy?" 


“Why waste dealers’ and salesmen's time 
giving all dealers the same lead?" 


"| think giving leads to all the dealers at 
one time will make for better competition, 
thereby giving to a customer a better 
chance to get what he is looking for.” 


CONTINUED FROM PAGE 59 





"The leads should be given to about three 
dealers at the same time and rotate them 
among all dealers in the Salt Lake district,” 


“Ll suggest that in rural districts leads be 
given to dealers in restricted territory,” 
“We believe by alloting to one store at « 
time prospective lists of customers, each 
store will concentrate on its list and do « 
better job and avoid a lot of duplicated 
effort by several stores all trying to interest 
the same prospects at the same time," 
“Some dealers will carry one or two ap. 
pliances on their floor as a sideline. There. 
fore dealers with good representative stocks 
on display show they are in the appliance 
business and surely should be given some 
preference.” 

“After a lead has been given to one specific 
dealer and he hasn't followed through in a 
specific time, give it to another in the same 
territory.” 

“| believe more than one dealer should 
have the opportunity to contact leads. This 
will benefit the buyer, as he can choose the 
product that fits his particular needs by 
comparing different products, keeping him 
happy, and also showing no favoritism in 
the eyes of the public." 


“Most buyers will contact two or more 
dealers before buying anyway and it would 
keep out complaints against your report- 
ing; if reported to all dealers in the com. 
munity, there could be no feeling of fav- 
oritism which would defeat your purpose.” 
“Mailing out letters to all dealers on a 
prospect is not only a waste of paper, but 
irritates the customer to the point that, if 
you happen to be about the third salesman 
to arrive, the door slams in your face and 
they will not buy at all for the time being. 
A good salesman has a regular list of cus 
tomers which he keeps in contact with; the 
name could be added and a routine call 
made.” 


Because of the diversity of the opin- 
ions expressed on this subject, the 
utility decided to take more time for 
study before announcing a policy. 

In line with its policy of encouraging 
dealers to maintain service depart- 
ments, the utility announced its plan of 

(Continued on page 82) 




















“THIS ISN'T THE STOVE I'VE DREAMED ABOUT. WHY GOOD HEAVENS, | CAN'T EVEN 


GET MY FOOT——" 
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with the KALAMAZOO POST WAR FRANCHISE 
_ » 
. A complete line . . . paced by Kalama- Greater values through greater volume 
zoo Gas and Electric Range models that .-. gives you a head start your competition 
are genuinely new... offers franchise cannot meet. Kalamazoo has poured two- 
dealers, for the first time, a share in and-a-half million dollars into re-tooling 
2 Kalamazoo Prosperity. For 45 years, and streamlining its production line ...so that you can 
5 Kalamazoo has sold only by mail and through factory- sell products that are new—not made-over 1942 models. 
. owned stores. Now, through mass production and mass 
hy) distribution, Kalamazoo gives you a quality line with great ee Sales promotion support . . . will include 
profit and volume possibilities. = national and local advertising ...a com- 
_— plete, hard-hitting sales promotion program 
@ Business counsel .. . that is unique in - expert engineering, sales assistance. 
the history of appliance selling is at For complete information, write today to Sales Manager, 
your disposal. Kalamazoo—with 45 Kalamazoo Stove and Furnace Company, 455 Rochester 
y years of experience in retail appliance Avenue, Kalamazoo 6, Michigan. 
: ) sales—knows how to stop ‘“‘loss leaks’”’ 
os and keep you on the “‘profit side.”” Our ; 
tremendous reservoir of compiled consumer sales informa- 4 14 A L A M A y A @) @) 
tion is yours. The comprehensive sales training program re ) 
’ tion. 
puts you ’way out ahead of your competition 4 STOVES AND FURNACES 
_ “A QUALITY LEADERS SINCE 1901 
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EASY 
INSTALLATION 
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WITH THE 


YE-C-_Lildle Ol. FLOOR FURNACE 


You Can Demonstrate 


SUPERIOR QUALITY 


AND PERFORMANCE 


sales 
et profit 





and make more 


at a higher " 


There Is No Substitute For Quality « Superior mer- 
chandise sells easier, commands a higher price, gives you a 
better margin and a higher net profit. H. C. Little dealers 
proved this time and time again in the years before the war 
proved it by taking more than their share of the heating 
business in their communities — proved it by outselling 
competitors with cheaper lines — proved it by reporting high 
net profits made possible through /ow service costs 


public demonstrations. 
| of the dealers felt that home service 


| do. 





Quality Means More Today Than Ever e The H. C. Lirtle 
oil fired floor furnace is a scientifically engineered heating plant 
especially designed for the small home market. It is the only 
oil-burning floor furnace on the market with electric ignition 

providing completely automatic operation, thermostatically 
controlled. It comes to you complete —a compact, factory- 
assembled unit that is ready to install. Today — with the public 
able to demand high quality and pay for it — the H. C. Little oil 
floor furnace represents a profit opportunity which is attracting 
many of the most prominent retail merchandisers in America. 





Units Will Soon Be Available « Naturally, our prewar 
dealers have first call on our present output. However, an 
H. C. Little dealer franchise may be open in your community 
soon. If interested, we suggest you write us immediately. 


The Greatest Name in Low-Cost 


Automats Oil Heat for Small Homes 


eS 
, AME ZA BURNER CO. 


Dept. 12M, San Rafae 


California 


FACTORY REPRESENTATIVES IN PRINCIPAL C€ 
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What Dealers Think 





continuing .raining classes for appli- 
ance service men in cooperation with 
some of the jobbers and manufacturers. 
In their replies, dealers indicated that 
41.2 percent of present dealer stores 
operate service departments, that 85.8 
percent think such a department would 
help build sales, that 65 percent think 
that such a department could be made 
to pay its own way, and that 90.1 per 


| cent favor the organization of training 
| classes. 


Occasionally dealers feel that 
service work should be handled by 
manufacturers or wholesalers... Several 
say that they do not expect to make 
their service work pay its own way, 
preferring to use the department as 
a means of building good will. At least 
one dealer suggests a cooperatively 
operated community service station or 
clearing house as the best way out, to 
which all dealers could send their work. 


Home Service 


The utility’s proposal is to enlarge 


| its home service department, with the 
| staff making home calls at the request 
| of customers or dealers, as well as by 


power company appointment. Other 
activities will include sales floor 
demonstrations, assistance in explain- 


| ing rates as applied to appliance oper- 
ation, help in training dealer sales 
| personnel on lighting and the care and 


use of appliances, and the giving of 
Practically all 


work is worthwhile in helping them to 
make sales—in fact, many of the deal- 
ers said that this was the most impor- 
tant help given by the utility. Typical 
comments were: 


“Home service work is most important to 


| sales. It not only keeps sales made but ac- 
counts for most good back-door talk on 


electrical appliances. Many customers are 
sold by home service work before they even 
start to shop for appliances." 


e think this is one of the finest things you 


"| think the dealer should have a card which 
could be mailed to the power company (de- 
partment of home service) the day follow- 
ing the installation of an electric range, in 
order that this purchaser may be given im- 
mediate instructions on how to obtain the 
best results from the use of her range." 


| “We plan to have a home service girl of our 


own and would like the assistance of the 
power company's home service department 
to train her.” 


Dealers were asked to suggest types 


| of promotional activity on the part of 
| the power company which would be of 


the most value to them in building 
sales, with particular reference to new 


| items which may appear on the market. 
| Replies to this indicate that the pre- 
| war program of the utility was emi- 


nently satisfactory to most of the deal- 
ers. Advertising which promotes the 
principle of the appliance, leaving spe- 
cific brands for dealer promotion, peri- 
odic campaigns concentrating on one 
specific appliance, floor displays, public 
demonstrations, and the like are all 
approved. In regard to new appli- 
ances, most dealers believe that the 
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|FARMERS FIND THEM. 
SELVES FLUSH | 


That the American farmer has 
$2 in his jeans’ for every dollar he 
owes today has been revealed by 
a study made by the life insurance | 

| companies in America. 

Five years ago the rural popu- | 
lation owed approximately $10 bil- | 

| lion and had $5,250,000,000 in 
assets. 

By 1945 farmers had accumu- 
lated nearly $17 billion in demand 
and time deposits, currency, U. S. 
savings bonds, crop receipts and 
investments, and have reduced total 


| debts by more than $1,000,000,000. 





power company should give active pro- 
motional support for the initial period. 
One dealer adds the caution, “Care 
must be used so as not to promote an 
item until its operation and worth have 
been proved. For example, the germi- 
cidal lamp. If not properly installed 
and used, it can be very harmful.” 


Farm Field 


In the farm field, dealers handling 
this equipment lay stress on demon- 
strations of farm equipment and plenty 
of advertising. Both industrial and 
commercial promotional work is ac- 
ceptable to the dealers who handle 
equipment pertinent to these fields. 

The low-cost electricity appeal will 
be used by 95.9 percent of the dealers, 
and most of these would like to see 
more advertising along this line, break- 
ing down costs of appliance operation. 
Dealers would like to have charts 
showing such operating costs in terms 
that the customer can understand. All 
dealers thought advertising of the 
utility offered a fine tie-in for dealer 
ads. Ninety-five percent of the dealers 
would like to receive window display 
material. Use of Reddy Kilowatt as 
a symbol in dealer advertising was 
offered, but replies indicated that a 
large proportion of the firms were not 
yet fully acquainted with the possibili- 
ties of the little figure. 

Dealers were not asked to sign the 
questionnaire, but were requested to 
indicate the type of store operated. 
Replies received iidicated that 18 per- 
cent of those replying were electric 
appliance stores, 15.9 percent were 
hardware dealers, 12 percent were 
furniture stores, 10.9 percent depart- 
ment stores, 9.8 percent combination 
stores, 8.8 percent drug stores, 8.2 
percent contractor-dealers, .5 percent 
lumber dealers, 2.7 percent novelty 
stores, and 13.2 percent belonged in 
other classifications. 

The dealers on the whole have been 
allowed to write their own ticket. Utah 
Power and Light has adopted the poli- 
cies receiving dealer approval—and 
only in the case of such controversial 
items as that of prospect distribution, 
is reserving its decision for further 
study. 
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ara WANT FIRST? Clothes Washer to Dishwasher in 114 Minutes 
dealers 
display Soon you can wash, rinse, damp-dry clothes 
vatt as automagically—then change tubs and switch your 
g was Thor from washing clothes to washing dishes. change tubs and there’s a dishwasher that washes 
that a all your dishes—even pots and pans—sparkling 
wok “y Imagine! One washer to do the work of two. clean. And cleans itself! 
7 To take the backbreaking work out of washday ; Pare 
— La CLOTHES WASHER then take over your daily dishwashing chores. At mesa’ ca — — = a 
cad You can buy the TH08 first glance you can’t believe it! But it’s simply... _ — Shen. fete Ol . wi ahs tite 
es Washer now — wonderfully ... true with the Thor Automagic i, Waee. 3 ee, Se 
erated. faves add oe Dish- Washer. quiet as a whisper. Just the washer you've wanted 
18 per- patra cost. pa whether you start right out with the magic com- 
“lectric ‘ HERE’S HOW IT WORKS. The Thor Automagic imation or buy your Thor first as a clothes washer 
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HERE THEY) 


new 1946 MODELS rrom 


All brand WEW 1946 models... WEE W cabinet beauty and construction, WE W dial designs, WE W mechanical features, 


6RT43. Radio-phonograph combination with auto- 6RT42. Radio-phonograph combination with auto- 6RC46. Automatic record changer. Plays records 
matic record changer. Striking walnut wood cabinet. matic record changer. Attractive walnut wood cabinet. through any radio. Walnut wood or plastic cabinet. 


~~ Te 


6T02. Table-top radio in smartly styled plastic cabinet. 6TO4. Table-top radio in beautiful walnut wood cab- 6TO5. Table-top radio in walnut cabinet .. . walnut 
Ivory or mahogany finish. inet. Easy-to-read, “stretch-out” dial. wood at its finest. Beautiful slide-rule dial. 


MAKERS OF ADMIRAL RADIO — 
mertcas Smart Fel 


WORLD’S LARGEST MANUFACTURER OF RADIO-PHONOGRAPHS WITH AUTOMATIC RECORD CHANGERS 
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ARE! 


Table-Top Radios 


Radio-Phonographs with 
Automatic Record Changers 


(table and console) 


Farm Radio 


(battery operated) 





Automatic Record Changers 


(use with any radio) 


» ¥ P . . . 
N E|W ideas for customer convenience and enjoyment. 


6C62. Radio-phonograph console 
with “‘Slide-a-Way”’ automatic record 
changer. Beautiful walnut wood cabinet. 


RC-1. Record Album 
Cabinet of beautiful 
walnut wood. Provides 
convenient Record 
Changer stand, handy 
storage space for ninety - 
6RP48. Electric Phonograph with automatic record ORP49. Electric Phonograph with automatic record six 12-inch records in 
changer. Plastic cabinet in ivory or mahogany finish. changer. Beautiful walnut wood cabinet. 





albums. 





5RP47. Automatic 
record changer 
... plays records 
through any radio. 





Admiral Tubes. Most types 
now available. Guaranteed for 
excellence and high fidelity per- 
formance. Get your share of the 
huge radio tube replacement busi- 
ness in 1946. 





Ensign Radio Batteries— 
Perfect for replacements in 
all types of battery-operated 
portable and farm radios. 
Every battery guaranteed for 
long life and excellence in 


workmanship. big 5 
wet : 
N-1. Lifetime Precious "a dfs 
Jewel Needle in lucite Ke ve 
CHICAGO 47, ILLINOIS cate. Individually packaged. EWAMMh) Jer 
Genuine sapphire point. Plays “J J i 
/ up to 10,000 records without ‘. fh 
changing needles. 4 


6T01. Table-top radio in streamlined ivory or mahog- 6TO6. Battery operated farm radio in walnut wood 
any plastic cabinet. Note new dial position. cabinet. Easy-to-read, “stretch-out™ dial. 


DUAL-TEMP REFRIGERATORS... HOME FREEZERS... ELECTRIC RANGES 


ELECTRICAL MERCHANDISING—DECEMBER 1, 1945 





\\\t" 


ty, 
wily “ty 
A, 


7 


" (UMN py, 
yee! 44} / 
4f ‘ 


5 


A\) 


(4 


Z 


WTS, 
a yy 
\ 


© 2 
ee 
“~ — 
oe 


\ 


YY, \\ 
yyy yi 


al Wy — 


- 
_— 
— 
es 
— 
a 


4 


Myyy\\\ 


S 
77] i) 


f 


Yaa 
as 
~~, 
ee 
ee 
= 
~ 
~ 
~ 


WA yyy 
4, 


\Y 


Y 
\ 


\ 
ys 
\ 
\ \\' 
\\ 
\ 
NS 
S 


S 
Ya 
Ly 
Y 
A, 
Af 


A\\ 
Ad yyyyyj\\\\\ 


i 
Y, \ 
yyy yyy 
Z 


Vf, 
MY yyjjp-—— 


immediate Delivery! 
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Replacement Coils 


FOR SERVICE AND REPAIR 
OF ELECTRIC RANGES 
AND SMALL APPLIANCES 


These fast selling, highly dependable "JIFFY" replacement coils 
are now available in unlimited quantities. 


“JIFFY” coils are made from a high grade nickel chrome alloy 
which is totally resistant to alkaline solutions, practically all acids, 
corrosion and heat. All "JIFFY" coils are cut to resistance and not 
to length to insure greater accuracy and long life. Special resist- 
ance coils can be supplied to meet requirements. 


"JIFFY" has available compact, economical kits of various 
units which can be used readily for repair of most appliances 
and electric ranges. We will furnish gladly on request a list 
of these kits . . . their contents and prices. 


THE HARTFORD ELEMENT CO. INC. 
272 Windsor 
HARTFORD 


Street 
CONNECTICUT 








To provide his sales managers with 

| sound figures on which they could set 
realistic quotas for their products, 

| Leach compiled a volume which he calls 
| “Basic Facts.” A survey was made of 
| every town in which a dealer is located. 
| It gives the figures on each town’s 
| population, its percentage of the state 
| population, the drawing power of the 
| market, how many retail dollars were 
| spent in that area for all merchandise, 
| the percentage of these sales against 
the state total—so the dealer can deter- 

mine the relative buying power of the 

people in his area, how many of them 

own refrigerators, how many electric 

| meters—so the dealer can arrive at a 
| potential, and so on down the line. A 
| sound yardstick by which the firm can 
determine the number of dealers to be 
franchised in any given area, “Basic 


| Facts” also is used to great advantage 
| by the individual dealers in that area. 


So far as direct dealer help is con- 


CONTINUED FROM PAGE 4] 


The Dealer—As a Customer 





Leaving the radio parts department counter, dealer M. Parrella of Central Appli- 
ance and Photo, Westfield, adds to his purchases at the self-service section. 


cerned, Richard Barnett, manage: 
the radio parts department, and T. R. 
Mangan, head of commercial refrigera- 
tion and appliance parts sales division, 
complete the picture. 


Commercial Refrigeration 


Mangan specializes in plug-in com- 
mercial refrigeration, package items by 
Norge, that a dealer can sell, not engi- 
neering type equipment. He handles 
the line exactly the same way the other 
sales managers present their products, 
with similar dealer aids. Mangan is 
particularly helpful to dealers in the 
appliance parts phase of his work, con- 
vincing them of the savings to be made 
by purchasing conversion packages 
rather than separate items, reducing 
the number of their service trips to the 
department, by getting dealers to check 
model and serial numbers over phone 
with consumers, then relaying the in- 

(Continued on page 88) 











Paul Krich is on hand at airport to sign for first post-war shipment of Eureka clean- 





ers and irons arriving on a special Flying Tiger air cargo plane piloted by Joe 
Rosbert (center), former flight leader under Gen. Claire Chennault in China. Also 
very interested in the shipment is John Kath (left), specialty products manager. 
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This woman has 
moved mountains 


She will move 
goods for you 


Betty Crocker moves merchandise . . . mountains of it. 





Last year her service to homemakers, backed 

by consistent, powerful advertising, helped to 

move 400,000,000 packages of General Mills products 
into American homes. Betty Crocker and the General 
Mills Home Service Staff are a prime force behind 

the sales leadership of Gold Medal Flour, Wheaties, 
Cheerios, Bisquick and other General Mills products. 

9 out of 10 American families use one or more of them. 


As the world’s best known homemaking authority, 
Betty Crocker stands as the most powerful single 
mover of merchandise in any consumer field. The full 
force of her influence will be solidly and actively 
behind the merchandising, advertising and selling of 
General Mills Home Appliances . . . to build 
new, expanding markets and ever-increasing profit 
opportunities for you. 








e. 0 smarts 
*. . . 
ie et Ce ee 









eng Genera) 
wed Home App 


General Mills appliances will be different . . . distinctive J r fs 

in appearance . . . new in basic operating principles . . . ; “N2ersz T 
with patented features that mean extra value and 

usability for consumers. They’ll be backed by a 
traditionally successful company whose dealers 

can count on vigorous, aggressive advertising 

and selling support and constantly growing profits. 


BETTY CROCKER IS A REGISTERED TRADE MARK OF GENERAL MILLS, INC. 
GENERAL MILLS, INC., HOME APPLIANCE DEPARTMENT © MINNEAPOLIS 13, MINNESOTA /] 
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ILLIONS 
OF WOMEN 


are reading about 
ALCOA ALUMINUM 
in the home 














ae 






Housewives like aluminum in the things 
they have around the home. because it 


makes their work easier. Aluminum is 


S 


in YOUR KITCHEN, TOMORROW 






























light in weight, easy to keep clean, at- 
yee Unitigs race | | 
pega = tractive and durable, 


ire 


made easier, tor 
: iat a ae sit That's why many manufacturers use 
' wee ce hr wk Alcoa Aluminum for home equipment 
for yer Kitchet 
ra gee genome wherever ease of handling, beauty and 
| ensils and many / 
ve prin 8" veto long life are important. They’ve Risctiaal 


svething lor the kitchen 


9, Pe. 


» yor need son . 
my a | they can depend on Alcoa for top-quality 
ALUMINUM COM 


i J 
1912 Guif Building, Pittsburgh 


aluminum. 

National advertisements like this one, 
featuring aluminum in the kitchen, are 
helping support your sales effort in this 
important market. It’ll pay to tell your 
customers about appliances which con- 
tain Alcoa Aluminum. They have extra 


sales appeal. 








Sai 


A Megey.' ALUMINUM 
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The Dealer— 
As a Customer 


ques CONTINUED FROM PAGE 86 cum, 





Frank Schmitt, advertising and sales 
promotion manager, has no trouble keep- 
ing busy with this aggressive distributor. 





formation to the department to learn 
| when necessary parts will be available, 
| thus also reducing needless service calls 
| to consumers to a minimum. 

Back orders for dealers are speeded 
through a weekly check with factories 
and the dealers then are posted on the 
latest status. Dealers’ questions re- 
garding their own stock room: set-ups 
are numerous, many desiring informa- 
tion on inventory controls, spotting 
parts, placement of components, and 
suggested stocks of certain items. 

Barnett, with 20 years experience in 
radio parts, knows his game. Under 
| him are three outside men, and three 
inside men, a majority of them qualified 
to assist a dealer as well as take an 
order. Routing more literature through 
Schmitt, Barnett mails catalog sheets, 
promotional broadsides on new part 
products, and other general parts 
market information. 





Founded 37 Yeers Age 


Krich-Radisco was founded 37 years 
ago by Harry Krich, father of the 
brothers now conducting the business. 
The modern two-story building, erected 
in 1936, has a 150-foot front and 50,000 
square feet of floor space. Most of the 
second floor is given over to an audi- 
torium, complete with a_ revolving 
| stage for effective presentation of 
merchandising programs to dealer 
audiences. 

An aggressive distributor goes to 
great lengths to provide numerous 
mediums of assistance for his dealers. 
Like the dealer, he also firmly believes 
that the much-hackneyed “satisfied cus- 
tomer” principle pays off all the way 
around in the long run. 
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DEALERS EVERYWHERE ACCLAIM 








THE REAL ‘“‘DEALER-PLANNED”’ RADIO LINE! 


Bendix planned it that way! Planned to give its dealers 
a line of radios easy to sell—easy to demonstrate— with 
salable features in every model, plus sparkling new 
beauty of design that is truly outstanding. And, too, 
Bendix backs its dealer organization with one of the 
largest national magazine and newspaper campaigns in 
the industry . . . backs them with local newspapers, 
outdoor identification signs, displays and sales pro- 
motion plans. Bendix, too, has for its dealers a complete 


visual sales training program with everything needed to 
assist dealers in building a highly successful sales force. 
Contact your Bendix Radio Distributor now, or write 
direct to Bendix Radio Division, Baltimore 4, Maryland. 





BE SURE TO SEE THE BENDIX RADIO EXHIBIT 
at the Home Furnishings Market space 69-70 on the 
17th floor Furniture Mart, Chicago—January 7 to 19th. 





BUILD BEST WITH BENDIX ... FOR PRESTIGE . . . PROFITS . . . PERMANENCE! 





a 
BENDIX RADIO 
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Make no mistake about it... 


THIS 13 THE | 
ORIGINAL FULLY 
AUTOMANIG | 
STEAM IRON | 
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STEAM-O-MATIC 


First and Finest 


FIRST fully automatic steam iron...FIRST steam 
iron embodying features GUARANTEEING 
ABSOLUTE SAFETY...Most accurate heat con- 
trol ever devised for an electric iron...The unques- 
tioned leader in quality and performance. 
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This is it! The STEAM-O-MATIC shown here is the pletely approved by women throughout the country. 
PI Ry Snes eee oe ORIGINAL IN GUARANTEEING SAFETY —STEAM.O- 
Don’t lose sight of this fact in the maze of new offerings MATIC, free from hurry or reconversion hurly-burly, had 
being launched — or yet to be launched — as more metals and all the pre-war time, thought, experimentation and effort 
other materials and more labor for manufacturers become expended upon it necessary to make it utterly fool-proof 
available. and absolutely SAFE for any ironer. 
Steam irons are SWEET business. Sweet in profits for you. ORIGINAL IN PERFECTED DEVELOPMENT—STEAM- 
Sweet in convenience for your customers who so desperately O-MATIC was not and is not merely one product in a “line” 
want them. Naturally the steam iron business attracts new- of electrical or other appliances. Our entire research, experi- 
comers. So—it will pay you to remember that the ORIGI- ence and production capacity have been and are concentrated 
NAL in the steam iron field is STEAM-O-MATIC. only on making irons. That’s why there are no “bugs” in 
ORIGINAL IN POINT STEAM-O-MATIC. Thav's 
OF TIME — STEAM-O- why it is important for you 
MATICS by the hundreds of ” remember that STEAD- 
, O-MATIC is the original 
thousands were in the hands d ontstendine SUCCESS 
of delighted users by 1942. = sane NRE Re ee 
When the war stopped So eo 
production, STEAM-O- 
MATIC had already been WAVERLY TOOL CO. 
115 FRELINGHUYSEN AVE., NEWARK 5, N. J. 
thoroughly tested and com- FACTORY, SANDUSKY, OHIO 
— oo 











SALES REPRESENTATIVES: 


F.P. McMORROW 
459-B Hippodrome Annex, 
Cleveland, Ohio 


MARTIN CARLSTEIN & ASSOCIATES 
1150 Broadway, New York City 


L. S. GERSHON NYPENNO SALES COMPANY 
436 Ridge Building, Kansas City 6, Mo. 508 Chestnut St., Pittsburgh, Pa. 


WALTER C. NYE LEO UNGAR FRED C.wooD 
46S. > J. DREYFUSS : 1492 Merchandise Mart, Chicago 54, Illinois 310 No. 11th St., St. Louis, Missouri Western Merchandise Mart, 
. W. First St., Miami 32, Florida cee & Dae 

McDONALD & SHAW ED. T. LOCKE OWEN WEBB ’ ’ 


Show Room and Offices 110 Summer St., Boston, Mass. 


Southland Hotel, Dallas, Texas 


205 Hazen Bidg., 9th and Main Sts., 
Cincinnati 2, Ohio 


«VISIT OUR EXHIBIT AT THE HOUSEWARES SHOW. Palmer House, Chicago, Room 957W. Starting Dec. 30th 
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Sidelines Put Him in Business 





veitory were the following items, cov- 
ering hardware, housecleaning items, 
tools, and general home merchandise: 


Gifts Fireproof glassware 
China Housecleaning items 
Pottery Napkins 

Paint Electric blankets 
Janitor supplies Insecticides 
Hardware Novelties 

Tools Garden tools 
Electrical goods Fertilizer 

Seeds Plumbing fixtures 
Brushes Wallpaper 
Shotgun shells Sporting goods 


Service Makes Friends 


ln addition, the 40x28-foot rear 
room was turned into a competent 


| service shop, with a four-man crew 


hired from old retired mechanics. “Our 
service department has been set up 
from the first to make friends,’ Mr. 
Wall said. ‘We set a fair price for 
repair work ranging from small appli- 
ances to overhauls of washers and re- 
frigerators, and forgot the profit angle 
in favor of making fertile contacts. 
In one year we've listed over 1,500 such 


| prospects, all well satisfied with our 


methods and sincerely interested in new 
appliances of one kind or another. We 


| might have made a much larger profit, 
| but prefer it this way.” 


That’s the way Valley Appliance got 
under way. Naturally, there were 
plenty of headaches. Buying stock was 
one of the worst. Mr. Wall, however, 


| took advantage of past contacts to keep 


up a supply of everything stocked. A 
stock of glass coffee maker parts, in- 
cidentally, brought in more new cus- 
tomers than any one line. “The fact 


| that many appliance jobbers had gone 


into sidelines helped us”, Mr. Wall 
observed, “but I was busy 50 percent 
of the time buying and running down 


| possible sources of merchandise.” 


$40,000 Volume 


At the end of the first year the store 
had sold a volume of approximately 
$40,000, turning the stock from four to 


| six times depending upon its availabil- 


ity. During this time only one item— 
wallpaper, which stubbornly refused to 
sell—had to be dropped. Otherwise 


| the partner’s guess was right, and 


Fresnoans thronged into the store for 
the general lines. Each was told in 


| turn that Valley Appliance Co. was 


awaiting appliance return, and anxious 
for their post-war business. “Behind 
the scenes we were busily setting up the 
appliance market in advance”, Mr. 


| Wall grinned. Now the firm is fran- 


chised with Hotpoint, Philco and Easy 


| lines, and is ready to begin delivery 


the moment a shipment arrives. Due 


| to the general conservatism of the 


neighborhood, Mr. Wall chose reliable, 
moderately priced lines, and will stick 


| to them exclusively. 


Further Remodelling 


During the year Mr. Wall spent $800 
in further remodelling, including an 


CONTINUED FROM PAGE 6! 





8x8 foot display window facing into 
the parking lot for the next-door super- 
market, and a side entrance. This was 
a wise investment, inasmuch as many 
customers coming through the side 
door admitted that prior to the visit 
they had no idea what the store sold, 
He also bought the largest individual 
telephone directory advertisement in 
the 1945 Fresno book, and contracted 
for 100 words daily on a women’s 
radio hour—copy concentrated entirely 
on gifts, china and handy household 
items in stock. Although this promo- 
tion has threatened to swamp the store 
at times, it will be retained “as is” 
into the appliance market. 


Service Business 


In the service end, Valley Appliance 
turned out 630 repair jobs ranging 
from rewiring toasters to complete re- 
building of electric refrigerators 
Every customer received a direct mail 
letter pointing out the labor and mate- 
rials charge system applied, and asking 
for post-war consideration on new 
appliances. 


Post-War volume 


For the postwar market ahead, the 
store is geared to sell around 300 new 
refrigerators, 400 ranges, and 350 
radios per year, these figures estimated 
against prospect lists. Meanwhile, 
however, the six most profitable side- 
lines will be retained. “Those which 
bring in both men and women are our 
main assets,” the dealer asserts “since 
that’s our fundamental reason for sell- 
ing them. Consequently, we will con- 
tinue to handle fine glassware, a small 
paints department for the house, com- 
plete coffee-makers and parts, shotgun 
shells, hunting licenses and sporting 
goods to attract men, good grades of 
open stock china, and all small electric 
appliances. These will add up to about 
a $6,000 inventory, good for six turns 
a year, and will be our basic sideline 
stock.” 


“Sideline” Display 


All “sidelines” will go into a large 
bay of 20x25 feet on the right side of 
the store, where neat white display fix- 
tures will show the whole stock. Other- 
wise, the store will be concentrated on 
mass display of major appliances, with 
a supporting rear department for elec- 
trical accessories 

The service department is currently 
under remodelling, including installa- 
tion of welding torches, lathes, drill 
press, etc, for warranty maintenance 
and probably competitive service work 
a year or so in the futures Mr. Wall 
expects a six to eight man service 
crew, largely recruited from ex-service 
men, and has devoted 30 percent of the 
building facilities to that venture. 
While the successful sidelines shown on 
his shelves continue to bring in valu- 
able homeowner customers, the rest of 
the store is slowly emerging as an 
outstanding appliance dealership. 
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; New Mak a Westin ghouse 
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A Sun Lamp and J Heat Lamp 


Combined in One Attractive Fixture 





ngin ‘ ba, ’ "a9 s,* 

~e . It's new... it’s exciting! 
ators 
mail 
mate- 
sking 
new 


It’s both a Sun Lamp and a Heat Lamp... 
either of which can be used independently of 
the other. For the first time, either sun tanning 
ultraviolet rays or penetrating infrared heat 
rays are available ...in one convenient unit... 
at the flip of a switch. Never before has either 
a Sun Lamp or a Heat Lamp offered such 
efficiency and convenience as that which is 
combined in Select-o-ray 
mated 

hi . 

wide It features the new Westinghouse RS Sun Lamp 
Ww . 

oa | and Red Heat Ray Lamp! 

“since 4 

r sell- 


The new RS Sun Lamp and Red Heat Ray 

pro ' Lamp were developed by Westinghouse. Each 
; Lamp is a self-contained unit requiring no trans- 
former ... and having a built-in reflector which 

orting ' retains its full brightness for the life of the Lamp. 
des of The Sun Lamp has three times the sun tanning 
lectric 4 power of July sunlight. The Red Heat Ray Lamp 
about is made of special glass which will not break if 


turns splattered with water when lighted. 
ideline 


It’s priced for action! 


ide of > Retails for about one-half the price of a pre- 
ay fix- war Sun Lamp fixture alone. Popular price, 
Other- es. = . easily demonstrated features and ready ac 
ted on <x. Sa | a ( ceptance of the name Westinghouse, puts 
s, with % r retailers in line for volume sales of this exciting 
r elec- new home appliance. J-04078 


rrently 
istalla- 
drill 
enance 
> work EASILY CONVERTED INTO 
. Wall TABLE MODEL 


oe 
service The top assembly may be quickly N QO 
service and easily removed from the floor . 
of the standard by turning it counterclock- h oO 


enture. wise, while holding the slim adjustable 

tubing stationary. A wide, sturdy base, 

own on permanentlyattached to the top assem- 
y bly affords ample support. 


Maker of 30 MILLION Electric Home Appliances 





Tune in John Charles Thomas, Sunday 2:30 EST., N.B.C. - Hear Ted Malone, Monday through Friday, 11:45 A.M., EST., American Broadcasting Company 
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Klehen Xtaft 


STEEL KITCHENS 


Kitchen-Kraft Base Cab- 
inets. Many drawer and door 
combinations. Drawers slide 
at the touch of « finger Kitchen-Kraft 
Utility Cabinets. Fit 
perfectly with other 
Kitchen - Kraft units 
Available as broom 
closets of storage 
cabinets in a variety 
of sizes. 


Kitchen-Kraft Sink Units. 
Beautifully finished in high- “A 


beke enamel. Single or double f 4 


sinks. Complete, ready 


instal! “AX ¥ 
f 


= ss ) j 
ee | Kitchen-Kraft Wall Cab- 
| {| inets. For use over Base Cab- 
inets, stoves and refrigerators. 
Sizes to fit any kitchen, 


Sella Uuttata Time or 
— 
Ssel€ ComPLETE STEEL KITCHENS 


Kitchen-Kraft is the line that lends itself to quick, over-the- 
counter “packaged” sales in department and furniture stores. 
See these superb, new steel kitchens and kitchen units at the 
...NOW! 


Chicago Furniture Show or write for information 


MIDWEST MFG. COMPANY 
GALESBURG, ILLINOIS 
Sales Offices: *CHICAGO—911 Furniture Mart NEW YORK—206 Lexington Ave. 











A Statement on Proctor 
Distribution Policy 


Direct Sales, “private brands” discontinued 
and entire production of small appliance; 


to go 





Manufacturers’ policy on distribu- 
tion is of number one importance to 
all distributors and retailers; not 
only those handling the lines of the 
particular manufacturer, but in the 
general relation to the trade as a 
whole. It is, therefore, of wide in- 
terest when any manufacturer makes 
specific its distribution policy. 

R. M.» Oliver, vice-president, 
Proctor Electric Company, in a cur- 
rent announcement covers the ques- 
tions involved in wholesale and re- 
tail distribution, so far as his com- 
pany is concerned, in-highly specific 
terms. In this statement the com- 
pany, according to Mr. Oliver, 
makes an honest effort to avoid 
hedging or equivocation, stating also 
that every word of it is meant and 
if any doubt arises, they will be glad 
to answer questions in the same 
spirit of good faith in which the 
statement was prepared. 

Because of the wide interest in all 
distribution policies, we reprint as 
follows the major part of the Proc- 
tor statement. 





Distribution 


ELIEVING fully in the funda- 
B mental economy of wholesaler- 

to-retailer-to-consumer distribu- 
tion, Proctor products will be sold 
only through recognized wholesalers 
duly franchised by us. 

To implement this policy, direct sales 
to tea and coffee companies, canvas- 
sers, cooperatives, department stores, 
and all other retailers have been dis- 
continued. 

Also, production by Proctor of “pri- 
vate brand” appliances has been dis- 
continued, with but one exception 
(Singer Manufacturing Company, for 
which Proctor manufactures certain 
parts and assemblies but which in no 
way affects the business of Proctor 
wholesalers and retailers). The entire 
production capacity of Proctor is made 
available to its recognized distributors. 

The sale of Proctor products to dis- 
tributors will be on a limited but not 
an exclusive basis. Distributors in each 
wholesale trading area will be carefully 
selected to avoid wasteful duplication of 
selling effort without sacrifice of wide- 
spread retail coverage through all types 
of legitimate retail outlets for small 
electrical appliances. 

Subject of course to regional and 
natiohal direction, Proctor district 
managers have full responsibility for 


through recognized distributor; 


R. M. OLIVER 


Vice-president in charge 
of sales, Proctor Electric Co. 


the selection and control of wholesale 
distribution within their districts. 

To make even more explicit the dis- 
tribution policy stated above, we add 
these further clarifications : 

(a) Chain stores and buying syn- 
dicates. The desirability of selling 
Proctor products through chain re- 
tailers is recognized. There exists, 
however, a growing appreciation of 
nationally advertised brands by these 
organizations and it has been amply 
demonstrated that distributors can se- 
cure and service this type of business. 
Although Proctor has been repeatedly 
approached to sell chain stores and 
large syndicate buying groups on a 
direct basis, the Proctor policy affords 
full protection to Proctor distributors. 
Chains and syndicates will not be sold 
on a direct basis. 

(b) Discount Houses. It is Proc: 
tor’s belief that “catalog houses,” “dis- 
count houses,” and other types of mer- 
chandise outlets doing a wholesale-re- 
tail business are a destructive influence 
within the industry. The Proctor fran- 
chise will not be given to or continued 
with any distributor of this type. 

(c) Industrials. The practice of ex- 
tending trade discounts by distributors 
to industrial organizations or employ- 
ees thereof has been widespread. It is 
generally conceded by distributors that 
this has had a most destructive indus- 
try-wide effect upon the small appli- 
ance business. Proof that a distributor 
engages in this type of selling wil! be 
considered sufficient reason for cat- 
cellation of that distributor’s frat- 
chise to sell Proctor products. 

In making these decisions Proctor 

(Continued on page 96) 
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URVEYS will tell you that no less than 114 million 
people are planning to buy waffle bakers as soon as 
they're available ! 


So, for a while, you’re going to be swamped with cus- 
tomers—folks who'll snatch up any make of appliance 
you can display on your counters. 


But, after the “deluge? when women begin to shop for 


a name—to look for quality at a price—what then? 


Will you be able to point to satisfied customers ? Qual- 
ity customers you've cultivated by selling quality appli- 
ances—instead of just any kind? Steady customers who 


form the backbone of your business for other good items 


After the "deluge"- what 7 








in the line ? New customers your line keeps bringing into 


your store ? 


We believe you'll be able to point to such a successful 
record when you carry Manning-Bowman’s “Quality 
Quins”—like the Twin-O-Matic Waffle Baker pictured 


above—just one of a famous family of M-B appliances. 


For to thousands of women Manning-Bowman means 
best. It’s been a household name since 1857. A name 
dealers have counted on for years. 


If you're counting on steady sales, you'll find it worth 
your while to look into Manning-Bowman—the line that 


means business! 


Manvino- Bowman Means Best 


MERIDEN, CONNECTICUT 


2 
kK « OR) 
“stage, \ | 
| " ae 4d) 


) == 
—4 er \ 
EXSY re, 
pmnerse® 4 ~ A 
Smokeless Long-Last 
Table Broiler Percolator 





lron-that-Wags- 
its-Tail 


Toaster-with- 
the-Tester 


THE LINE THAT'S ALWAYS IN DEMAND 
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POWER WITH 


BRIGGS & ST RATION 
Ke Coalhal Enpies 


YOUR ASSURANCE 
MAXIMUM PERFORMANCE 





In a brilliant record of dependable, 
economical operation—well above 
2% MILLION Briggs & Stratton 
4-cycle gasoline engines have 
earned undisputed recognition as 
“preferred power” the world over. 
Current models are the result of 
skill and experience gained during 
more than 26 years of continuous 
production—and constant advance- 
ments in design and precision 
manufacture. These distinctive 
Briggs & Stratton advantages are 
your assurance of maximum per- 
formance—whether you build, sell, 


or use gasoline-powered appliances, 


machinery, or industrial equipment. 


BRIGGS & STRATTON CORPORATION 
Milwaukee 1, Wis., U. S. A. 
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ee 


— & STRATTON 











recognizes the challenge of postwar 
distribution problems to the whole- 
saler and retailer through whose 
efforts, in large measure, the industry 
has been built to its present propor- 
tions. It is Proctor’s belief that the 
type of intensified selling effort which 
the postwar period will impose upon 
them must be backed up by manufac- 
turer policies which both recognize 
their function and aid them to per- 
form it. 


Further Clarification 


In further clarification of certain 
distributor and dealer questions, we 
add the following: 

(d) Distributors handling competi- 
tive lines. We recognize that Proctor 
cannot demand exclusive representa- 
tion of a distributor in territories 
where Proctor does not have exclusive 
distributor franchises. And we recog- 
nize fully that a distributor cannot 
make the most out of the small appli- 
ance business unless he is carrying 
enough lines to make it possible for 
him to operate a specialized small ap- 
pliance department. 

We encourage distributors to han- 
dle non-competitive merchandise to 
round out their lines, and in some 
cases to handle merchandise directly 
competitive with Proctor provided that 
Proctor is given a fair apportionment 
of the distributor’s salesmen’s time. 
Where this is not given, our policy will 
be to seek other distributors whose 
selling effort in our behalf is not so 
diluted. 

(e) Proctor retail sales effort. The 
primary reason for our policy of sell- 
ing to and through wholesale distrib- 
utors is the unquestionable fact that 
distributor salesmen must do the day- 
in and day-out job of selling Proctor 
appliances to retailers. 


Merchandising Allocations 


During periods of scarcity the out- 
put of the Proctor plant will be allo- 
cated to franchised Proctor distribu- 
tors, and orders will be accepted solely 
upon the basis of these allocations. The 
allocation plan will utilize wholesale 
trading area potentials as the basis of 
apportionment. For example: a whole- 
sale trading area with a potential of 
3% of the national total will receive 
3% of the merchandise we are able to 
produce for distributors. If there is 
more than one distributor within the 
area, the allocation will be further 
broken down upon the basis of each 
distributor’s individual assigned po- 
tential. 

Distributors are encouraged to fol- 
low a similar procedure in re-allocating 
merchandise received from Proctor, 
using retail trading area potential per- 
centages, 

Individual distributor apportion- 
ments will be made by district man- 
agers, subject to regional and na- 











tional direction. Wholesale trading 







Proctor Distribution Policy 
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area allocations will be made by the 
sales statistical department at head. 
quarters. 


Price Maintenance 


Proctor merchandise will be “fair 
traded” in all states having Fair Trade 
laws. This means everywhere within 
the United States except the states of 
Missouri, Texas, and Vermont, and 
the District of Columbia. Proof of 
violations will result in legal prosecu- 
tion. Price maintenance under Fair 
Trade laws will include wholesalers 
as well as retailers. The company’s 
decision to “fair trade” its products 
resulted from consultation with both 
wholesalers and retailers, and it is our 
belief that the trade reactions to this 
decision will be unanimously favorable. 


Announcements of New Models 


In announcing new models Proctor 
will follow a policy giving distributors 
advance notice of model changes so 
that distributors and retailers can clear 
their stocks of merchandise that might 
otherwise become obsolete and require 
mark-downs. 


Service 


As a matter of good faith with users 
of Proctor products, and . further to 
cement good will alike with users, dis- 
tributors, and dealers, an already strong 
organization of service stations is be- 
ing extended and their operations sys- 
tematized. We plan shortly to have at 
least one competent service station in 
every major marketing area in the 
United States—independently owned 
and operated, but equipped and ready 
to give prompt repair service to Proc- 
tor owners and dealers, within or with- 
out the factory guarantee. 

Each service station will carry an 
adequate stock of Proctor parts, and 
will supply them on order to neighbor- 
ing Proctor dealers. 


Advertising 


Proctor appliances are regularly ad- 
vertised in leading national magazines. 
Proctor believes that a manufacturer's 
first obligation to his distributor is to 
build markets for his products. Con- 
sumer advertising is supported by reg- 
ular advertising in all leading maga- 
zines reaching the electrical trade. 
Planned, organized selling aids for both 
distributor and retailer are a regular 
part of the company’s national promo- 
tional program. All of this is available 
to Proctor distributors without charge, 
and without reduction of profit mar- 
gins. 


Summary 


To summarize: Proctor believes in 
going more than half way with every 
distrubutor selling Proctor merclian- 
dise, and expects of its distributors 4 
similar attitude in their business re- 
lationships with Proctor. 
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How a surgeons hand slipped and made 
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It began in the operating room of a Cin- _sance. Now they could buy a safe, easy-to- women lovelie - 
cinnati hospital, grew in afamily kitchen, usedeodorant that assured new daintiness. + aie 
toy ie and ended up in America’s medicine They had been wanting one, oh so long. 
read. chests. Odorono, one of the first nation- Ever since those days, as more and 
ally trusted deodorants, was created be- more deodorants have appeared nationally 
cause a surgeon was annoyed. and made their brand names familiar, 
His hands perspired—sometimes so deodorant advertising has helped every- 
much that surgical instruments slipped _ body. It has made cleanliness much easier, 
“fair out of his hands during operations, back lasting charm much more convenient. It 
Trade there in the early 1900’s. He couldn’t has shown women how to overcome—<co 
within take such risks. quickly—one of charm’s chief enemies. 
ates of So he started trying to find a remedy. Deodorant brand advertising has edu- 
it, and One combination of chemicals seemed to cated us to new comfort. 
oof of work well. His friends tried it—they liked Brand advertising always benefits us. 
rosecu- it, too. The surgeon was satisfied, and It introduces us to products that must 
r Fair that’s all he did about it. perform better. It makes life more con- 
lesalers But his daughter saw that her father venient, more comfortable. It consist- 
npany’s had discovered something important toa ently saves us money. 
roducts lot of people, and decided it should be Compare prices, to prove those savings. 
h both made available to them. In the family The mass production arising from the 
fs our kitchen she began making and bottling mass demand stimulated by brand ad- 
to this his perspiration remedy. They named it _vertising cut the per-horsepower cost of 
rorable Odorono, and sold it from door to door. your automobile engine from $31.50 in a - 
Sales increased, because people liked it. 1925 to $9 in 1940. You paid $167.50 for y ) 
lels Pretty soon there was money enough for a radio in 1928—could get a better one, es 
_—o some Odorono advertising in national of the same make, for $9.95 in 1941. In -) 
tren magazines. fourteen years, nationally advertised re- A 
an That first Odorono brand advertising, _frigerators dropped their price $170! <" ff 
a alee somewhere around 1910, was big news You wouldn’t 
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FREE REPRINTS OF THESE STORIES OF “WHY AMERICA’S GREAT” 
pa It happened to GOOD/YEAR This series of newspaper and magazine advertisements is 
th ye $35.60 in 1910— but $14.75 in 1941 offered as a public service by Fawcett Publications, Inc., 295 
nerchan- A known name, like Goodyear, has been a guarantee of Madison Avenue, New York 17, N. Y. Write for free proofs. 
butors 8 Seaivoms anh tee otiee Gps caediaene wate iemend 
ness re ouille. We trusted, bought, were satished — and the FAWC E TT PU B LI CAT I O N ~ 9 I N C . 
mass production of good tires that our buying created kept 
pushing tire prices down. WORLD’S LARGEST PUBLISHERS OF MONTHLY MAGAZINES 
YISING 
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Frigidaire’s 
Fifteen Fundamentals 


A Realistic Program to obtain greatly expanded volume for both Field and Factory 





. Give major attention to all kinds of refrigeration 
products for which a volume market now exists 
or can be developed. 


. Devote intensive effort to the important electric 
range and water heater business. 


Add new products that logically complement our 
present line, and where we can contribute im- 
portant improvements. 


. Continually seek ways to improve all Frigidaire 
products to keep them first in quality, utility and 
appearance. 


. Price all products competitively, quality and 
service considered. 


. See to it that Frigidaire merchandising plans, 
sales helps and advertising are outstanding and 
always reflect the high ethical standards under 
which we operate. 


. Give the best service of anyone in our industry. 


. Have in each market the proper number of quality 
dealers to obtain Frigidaire’s proper share of avail- 
able volume, and at the same time to provide a 
profitable potential for each Frigidaire dealer and 
his salesmen. 


quality dealers— wherever feasible build instead 
of change dealers. 


. Give full recognition to the important way in 


which our success and that of our dealers 
depend upon the Retail Supervisor, Salesman 
and Serviceman. 


. Do the best training job in our industry on both 


sales and service. 


. In every way, keep as our goal the building of 


even greater dealer and customer good will 


. Try to enhance and improve our reputation for 


integrity. Resolve that more and more the name 
Frigidaire shall stand for honest, sincere and 
capable handling of all situations. 


. Keepanopen mind and really try to find out and pro- 


vide what the public and field organization want. 


. Recognize more than ever the importance of 


Teamwork between all members of our organi- 
zation —all Factory and Distributing Personnel, 
Dealers, Supervisors and Salesmen, Servicing or- 
ganizations and Servicemen. 


FRIGIDAIRE DIVISION «+ GENERAL MOTORS CORPORATION 


There is no more trustworthy path to achievement than a code of sound principles sincerely 
conceived and courageously followed—such as these Fifteen Fundamentals 
to which I wholeheartedly subscribe. 
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"Manager Industrial Relasions Divisow 


} 


9. Help potentially good dealers develop into real 
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We invite you to read this 
Open Statement of Frigidaire Policy 


¥ 
f 


if ) ‘aA _ = ™_ = =. 





é; 


: s 


Se “Fifteen Fundamentals,” subscribed to by the 
top management of Frigidaire, express Frigidaire’s basic 
policy toward Frigidaire dealers, and toward those for 


whom Frigidaire products are made. 


We invite you to read these “Fifteen Fundamentals” 
carefully. They tell—in a few words—why the Frigidaire 
franchise is held in such high regard throughout the ap- 
pliance industry. 











* * 
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OVER THE 
YEARS... 


Quality and moderate prices have, over 
the years, made Signal a leader in the 
fan and ventilator field. 
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SIGNAL ELECTRIC MFG. CO. 


MENOMINEE, MICHIGAN 
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Offices in Principal Cities 





J 














_S 








Westinghouse home director demonstrates the Laundromat washer in the new 
appliance department of the Sterling Furniture Co. in San Francisco 


San Francisco Furniture 
Store Appliance Center 


ICELY timed to precede peace 

celebrations, a week of special 
features, window displays and demon- 
strations marked the opening of a new 
appliance department by the Sterling 
Furniture Company of San Francisco. 
The new headquarters for appliances 
is located in the basement of the store’s 
downtown building and is to feature 
all major appliances, with special sub- 
divisions for ranges, water heaters, 
washers and ironers, refrigerators and 
radio. A model kitchen and laundry 
is part of the set-up and it is hoped 
that the small theater which now 
occupies one end of the department, 
seating about 100, may be kept for 
use in reaching club groups or gather- 
ings of prospects. 

The new department during the 
opening week had a presentable dis- 
play of appliances, loaned by the vari- 
ous manufacturers. Scheduled demon- 
strations were given of the Westing- 
house laundromat, of the Ironrite 
ironer and of the appliances installed 
in the model kitchen. At various times 
during the week movies were shown 
on canning, on frozen foods and on 
kitchen remodeling. Jared A. Hill, 
domestic utilization engineer of Pacific 
Gas and Electric, gave an illustrated 
talk on “Electrical Living in the Home 
of 194x”, emphasizing the importance 
of adequate wiring. An “appliance 
quiz” was recorded on a wire recorder 
and run back so that visitors might 
hear their own voices. 


Home Advisory Bureau 


Located on the same floor with the 
electrical and appliance departments is 
to be a new Home Advisory Bureau 
under the direction of Miss Mary 
O’Brien, formerly head of a similar 
institution with Barker Bros. of Los 
Angeles. Miss O’Brien offers advice 
on home decorating, meal planning, 
party planning, gardening and barbe- 
cuing, as well as on kitchen planning 
and laundry methods, The intent is to 
make this a center for young (or 
older) housewives, who may phone or 
call personally for advice on any sub- 
ject connected with the home, Miss 
O’Brien will work closely with all de- 
partments of the store, especially when 


DECEMBER |, 


Home Advisory Bureau 


On Same Floor 


the request is for advice in furnishing 
a new home or redecorating an old one. 
But her special headquarters will be in 
the appliance department. She plans 
to use the facilities offered by the 
model kitchen and laundry to stage 
demonstrations from time to time on 
subjects which 
news interest. 
Attendance during the first four days 
of the opening week was in the neigh- 
borhood of 5,000, and many signed the 
prospect book, expressing their inter- 
est in specific appliances. Great in- 
terest was shown in the appliances on 


have a seasonal or 


ti san 


A Navy officer and his family seem very 
much interested in electric ranges. 


display although, with one or two ex- 
ceptions, these were pre-war models. 
It is expected to replace these with 
late models whenever available. The 
model kitchen will be entirely don 
over as soon as possible to include 
post-war kitchen cabinets and kitc! 
conveniences, as well as new range, 
water heater and refrigerator, to com 
plete the setup. 
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Just Listen...to Hear the Difference! 





ONLY STEWART-WARNER GIVES YOU 





AND MANY OTHER GREAT NEW FEATURES 


Here they come! The exciting fulfillment of Stewart- 
Warner’s 22 years in building fine radios! 


And what a difference you can hear! Everything 
that prospects for new sets have asked for, in all- 
new models . . . Strobo-Sonic tone, super-clear re- 
ception, and smart, modern styling. Great new 
features, too, like the Radair Antenna, the Signal 
Sentry, and the new single-control automatic rec- 
ord changer. 


Listen to these new sets just once... and you’ll 
know the difference! : 


ON 


New beauty of fine cabinet- 
making... amazing new 
beauty of tone! All-walnut 
or mahogany. 18th Century 
antiqued brass hardware. 
Spread-band dial. Push- 
button tuning. Tone control. 
Short-wave bands. Auto- 
matic record changer. 
No-lift top. For the first time 
in this range . . . all the 
desired features of the 
most de luxe consoles! 





ee ee 


-RAD 


~ 


caw TASES PHOS 





Tone so real and rich 
you'd expect it only in 
a big console! Undis- 
torted volume for 
dancing. Automatic 
record changer. Sixty 
per cent more 
sensitive and recep- 
tive than prewar 
models. Just let them 
hear the difference. 
It’s a new radio 
experience! : 
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| The proved prewar 
leader . . . now 

improved to keep that 

| leadership! No wet 

l cells! Compact dry 
batteries can be 

| charged by AC or DC 

| —stops automati- 

cally when charged. 
Up to 50 hours of 
| "battery use. 


Handsome cabinet 
designed for living 
tone quality. New 
features cut static pop 
and crackle . . . give 
you virtually “‘silent”’ 
reception! Distant 
stations come in 
sharp and clear. 
| Police and short-wave 
| bands! Listen to it! 





mma yonorb ——— 


Never before has any 
radio in this price 
range offered so much 
... lifelike tone that 
has depth, wide 
range, and revealing 
fidelity. The peak of 
small-set efficiency. 
Beautiful new postwar 
plastic design. 





ee 
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Radio-Phonographs - FM - Television 
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is the very heart 
of good electrical appliances 
Build a quality trade 
by selling quality products 
Buy quality products by 
asking your manufacturer 
to assure you the heating 
elements in the appliances you 


select are made of 


NICHROME 


¥ made only by 


Drwer-Harris “0: 
COMPANY \ 


HARRISON, N. J. 


Branches: Chicago + Detroit - Cleveland + Los Angeles + San Francisco + Seattle 


*Trade Mark Reg. U.S. Pat. Off 


Ex-Servicemen Get Prior. 
ity on Appliance Delivery 


LTHOUGH Buford’s, large elec. 
trical appliance dealership of 
Fresno, California, does not believe jn 
“priority plans” for postwar home ap. 
pliance selling, there is one outstand- 
ing exception—the recently discharged 
serviceman fresh from military service 
and anxious to get his home set up 
for postwar life. 

“We're going to do everything we 
can for returning servicemen,” T. 7 
Buford, head of the firm, explained, 
“including helping them find jobs jn 
our own concern or elsewhere, setting 
up a plan for finding houses for their 
families, etc. Along with such helps 
we'll break our no-priority rule to the 
extent that any ex-serviceman who 
comes in asking for consideration on 
a new refrigerator or washing machine 
will automatically get first place on the 
list.” 


Have List of G.I.'s 


“Servicemen returning to civilian 
life invariably are starting out from 
scratch,” Mr. Buford added, “since 
most of them are young men who had 
little furnishings at the outset—and of 
course many of them have been married 
while in service and have been unable 
to find the necessary equipment. Thus, 
it is up to the appliance dealer to de- 
vote as much of his facilities to them 
as possible. We have a large list of 
recent dischargees compiled in this 
way, and the first shipments of home 
appliances will largely go to this group 
We owe the boys who won the war 
every opportunity to get what they 
want first.” 


OPERATES FROM WINERY —R. J. 
Hersey of the Hersey Electric Co. hed 
been in business in Antioch, Cal. for 
23 years. But the property was sold dur- 
ing the war and he had to move. He 
purchased a corner lot and prepared to 
build, but materials and priorities proved 
too difficult to obtain. So he moved into 
the only available structure which could 
be rented—an abandoned winery. Here 
he constructed bins for storage which can 
be used in the new store, while in his 
own home workshop he has been making 
display counters and racks. The new 
building, with the way now clear for its 
completion, will have space for large ep- 
pliance display, fixture display and radio 
and phonograph rooms. 
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RBU 207: dy- 
namic "pes er, 
advanced styling, 
ee. eo 


io a —T 

mag a his 5-tube 

C walnut 

Avie el sure- 
fire for sales! 


RCU 208: 6-tube 
AC-DC superhet 
table model, in 
smart walnut cabi- 
net. perfected 
patented chassis 
circuit gives big set 
reception! 








je d 213: Graceful walnut 
abinet lends distinction to 
this 5-tube AC table model 
radio raph. Large 
dynamic speaker. Feather- 
weight crystal picku 
needle. A whale 
of a value! 





THE RADIO QUESTION OF THE MONTH 


Asked by Sonora Dealer Jack M. Winer, Dynamic 
Electronics — New York, New York City 


Answered by Mr. Joe Gerl, President of Sonora 


Q.: Do you think it is safe to sell large consoles 
without FM band? 


A.. No. It is unsafe except possibly with low-priced 
consoles. As FM becomes more and more avail- 
able, your customers will want to trade in their 
AM consoles for sets with both AM and FM. 
Thus you will have trouble with trade-ins and 
returned merchandise, particularly 
credit Customers. 


with your 


on oe 


MADItOs...FM.. 
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. TELEVISION SETS... 


watch Sonora go places! 


o 





wm Gonora 


| telling the 


World... 


, Abour EVERY SONORA RADIOS’ 


Chuuablli one 


Powerful, dramatic Sonora advertising works away day and night build- 
ing a backlog of demand for Sonora dealers by telling the world about 
the famous Sonora tone that’s “Clear as a Bell.”” It's bold, straight-from- 
the-shoulder advertising that makes sense . . . and makes customers! 


Advertising That Reaches Millions 
Sonora magazine and newspaper advertisements—big and challenging —are 
selling the readers of the nation’s most important publications. The most in- 
tensive spot broadcast advertising campaign in the entire industry hits 
home in homes all over America. And a complete dealer plan of displays, 
literature, mailing pieces, and local cooperative advertising helps Sonora 
dealers tie in with Sonora’s national prestige. It's advertising that's 
sure to mean business — good business — for Sonora dealers everywhere ! 
SONORA RADIO & TELEVISION CorP. ¢ 325 N. Hoyne Ave., Chicago 12, Ill. 


Sonora 


HOME ENTERTAINMENT AT ITS BEST 
RECORDS...PHONOGRAPHS... 
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AND PLENTY— 


of those famous 
Dated-for-Freshness 
“Eveready” Flashlight 
Batteries are available 


EXTRA NOW! 
LONG LIFE 
BATTERY 
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VEREADY 


TRADE-MARK 


FLASHLIGHTS | 


GLEAMING CHROMIUM 


ON A BASE OF HEAVY-GAUGE BRASS! 


SMALL INITIAL SHIPMENTS TO DISTRIBUTORS IN MID-DECEMBER 











“EVEREADY” FLASHLIGHTS at Pre-War Prices! And we don’t 
have to tell you—that’s news! No more shoddy “‘ersatz”’ flashlights; 


no more substitute cases. Here’s the real McCoy! . . . rustproof cases ssapmemnt SPOTLIGHT 
IFFERENT 
of bright chromium on a base of heavy-gauge brass and the famous SELF-FOCUSING 


dependable ‘‘Eveready”’ switches. 


Yes, the same ‘“‘Eveready”’ Flashlights you counted on in peacetime 


...to be available once again, at the old pre-war prices. Limited 





shipments to distributors will start about mid-December. 












1 7 

SS The word “Eveready” is a registered trade-mark 

ight of National Carbon Company, Inc. : Pp ‘ 

. : be... EN LIGHT “EVEREADY” DISPLAY PACKAGE No. 25 
able NATIONAL CARBON COMPANY, INC. —_ : 
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Unit of Union Carbide and Carbon Corporation 
wc) 
General Offices: New York, N. Y. 
Division Sales Offices: Atlanta, Chicago, Dallas, 
Kansas City, New York, Pittsburgh, San Francisco 


Spotlights. Seamless brass tube ... Chromium fin- 
ish with rolled-on black decoration. Retail price — 
$1.25—complete with batteries. 


{ OT OR Puase Contains twelve No. 2251 Two-Cell Automatic 
y ] 
7) i 
~ 
~ 










“EVEREADY” DISPLAY PACKAGE No. 21 
Contains twelve No. 210 Penlights...Seamless 
brass tube... Chromium finish. Retail price —70¢ 
—complete with batteries. 
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G-E IRONERS, G-E DRYERS 
NOW ROLLING OFF THE LINE! 


Plan to start 1946 in a big way by featuring 
complete equipment for the G-E All-Electric Laundry ! 





New life-size display, beautifully printed in 8 colors. Yours now! 


G-E Automatic Dryer 
is new—and women want it! 


Your customers will go for thisnew, quick way to dry 
clothes indoors. They'll like the way the G-E Automatic 
Dryer does away with chumsy clothesbaskets and clothes- 


lines. It gently “tumbles” clothes dry in a very short time! 


G-E Automatic Flatplate lroner 
saves hours of work 


wen a customer sees the G-E Automatic Flatplate Lroner 
at work. she'll be convinced. Show her how she can sit down 
and iron, Let her see the beautiful work this G-E wonder 
turns out, quickly, easily. Show her the big 300-square- 


inch ironing surface . . . the automatically controlled heats 


for every fabric. " 


G-E Automatic Portable Rotary lroner 


Lightweight and simple to move about. ‘Turns out all types 
of ironing beautifully. 


< 


( . > G-E Portable Rotary lroner 


Weighs only 33 pounds. but does a heavy load of work. 
Inexpensiy e to operate. 


@D Mr Elatie Lowy 


TELL YOUR CUSTOMERS to listen to Art Linkletter, in “The G-E House Party,” « 
every afternoon, Monday through Friday, 4 p. m., E. S. T., CBS. 
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G-E Automatic lroners and G-E Automatic Dryers will be on 
their way to you next month. 


And what “sellers” these wonderful, work-saving beauties are 
going to be! Fitting companions for the famous G-E One-Control 
Wringer Washer! Just in time, too, to start off 1946 with the 
biggest of all bangs! 


There’s a huge market waiting for home laundry equipment. 
And 53% of them prefer G-E appliances. (In a recent survey, 53 
out of 100 women said they thought General Electric made the 
best electrical appliances for the home.) 


So feature the complete G-E All-Electric Laundry to your 
customers. Tie in with our big, nationwide advertising campaign. 
Use the life-size “Wash-Dry-Iron” display —the direct mail pieces 
that are in the G-E Promotion Package. (If you haven't ordered 
the promotion kit, do it now.) 


Sell G-E Home Laundry equipment to the hilt—and watch 
those orders pile up! General Electric Co., Appliance and Mer- 
chandise Dept., Bridgeport, Conn. 


<S> New, improved G-E Washer 


< ¥ } 
= - is bringing cheers! 
| G-E’s famous One-Control Wringer Washer is now pre- 
iy ~—L ; 


NK _A cision-engineered to the nth degree .. . to turn out “Quicker- 
- > || Cleaner” washings! G-E’s gentle, thorough “Activator 
— | Action” . . . exclusive One-Control Wringer operation . . . 
| © the long-lasting “Permadrive Mechanism” . . . are features 

g women everywhere are cheering—and buying! 


And remember! There's a revolutionary new G-E Auto- 
matic Washer coming! Watch for it! 





G-E Promotion Package loaded 
with sales helps—send for it! 
To help you cash in on the vast market that’s ready to snap up 


home laundry equipment, we've prepared a really mammoth 
back-in-business kit! 


Life-size displays, folders, booklets, demonstration ideas, 
catalogues . . . everything you need to make 1946 the biggest 
home laundry year in history! 


See your distributor for your G-E Promotion Package—today! 








Help win the peace—Buy and hold Victory Bonds 


DECEMBER 1, 1945—ELECTRICAL MERCHANDISING 











pre- 


icker- 
vator 
Bece 


itures 


Auto- 


Pp 
h 












Household Coal Stokers 
Get 10% Price Boost 


Household mechanical stokers (ca- 
pacity—50 pounds or less per hour) 
will cost consumers somewhat more 
this winter than they did in 1940-41, 
the Office of Price Administration said 
recently. In an action effective No- 
vember 8, 1945, manufacturers were 
permitted a 10 per cent industry-wide 
increase over October 1, 1941, prices 
on household type stokers and a five 
per cent increase on larger sizes (up 
to a capacity of 1200 pounds per hour), 
and on parts for such stokers. 


May Pass on Increase 


Resellers may pass on the dollar- 
and-cent amount of the increase, OPA 
said, when the stokers or parts are 
sold separately. However, if they are 
sold as a part of a larger unit (as a 
stoker would be part of a furnace sold 
equipped with stoker) the price in- 
crease must be absorbed by the manu- 
facturer who sells the combination. 


To Encourage Production 


The larger increase was given to 
manufacturers of household sizes to 
encourage their production, OPA said. 
Normally manufacturers realize a 
lower profit on the smaller sizes than 
on the larger, the agency said, and, 
in the current seller’s market, might 
be expected to concentrate on the pro- 
duction of larger sizes at the expense 
of smaller. In leveling off the profit- 
ability of the two classes OPA hopes 
to avoid any important curtailment in 
production of household sizes, the 
agency explained. 


Overall Increase 6.7% 


If any manufacturer has ceilings 
established under the mechanical 
building equipment regulation Maxi- 
mum Price Regulation 591 that are 
higher than those he would arrive at 
by applying to his October 1941 prices 
the percentage increases allowed today, 
he may keep his established ceiling 
prices, OPA said. 

If manufacturers maintain approxi- 
mately their pre-war proportion of 
small to large sizes, the over-all indus- 
try price increase should amount to 
about 6.7 per cent, the increase needed 
to compensate for labor and materials 
cost increases since 1941, OPA said. 


Eureka Flies First 
Cleaners and Irons 


First shipment of new postwar com- 
plete home cleaning systems and cord- 
less electric irons produced by the 
Eureka Vacuum Cleaner Co. was 
flown out of Detroit by a chartered 
cargo plane recently. 

Deliveries in the first of a series of 
such special flights were made to the 
following distributors: Eureka Service 
Branches in Chicago and St. Louis; 
Woodson & Bozeman, Memphis, 
Tenn.; Higgins Industries, New Or- 
leans, La., and Readers Wholesale Dis- 
tributors, Houston, Texas. 

Flight shipments to Eureka distribu- 
tors in the East and West will follow. 

“We are flying the initial shipments 
and expediting our railroad deliveries 
in order to get the new postwar clean- 
ers and cordless electric irons to our 
distributors and dealers as quickly as 
possible,“ George T. Stevens, vice- 
president of the company and manager 
of the Eureka division, said. “We 
want them to know that we are doing 
everything possible to provide them 
with merchandise as quickly as it 
comes from our assembly line.” 


Reconversion 


PHILCO CORP. presented its 
new and redesigned post-war line of 
43 radio models, 12 refrigerators, four 
home freezers and four air conditioners 
at a preview for over 1,000 dealers 
from the New York area. Included 
were a new FM circuit, a new portable 
radio, a new automatic record-player. 
Refrigerators ran from 9 cu. ft. to 
13.3 cu. ft., all equipped with freezer 
lockers. Freezers ran from 2% cu. ft. 
to 10 cu. ft. Philco is spending $7,- 
000,000 on reconversion and plans to 
make 4,000,000 radios in 1946. 


NORGE plants at Muskegon, which 
have been strike-bound, may be back 
to normal operating soon. Strikes in 
the two plants have been terminated 
and compressor units and cabinets 
should be under way soon. 


SAMSON-UNITED appliances 
will be fair-traded in the 46 states 
where such agreements are valid. Pro- 











"THE BOY IN THE SEVEN LEAGUE BOOTS" CHANGES HANDS—Rex Cole, home 
appliance distributor and Monitor Equipment Corp.'s New York representative, is 
pictured presenting an oil painting of the “Boots Boy" to Monitor officials Paul B. 


Zimmerman, vice-president, and Theodore K. Quinn, president. 
commissioned for Mr. Cole by a group of his associates several years ago. 


The painting was 








News Flashes 


duction is flowing from the Oswego 
and West Haven, Conn. plants. Roch- 
ester is still reconverting with produc- 
tion confined to flatiron parts for the 
Oswego assembly. 


OPA has granted a 10 percent price 
increase to manufacturers of coal stok- 
ers in the domestic sizes. 


GENERAL ELECTRIC has 
bought a new plant outside Trenton, 
N. J. for the manufacture of auto- 
matic washers. The DPC acquisition 
will employ between 900 and 1,000 
persons at peak production. 


CONSOLIDATED VULTEE 
Aircraft Corp.’s Nashville, Tenn. fac- 
tory which turned out 37,000 combat 
planes during the war, will make the 
new Avco gas and electric ranges for 
its parent company, Aviation Corp. 
First models scheduled for Febru- 
ary. 


IRONRITE have bought a new 
plant in Mount Clemens, Mich. which 
is expected to up output 300 per- 
cent. 


WESTINGHOUSE have started 
shipping radio sets to some 10,000 
dealers. Production of 3,000-5,000 sets 
a day is the company goal. West- 
inghouse Electric Corp. have been 
licensed to produce Wesix heaters. 
Volume production will get under way 
on a redesigned unit at the company’s 
Emeryville, Cal. plant. 


HOTPOINT have announced the 
application of industrial mass produc- 
tion methods to the manufacture of 
electric dishwashers and merchandis- 
ing of the units at “less than 1942 
prices.” Lowest cost automatic model 
will sell for $184.50. 


F. H. RHODES, INC. announce 
receipt of a single order for 165,000 
bell-type timers for washing ma- 
chines from one manufacturer. Be- 
fore the war, orders seldom ran 
over 10,000 units. Output on the 
new order has been scheduled at 
33,000 a month, with deliveries 
spread over a five-month period. 
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Tops in quality before the war, these five 
pace setters fulfill our promise that they'd 
be better than ever. 

Following right on their heels, will be 
twenty and more other appliances to round out 
the Westinghouse full line. Their improvement 


is more than a mere matter of face lifting. 


WESTINGHOUSE 
APPLIANCE DIVISION 


Plants in 25 Cities . 


ELECTRIC 


The new refinements extend right through 
from basic engineering to over-all styling. 

All this, together with the fine reputation 
Westinghouse appliances have enjoyed for 
over half a century, gives Westinghouse re- 
tailers an out-in-front advantage in raising 


their sights toward the second 30 million. 


CORPORATION 
MANSFIELD, OHIO 


Offices Everywhere 
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ELECTRIC HOME APPLIANCES Tune in John Charles Thomas, Sunday 2:30 EST., N.B.C. 


Hear Ted Malone, Monday through Friday, 11:45 A. M. 


EST., American Broadcasting Company Network. 
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ADVANCE STYLING 
IN LUSTROUS 
SILVERY ALUMINUM 


E-Z FLIP is loaded with eye- 
appeal! A thing of beauty to 








grace the well appointed dining 


room of the most particular 














housewife. 


























MERIT BLDG. 



































The First of the 
New QUALITY Line of 


TOASTERS 














Just a touch of the button 
opens the doors and auto- 
matically turns the toast. 


ORDER NOW! 


Write today for 


name of your nearest distributor 
MERIT-MADE, INC. 
37 FRANKLIN ST. 


BUFFALO 2, N.Y. 





CREATORS OF 
THE FAMOUS 


(Dury 





FIRST EUREKA CLEANER GETS O.K.—First post-war upright vacuum cleaner to 
roll off the assembly line at Eureka Vacuum Cleaner Co., Detroit, is looked over 


by Eureka officials. 


Lightweight upright is part of company's new complete home 


cleaning system which also consists of a tank-type vacuum unit, a set of color- 


matched attachable cleaning devices and a power-driven floor waxer. 


Left to right: 


George T. Stevens, vice-president and manager of Eureka division; Gray Bernard, 
works manager; George Walker, nationally-known designer who styles the Eureka 


units, and Henry W. Burritt, president. 


Sylvania Sees $600,000,000 FM Radio 


FM set production may add a new 
$600,000,000 market to radio set busi- 
ness during the next two or three 
years, it was revealed by Frank Mans- 
field, director of sales research for 
Sylvania Electric Products, Inc., re- 
cently. 

Although only 432,000 FM sets are 
now in use, wide public acceptance 
indicates that 10,700,000 FM sets can 
be sold out of a total market for 
17,400,000 sets, Mr. Mansfield pre- 
dicted, basing his estimate on a special 
survey of radio set owners just com- 
pleted by the company to determine 
the immediate outlook for FM receiv- 
ers. 


Public Willing to Pay More 


Not only do people definitely want 
FM receivers, they are willing to pay 
more for them: The survey revealed: 
56 percent of the prospects interviewed 
are willing to pay $100 to $150 more 
for an FM set with true high fidelity; 
27 percent will pay $30 to $50 extra; 
and only 13 percent say they don’t 
know how much more they are willing 
to spend. 

Pointing out that FM sets, on the 
“average, will cost $30 to $50 more 
than the average AM set, Mr. Mans- 
field said that FM set owners today 
represent less than 2 percent of all 
radio set owners. The survey also 
shows that nine out of ten FM sets 
now in use are combination AM-FM 
sets, and 85 percent of their owners 
have other radios. Of these 73 percent 
cost between $100 and $399; 15 per- 
cent over $400; and only 8 percent 
less than $100. 

Reasons why the majority of FM 
set owners prefer FM to AM ran 
about as follows: 


85% said it reduced static and noise 

61% said it gave greater realism 

37% reported less interference be- 
tweent stations 

20% said they like FM programs 


High Fidelity Has Appeal 


Many other listeners, representing a 
good sample of the radio audience, 
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Market In Next Two-Three Years 


Public Acceptance indicates 
10,700,000 sets can be sold 


were interviewed in addition to actual 
FM owners, and it was found in this 
group that 70 percent of those who 
had heard FM programs preferred FM 
to AM; only 21 percent were unable to 
distinguish the difference. High fidel- 
ity was the feature that appealed to 
most of those interviewed who do not 
now own FM sets—72 percent saying 
they regard it as a distinct advantage. 
In this connection, however, inter- 
viewers of actual FM owners who 
watched them tune their receivers ob- 
served that only 19 percent actually 
use the high fidelity feature; 71 per- 
cent did not, and 10 percent didn't 
know how to tune in programs with 
high fidelity. 


N.E.W.A.'s Basic Sales 
Training Program 


Managing Director Chas. G. Pyle 
announces that the National Electrical 
Wholesalers Association is coordinat- 
ing its efforts with the Edison Electric 
Institute in completing a basic Sales 
Training Program to be made available 
to all of its members. 

The material is being compiled by 
experts in the sales training field. The 
cost of the material will be nominal 
and well within the means of every 
electrical wholesaler, Mr. Pyle said. 

The material will include a number 
of sound slide films and records, as 
well as silent trailer-films, salesmen’s 
manuals and leaders’ guides. The 
needs of sales organizations of elec- 
tric utilities, electrical manufacturers, 
wholesalers and dealers are embraced 
in the training course as it is being 
designed. 

The fundamental principles of sell- 
ing, without regard to any particular 
product or service, is the foundation 
upon which this basic sales training 
course has been constructed. 
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Model 6-504. (ac only.) Table Radio-Phono 
Hi-power 5 tube Superheterodyne, 7 tube 
perf. Plays single records. “Permanent” point, 
featherweight pick-up. Walnut cabinet. 





Model 6-502. Beautiful reach of rich glow- 
ing walnut veneers houses 04 nn 5 tube 
A pe pane amar Edge-lighted Lucite 






ELECTRICAL MERCHANDISING—DECEMBER 1 


Meet Olympics 1946 Line 


Musi 


‘Tru-base’—revolutionary elec- 
tronic invention that provides 
console tone in table radios! 


Every AC set in the Olympic line has ‘tru- 
base’—an electronic development in the audio 
circuit so basic it is filed with the U.S. Patent 
Office. 


Unique among table radios and radio-pho- 
nographs—Olympic ‘tru-base’ sets faithfully 
reproduce all the beauty of rich bass tones 
plus the crystal clarity of all high notes. Thus, 
‘tru-base,’ even in moderately priced Olympic 
models, brings you radio reception and rec- 
ord reproduction of a character, quality and 
fidelity usually found only in large, costly 
consoles. 

And just looking—you know Olympic styl- 
ing is superb—designed to sell! 

Official prices on these sets will be announced 
immediately following determination of our 
applications by O.P.A. 

Olympic Division of Hamilton Radio Corpo- 


ration, 510 Avenue of the Americas, New 
York 11, New York. 





Olympic 


pre sea 


RADIO & 


The only radio with Tru-Base 
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Model 6-606. Bigewer three-way. 6 gabe f 
raedfueth Poe Senate pereee etter. aan 
wah borealis? 








Model 6-506. Superpowered 5 tube AC Su- 
perheterodyne featuring “TRU-BASE:’ Modern 
cabinet in rich walnut. Connections for phono, 
FM, television sound. 





Model 6-602. superpowered 6 tube AC Su- 
perheterodyne Broadcast and Int'l S.W., plus 
“TRU-BASE.” De luxe walnut cabinet. *Con- 
nections for phono, FM, television sound. 

=] 





PAGE it! 














Another VE W 
Aas 








PLYWOOD 
OUNTER TOP 


INSULATED DRAWERS 
DOORS 


AND 


CHROMED HARDWARE 


SELF LOCKING § 
DOOR HINGES 
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SERVICE DRAWERS 











BULLET DOOR CATCHES 


BEVELLED GRILLE 


REENFORCED GIRDER 


ON WALL PANELS 





PLEASE SHIP AT ONCE display so ae Regal unit 
in your ’ 
5 PRs BLACK MARBLE TOPS @ 109.95 Place cae audios today! 
quantity é 
0) ........RED MARBLE TOPS @ 109.95 mT SEE the COMPLETE LINE at the 
antity 
oman é FURNITURE SHOWS 
Ship Via es jeudhéeecenccaedekeisdaepnuaeen * 
F.O.B. Your Warehouse, Brooklyn, VN. Y CHICAGO NEW YORK 
a FURNITURE MART | FURN. EXCHANGE 
Address t é JAN. 7 to 19 JAN. 21 to 26 
NATIONALLY APPROVED RETAIL PRICE $183.20 SPACE 1044 SPACE 1613 














Paragon Utilities Corp. 50 VAN DAM ST. BROOKLYN 22, N. Y. r 
EM. 
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Steel Kitchen Sink 
You Can Have VOW 


WALL TYPE FAUCET 


















DOUBLE BOWL CHROME BRASS 
FLAT STRAINER 
STAINLESS STEEL RUBBER BUMPERS CERAMIC SINK ae cam — 





BOUND LINOLEUM TOP 
ae 









CAKE DRAWER WITH 
VENTILATING COVER 


TOWEL BAR 


VEGETABLE BIN WITH 
TED SIDES 


RECESSED TOE BASE 


REGAL 6665 — 66 x 25 








ORDERS BEING FILLED DAILY 


The added advantage Regal 6665 has over its predecessors is the 32” x 18” 
doublebowl ceramic sink, an innovation made possible by the sudden release 
of long desired materials. 

Quick to spot a good thing, the housewife will prefer a Regal for its two-sink 
value in preparing food. 

Available in Red or Black marble linoleum top, this super-self-seller is further 
enhanced with: Sliding 
Drainboard, one large and 
one small strainer, plus a 
chrome faucet. And for your 
convenience CRATED DE- 
LIVERIES. Be the first to 
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Deepfreeze Meetings 
Held Nationally 


The Deepfreeze Division, Motor 
Products Corp., manufacturers of 
home freezers, took the wraps off 
sales and distribution plans for the 
coming months in a series of regional 
meetings for dealers and distributors 
held throughout the United States in 
November. 

With its first post-war unit rolling 
off the lines 6 days after VJ-Day 
Deepfreeze is spearheading the drive 
for the vast home freezer market. The 
heads of Deepfreeze recently com- 
pleted plans for an extensive national 
advertising campaign on their home 
freezers, aimed at American house- 
wives and home owners. 


Executives Preside 


G. H. “Rock” Smith, vice-president 
and general manager of Deepfreeze, 
presided at the four one-day regional 
meetings. F. F. Duggan, sales man- 
ager, W. J. Seibert, service manager, 
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DEEPFREEZE COLOR ADS—First of a 
series of color ads by Deepfreeze Div., 
Motor Products Corp., appearing in 
November 10, SatEvePost. The national 
campaign is directed to housewives and 
home owners and features the slogan 
"The cold goes round and round", em- 
phasizing the fact that all food is kept 
at the same temperature in a round unit, 
according to R. V. Newbell, advertis- 
ing manager. 


and R. V. Newbell, head of advertis- 
ing, also spoke to the dealers and 
distributors. The meetings covered 
not only the sales, promotion, engi- 
neering and service programs for the 
Deepfreeze home freezer, but also an 
overall study of the home freezer 
market and its revolutionary part in 
the eating habits of Americans. 

The first meeting was held in Chi- 
cago. Other meetings were held in 
New York, Atlanta and San Francisco. 


Sanford Made Agents 
For Camfield Toaster 


D. E. Sanford Co. has been ap- 
pointed sales agent for the new Cam- 
field automatic toaster, according to 
an announcement made by Russell W. 
Camfield, principal partner and gen- 
eral manager of Camfield Mfg. Co., 
Grand Haven, Mich., and Edward L. 
Taylor, in charge of sales and adver- 
tising. 

The Camfield toaster will be dis- 
tributed through recognized wholesale 
distributors of electric appliances. 
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1. FIRST HE SHOWS the prospect two refriger- 
ators—both with every up-to-the-minute refrigerator 
feature. Notice-that both the cabinets are as full of 
food as they can Be—identical food. You couldn't 
squeeze an extra lemon into either one. 


4. BECAUSE when Mrs. Prospect gets that handsome big 


Crosley refrigerator, you can bet your bottom dollar she’s 

















going to brag about it to her friends and her friends are 
going to want to know where she got it. That's where we 
Door-men go to work again—and like it! 

e & 


SEEING IS BELIEVING! Yes, sir! Just remember to use your 


big sales advantage—the exclusive, patented Shelvador*, because 


Onoimany compinre 
Sit ann Boos Jul Sutivacons 





TWIick AS MUCH 
FOOD TO THE FRONT 


WITHIN EASY REACH 


that’s the big advantage your pros- 
pect recognizes. 


Crosley Refrigerators have 
every important improvement and 
development in home refrigeration 
— PLUS the Shelvador* which pro- 


vides twice as much front row 


storage space—twice as much food 
within easy reach. 


There’s the same p/us—the same 


sort of selling advantage in every Crosley household ap- 
pliance, in Crosley Radios and Radio-Phonographs—advan- 
tages your customers can see, or feel, or hear—and that you 


can demonstrate. 


* nec U.S PAT OFF 


THE CROSLEY CORPORATION, CINCINNATI 25, OHIO 
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"The Best Job 
Around Here is 
Door-man’ 


No!—not the kind with epaulets and brass 
buttons; our Door-man works like this: 
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2. THE =o isn’t particularly impressed. 3. SEE WHAT | MEAN? The customer gets one 
She’s seen maybe a dozen refrigerators pretty much look at that patented exclusive Crosley Shelvador*, 
like those two. But—watch! Now our Door-man lifts sees that it means virtually the convenience of two 
the Demonstration Blind on the Crosley Shelvador*. 
That sells harder than ten thousand words. 


refrigerators with that double front row storage 
space. Well—all the Door-man needs now is her 
name and address. But there’s more! 

















VISIT OUR CHICAGO EXHIBIT—JAN., 7-19 
AMERICAN FURNITURE MART—SPACE 525—FIFTH FLOOR 





RADIOS * RADIO-PHONOGRAPHS * FM * TELEVISION * SHORT WAVE 
ELECTRONICS * RADAR * REFRIGERATORS * HOME FREEZERS 
HOUSEHOLD APPLIANCES * HOME OF WLW, “THE NATION’S STATION” 
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INTRODUCING 


... MARK-TIME’S LATEST 


CONTRIBUTION to a FAMOUS 
LINE of TIMING SWITCHES 


1. Automatically switches electric cur- 
rent ON or OFF at completion of a pre- 
selected time period. 


2. At the end of this time cycle, the New 
Mark-Time Double- Purpose Timer 
sounds a clear ringing signal. 


3. Underwriters approved switch mech- 


Our latest device combines all the advantages 
of a time switch with those of an interval timer. 
For instance, the housewife who loads her wash- 
ing machine and proceeds with other household 
chores will be reminded with a mellow note from 
the New Mark-Time Double-Purpose Timer that 
the device has switched off the machine. 


Similarly, many industrial operations may be con- 
trolled with this versatile time switch—the latest 
addition to the Mark-Time family. 


114 


MANUFACTURERS 


PAGE 


Here is an opportunity to add 
new features to your product. 


Our Engineering Department will 
be pleased to consult with you. 


HARTFORD 6, CONN. 





VICTORS AWARDED SHICK SHAVERS—Mrs. Virginia Coyle, daughter of Col. 
Jacob Schick, inventor of the electric shaver, rewards veterans of Halloran Hospital 
with first new Schick models for their efforts in pushing bond drives by appearing in 
factories, stores and on the radio. Veterans are: PFC. Thomas Egan, Capt. James 
Reutershan, S Sgt. Alex Kahn, S Sgt. Bernard Lewandowski, and Lt. Fred Lustbader. 








ALABAMA 


Birmingham—Capitalized at $50,000, 
the Forbes Furniture Co. has been 
organized to handle complete lines of 
household appliances and radios, as 
well as furniture. W. K. Forbes, treas- 
urer of the E. E. Forbes & Sons Piano 
Co., Inc., is head of the new firm, 
which will occupy three floors of the 
Forbes building. 


ARIZONA 


Phoenix—Leonard Smith and Leo 
Hall have organized the Progressive 
Appliance Co., 1915 W. Adams St., 
to handle electrical appliances. 


ARKANSAS 


Nashville—Builders Supply Co., Inc., 
has been chartered with authorized 
capital of $25,000, with $8,000 paid in, 
to deal in appliances. Incorporators 
are: Harlow D. Johnson, William P. 
Ball and Mrs. Mary H. Johnson, all 
of Nashville. 


CALIFORNIA 


Fortuna—Burnie Adams has opened 
a new radio and appliance store in 
the former Fortuna Garage Build- 
ing. 

Fortuna—Ralph Buxton and Jay 
Grunert are partners in handling 
Westinghouse appliances at their 
new location, the L. L. Bryan Co. 


CONNECTICUT 


New incorporations in Connecticut 
include : 


Danbury—Electrical Contracting and 
Appliance Co., 51 Elm St., by Geo. E. 
Morton, 9 Foster St. 


Stamford—Al’s Radio Sales & Serv- 
ice, 217 W. Main St., by Alvin Gelfon, 
166 Hamilton Ave. 


New Haven—Consolidated Electric 
Supply Co., 166 Meadow St., by Isi- 
dore L. Segar, same address. 


New Britain—National Radio Serv- 
ice, 96 Broad St., by Carl Walczewski 
and Peter Zakrzewski. 


New Haven—Monarch Radio & Ap- 
pliance Co., 590 Congress Ave., by 
Joseph C. Tamaro, 148 Burwell Rd., 
W. H. and Peter Tamaro, 297 Fen- 
wick St. 


Hartford—Bert’s Radio Shop, 482 
Front St., by E. B. Morton, Walling- 
ford, Vt. 


New Haven—lIdeal Appliance Co., 
100 Washington Ave., by Philomena 
Brunetti, 760 Legion Ave. 


Greenwich—Town Hall Radio Serv- 
ice, 285 Mason St., by Betty Donella, 
53 Locust St.; Gerald Donella, same 
address. 


Hartford—Hartford Appliance Co., 
Inc., 297 Asylum St.; 324 common 
shares, $8100 paid. President, Jerry 
E. Martocci, Hartford; vice-president 
and secy., Jos. Fazzina; treasurer, 
A. T. Fazzina, New Britain. 


Hartford—Howard Electric Supply & 
Appliance Corp., 28 Allyn St.; 300 
common shares, $30,000 paid. Presi- 
dent, Julius Schlissel; secy., Esther 
Schlissel, West Hartford; treasurer, 
David Schlissel, Norwich. 


Stamford—Monarch Household Ap- 
pliance Co.; capital stock $50,000; in- 
corporators: Louise A. Sova, Florence 
M. Morgan and Theodore Udelman, 
all of Stamford. 


New Haven—G. & G. Appliance Co., 
to deal in gas and electrical appli- 
ances, etc.; capital stock $50,000; in- 
corporators: Anne Krevit and Louis 
Shafer, New Haven; Blanche T. 
Shafer, West Haven. 


Waterbury—Standard Radio & Ap- 
pliance Corp., 21 Brown PIl.; 100 
common shares, $10,000 paid. Presi- 
dent & treasurer, Lawrence H. M. 
Vineburgh, Bloomfield; vice-presi- 
dent, secy. and asst. treasurer, Saul 
S. Rhodes, and Herman J. Weis- 
man, Waterbury. 
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ELECTRIC MODELS 
110-volt, to dry as fast as you iron 
220-volt, to dry as fast as you wash 



















GAS MODEL 
For natural, mixed or bottled gas 
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os Clothes Dryer will prove to be during 1946 and in the years ahead. 
- Why? Because it meets the basic requirements for profitable 
g- appliance sales: CONSUMER ACCEPTANCE—ADEQUATE 
PROFIT MARGIN—LOW SERVICE COST. To say nothing 
ms about the vast potential market for the Hamilton, and the fact 
| that no trade-in problems are involved. Ail mighty important 
= factors for the distributor, dealer and salesman! 
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a for Mrs. Housewife, the Hamilton Automatic Clothes Dryer means: 
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‘It’s easier 
p ae to 


Sell the Best!”’ 


EASIER TO SERVICE—Any part, either of the two coils or 
the entire unit can be replaced in a jiffy. A screwdriver 


is all you need. 


MORE PROFITABLE—Quicker servicing, smaller inventory 
and greater customer satisfaction mean more profit. Only 
two service sizes to stock. CHROMALOX Adaptor Rings in- 


sure perfect fit in any opening. 


Write for details on CHROMALOX Triangular Unit 
and Catalog CF-145 describing complete line of 
CHROMALOX Range Units and Adaptor Rings. 


CHROMALOX POINTS OF SUPERIORITY 
—* 





Ever-Level Cooking Surface 


Sheathed in “‘iInconel’’ 





Exclusive Surface Pattern 


Two Cooking Areas 











K tecy to Clean 


oO © 


EDWIN L. WIEGAND COMPANY 
7525 Thomas Boulevard Pittsburgh 8, Pa. 


ols Mala, mueelslei-s) relate! for acd oliela tial dali 


CHROMALOX 


means ‘'Electric Cooking at Its Best!’’ 











GABE ROLLS NEW WASHER INTO WINDOW—Electric Household Utilities are 
rushing appliances to dealers throughout the country. As Victor Nellis, Luxemburg, 
Wisconsin, looks on Gabe Medress of Green Bay rolls the first Thor washer and 


Gladiron into his window display. 








FLORIDA 


Brooksville—Frank Snow, recently 
with the York Ice Machinery Corp. 
of New Orleans, has established an 
electrical business in the Grimsley 
building. 


Homestead—Olin P. Wright has 
opened an electric wiring and appli- 
ance business and is G. E. distributor 
in his territory. 


Titusville—H. G. Duff, whose new 
business is in the Ryals Wager build- 
ing, is G. E. dealer for the surrounding 
territory. 


Tampa—E. C. Byrd has opened a 
shop in the Packinghouse Building 
for the sale of electrical appliances 
and for electrical repairs. Mr. Byrd 
has had experience with utilities in 
Florida and Texas. 


Kissimmee—Bill Seel has opened Seel 
Electric on Monument Ave. and plans 
to carry a complete line of electrical 
and gas household appliances. 


Clearwater—Boatner & Smayer Elec- 
tric Co. has been chartered with capi- 
tal of $5000, to deal in radios. Incor- 
porators are Adrian K. Boatner, 
George R.. Smayer, Jr., and Hazel 
Brown Boatner. 


GEORGIA 


Lawrenceville—John J. Hood is plan- 
ning to set up an electrical home sup- 
ply establishment on E. Crogan St. 


IDAHO 


Caldwell—J. I. Southwick, former 
president of the Terry Electric Co., 
announces the opening of a new ap- 
pliance store, Southwick Electric Co., 
at 217 S. Kimball St., formerly the 
Gamble store. 


Moscow—Samuel C. Haddock re- 
cently opened a new appliance store 
in this city, and has a Hotpoint fran- 
chise. 


ILLINOIS 
Farmer City—J. H. Cooke of Bend- 
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ville, recently discharged from the 
Army, has purchased the McBride 
Electric Shop of Farmer City from 
Lee McBride, who plans to retire. 


Chicago—Wagner’s Home Appliances, 
Inc., has been incorporated at 1524 W. 
Devon Ave., with 100 shares common; 
incorporators: Jacob Wagner, LeRoy 
Wagner, Fred S. Wagner; to deal in 
appliances, etc. 


INDIANA 


Plymouth—Clem Volpert has opened 
the new modern Electric Equipment 
Store with more than 4800 square feet 
of floor space. 


IOWA 


Waterloo—Red’s Refrigeration and 
Appliances Store has opened for busi- 
ness, with Raymond L. Yohn as man- 
ager. 


KENTUCKY 


Louisville—The Electric Appliance 
Stores, capital $50,000, has been incor- 
porated by Will Sales, Louise Born- 
stein and Norman L. Epstein. The 
latter will head the new organization. 


MARYLAND 


Baltimore—Al Fradkin Co., a new 
furniture and appliance store, is being 
opened at 209 F. Fayette St. as a 
subsidiary of the S. W. Rice Corp. 
The management states that basement, 
first and second floors will have appli- 
ances. 


MASSACHUSETTS 


Boston—Shields Electric Co. has puyr- 
chased Sager Electric Co., 157 Frank- 
lin St. George F. Stanley, formerly 
manager of the radio and music de- 
partments of Jordan Marsh Co., Bos- 
ton, has been named manager of the 
newly acquired store. 


MICHIGAN 


Dearborn—A. Gaudi has opened a 
new electrical store at 15044 Michigan 
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WHIRLPOOL 


PORTABLE WASHER 


Ld 





Perfected for use in apartments and for 
families with small babies... Put it in kitch- 
en or bath +++ On sink. . . wringer detaches 
for storage or travelling ...and the “Baby” 
WHIRLPOOL also can double as a diaper 
hamper. 

Holds one sheet and pillow case... or 22 
diapers ... or two days’ feminine laundry... 
or 2 pounds of clothes . . . Rinse right in the 


portable 20 inches 


. ..6 gallon capacity... 
high without wringer . . . non-slip handles... 


easy to lift... easy to carry. 





































This newest peacetime washer is a 1900 WHIRLPOOL conventional model . . . in 


miniature. It has the same engineering leadership, extra quality and volume 


production low cost as all other units of the 1900 WHIRLPOOL line .. . 








... ironers ... automatic washers . . . automatic dryers. 











NINETEEN HUNDRED 
L“o po COALON 


ST. JOSEPH MICHIGAN 


MANUFAC 


USA 


ENGINEERS TURERS DISTRIBUTORS= 
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PROTECTED BY RUST 


As soon as a Chromel heating element begins to operate, it takes on 
a coating of oxide, or rust. It is not like iron rust which readily flakes 
off, and thus promotes further oxidation. The “rust” on Chromel, to the 
contrary, is a thin, tough skin that is just about air tight, and furthermore, 
it clings very tenaciously to the wire. Thus it serves as a protective 
coating against further oxidation. This is one of the good reasons why 
Chrome! heating elements are so remarkably durable. ... We 
have a handy little gadget called a “Heating Unit Calculator”, 


that is useful to your service men. It’s free . . . send for it. 


|; HOSKINS | 
CHROMEL | 


ee ee 


* Used as the heating element in millions of appliances. 


HOSKINS MANUFACTURING COMPANY, DETROIT 8, MICHIGAN 


PAGE 114 RBECEMBER 1, 


ANOTHER ALTER “FIRST"—Maijor Ar- 
thur S. Alter, just back from Germany, 
takes delivery on the first Ford delivered 
in Chicago from Harry M. Lucas, presi- 
dent of Lucas Motors, Major Alter is 
vice-president and manager of the radio 
and appliance division of Harry Alter 
Co., Crosley distributors in Chicago. 











Ave. It is known as the Gaudi Radio 
and Appliance Shop, and replaces the 
former store at 4950 Neckel Ave. 


Ironwood—Northern Electric Co. has 
been incorporated by L. W. Van Slyck 
and others to sell and service appli- 
ances, etc. 


MINNESOTA 


Minneapolis—Harold T. Ready is 
entering the retail furniture and ap- 
pliance business in partnership with 
Rudy Peterson of the Scandia Furni- 
ture Co. The establishment will be 
located at 300 Nicollet Ave. 


MISSOURI 


Kansas City—The Linville Radio & 
Electric Co., a war “casualty” in 1942, 
has reopened for business at 5500 
Troost Ave. John T. Linville is gen- 
eral manager of the firm. 


NEBRASKA 


Lincoln—A new electrical appliance 
store is being opened by Al DuTeau, 
who has leased a building at 13th and 
L Sts. 


NEW HAMPSHIRE 


, Manchester—This city’s newest ap- 


pliance store is the George Appliance 
Mart, 143 Manchester St., which han- 
dles a wide variety of merchandise. 
Ernest George is the firm’s proprietor. 


NEW YORK 


Buffalo—A certificate of partnership 
has been filed here for Genesee- 
Moselle Radio & Appliance, 1494 Gene- 
see St. Partners are Gregg M. Eber- 
man and Herbert E. Hassinger. 


Business names have been filed in 
New York for the following: 
Buffalo—Elmwood Appliance Co., 467 
Elmwood Ave., by Lou Dozoretz. 


Buffalo—Aurora Electric Co. 23 
Paine Ave., East Aurora, by Walter 
A. Simons and Francis A. Simons. 
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“Main Line or Full Line 


No one company can be best in everything. Run 
over the list of electric appliances. You will find 
that the leader in each field is a different company, 
famous for one particular product. 


Deepfreeze is dedicated 100% to low-tempera- 
ture specialization in home freezers and in the in- 
dustrial field. We have no other interest to take our 
eye off the ball. The specialist does not have to 
overload his dealers with slow-moving merchan- 
dise. The specialist is in a more flexible position. 
He can work more closely with his retailers and fit 
himself into local situations. 


Deepire 


The specialist does not have to take on so many 
dealers that they are underselling each other in the 
same locality. 


We feel, on the basis of facts, that 
Deepfreeze is the hottest “‘cold’’ prop- 
osition in the business today. We'll 
give you these facts, if you will write 
for the booklet,‘‘New World a-comin’.’’ 


DEEPFREEZE DIVISION 
Motor Products Corporation, North Chicago, Illinois 


CZE 


TRADE-MARK REG. U. S. PAT. OFF. 


He CAlhed — about home gecegee— 
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WIN FRIENDS and 
INFLUENCE HOUSEWIVES 


38 Pages of FACTS, FIGURES and IDEAS 
from which to build a compelling, 
hard-hitting Sales Story on RANGES 


@ HERE'S o free, pocket-size book that will help train your salesmen te 
be stor salesmen. Telling the story of “Measured Heat,” this new book 
builds up and pounds home a sure-fire sales story — a winning argument 
based on facts and figures that no housewife can ignore. 


Shows why New Kitchen Range should be No. 7 


On the Post-war Shopping Liat — Gives convincing, 


logical reasons why it is more practical for a housewife, with a limited 
budget, to invest first in a new kitchen range. Step by step, it explains 
how she can save a minimum of $88.00 per year by means of modern 
range cooking, and how a new range can improve the quality and 
appearance of many foods. 


Own Prollems — Basic principles of cooking are explained and 


illustrated. Common cooking failures and problems are analyzed. Your 
salesmen will gain prospects’ confidence by giving them this up-to-date 
information. 


Helps Salesmen Sell — Acts as a “conversation piece” for 


salesmen when talking to prospects. By pointing to the clear, simple 
pictures and diagrams in this book, your salesman can get his story 
across more clearly and emphatically. You can use this book as a basic 
sales training piece for new salesmen. Write for it to today. 


FREE—AS MANY COPIES AS YOU 
NEED FOR YOUR SALES FORCE 





Here are two typical pages chock-full of inter- 
esting pictures, diagrams and information 
on modern range cooking and how to sell it 
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MUSICAL “TYPEWRITERS” ROLLING—The new toy being produced by the Elec- 
tronic Corp. of America, a musical “typewriter” is rolling off the production lines 
at the Brooklyn, N. Y., plant of the company. They are expected to be. in stores in 
time for the Christmas trade. Looking on at left are S. J. Novick, president of ECA 
and Jack Gaertner, vice-president in charge of sales. 








Buffalo—Artcraft Furniture & Appli- 
ances, 1890 Seneca St., by Stephen 
Kapinos and Edmund Smokowski. 


Buffalo—Jerry’s Appliance Service, 39 
Wade Ave., by Gerald Kampshoff. 


Buffalo—Buffalo Light & Appliance 
Co., 167 Niagara St., by August V. 
LoVecchio. 


Buffalo—Cronyn Appliance Store, 
1544 South Park Ave., by Edmund 
Cronyn. 


Buffalo—Frank’s Radio & Washer 
Service, 2076 South Park Ave., by 
Frank J. Bierl and Frank J. Rodler, 
Jr. 


The following certificates of incor- 
poration have been filed in New York: 


New York City—Pasico, Inc. 11 
Broadway; to handle electrical appli- 
ances, lamps and novelties; 50 shares 
common; incorporators: Solomon Be- 
desch, Joseph Polikoff and Ruth 
Rosenblum, all of 11 Broadway, New 
York City. 


New York City—Record Accessories 
Corp., 40 Exchange Place; radios, 
phonographs, etc.; 200 shares com- 
mon; incorporators: Morris B. 
Raucher, Irene Morrone, Sylvia P. 
Lazarus and Joseph Richter, all of 40 
Exchange Place, New York City. 


New York City—Superior Appliance 
Co., Inc., 11 Park PIl.; to deal in elec- 
trical appliances ; 200 shares common; 
incorporators: Bernard Wolf, Lillian 
Pinkowitz, Dorothy Parker, John S. 
Callow, all of 11 Park Pl., New York 
City. 

New York City—David-Ellis, Inc., 
570 7th Ave.; to deal in radios and 
parts; capital stock $20,000; incorpo- 
rators: Meyer Jezer, Lillian Mayer, 
Mal Thorner and Louis Novis, all of 
570 7th Ave., New York City. 


Kingston—Mason Radio Products, 
Inc.; to deal in radio and electrical 
supplies; 100 shares common; incor- 
porators: Samuel D. Mason, 82 Prince 
St., Kingston; J. Edward Greengard, 
Jr., 153 Madison St. Franklin 
Square, N. Y.; Milton Haas, 103 
Park Ave., New York City. 


New York City—Cole Electric Prod- 
ucts Corp; merchandise electrical de- 
vices; 200 shares common stock; in- 
corporators: Helen Wolfson, Dorothy 
Kestin, Gertrude B. Kurzer, 285 
Madison Ave. 


New York City—Hi-Wat Radio & 
Service, Inc., Brooklyn; to deal in 
radio and television sets; 100 shares 
common stock; incorporators: Stanley 
W. Kahn, 1377 E. 19th St., Martin 
Kubinec, Anna Kubinec, 1581 Coney 
Island Ave., Brooklyn. 


New York City—Benson Appliance 
Co., Inc., Brooklyn; household appli- 
ances; 200 shares common stock; in- 
corporators: Honey Burstein, 1450 
Broadway, New York City; Florence 
Goldman, Arthur Goldman, 7314 2ist 
Ave., Brooklyn. 


Center Moriches—South Bay Sales, 
Inc.; electrical appliances; $20,000 in 
$100 shares; incorporators: Herman 
Haller, Sally Haller, Abe Bernsteib, 
all of Center Moriches. 


New York City—Turner Radio and 
Appliances, Inc.; to deal in electrical 
appliances; 200 shares common stock ; 
incorporators; Harry Turner, I. Sil- 
verman, G. B. Kenner, 261 Broadway. 


New York City—Sound Electrical 
Appliance Co., Inc., Queens; electrical 
appliances ; $10,000 in $100 shares; in- 
corporators: Irving P. Kartell, Louis 
E. Bernstein, Emma Padva, 16 Court 
St., Brooklyn. 


Suffern—The Home Appliance & 
Service Co. has opened in Suffern at 
2 Lafayette Ave., handling a complete 
line of home appliances and radios. 


NORTH CAROLINA 


New Bern—Roy O. Fagan has opened 
an electrical equipment and service 
establishment in this city. 


Winston-Salem—Home Appliance Co. 
has been incorporated with authorized 
capital of $25,000 and subscribed stock 
of $3,000 to deal in electrical equip- 
ment. Gamel D. Bates and Hiram S. 
Cody, both of Winston-Salem, and 
Gaylord T. Walker, of Alexandria, 
Va., were listed as incorporators. 
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SEE THEM 


THIS SIGN 


This Heater Circulates 
45 cubic feet of warm 
air per minute... 


Sends out billows of 
warmth instantly. Draws 
cold air from floor, heats 
it and fan-forces it all 
throughout the room. 


A necessity fof bath- 
rooms, especially where 
there's a baby to bathe. 
Three handsome fan- 
forced models priced as 


low aS... $9 00° 


Inetuding tax 


Chases Chills from bathrooms, bedrooms and breakfast 
rooms. Ideal for trailers, camp cottages, offices — anywhere 
that quick, convenient warmth is needed. 





Brings Real Comfort to everyone in your home. Dad enjoys 
it when he gets up to dress in the morning—when he bathes 
and shaves. 





Mother Enjoys It while she dresses —while she bathes herself 
and the baby. She uses it, too, for drying her hair—for drying 
stockings and lingerie she rinses from day to day. 





Safe with Children because heating element and fan are fully 
enclosed. Easily carried to any room or chilly corner. Plugs 
in at any 110 AC wall outlet —for anyone to enjoy instantly. 


ANOTHER ARVIN Serves a5 8 portable electric 
fireplace. Radistes lots of heat. Reflects a cheerful 
fireplace glow. Price only . . . $8.50* including tax 


© Ali price e 







RADIAN? 
fn ter West and extreme South weEaAt 





FIREPLACE COMFORT 
IN ANY ROOM 





OFFICE COMFORT 
FOR CHILLY DAYS 


lo] 


ARVIN 's the name on Products of Experience Coming From 
NOBLITT-SPARKS INDUSTRIES, INC., Columbus, Indiona 


ARVIN 7emly PRODUCTS 


DEALERS EVERYWHERE will be showing Arvin Portable Electric Heaters—Also Arvin Top Flight 
Radios. Arvin Metal-Chrome Dinette Sets, Arvin Gutdoor Metal Furniture, Arvin Automatic Electric 
irons, Arvin All-Metal ironing Tables, Arvin Roll-@-Rownd Laundry Tubs . . . and Arvin Car Heaters, 


" 
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MS OIL- 
BURNING 


THE SEVENTY— THE a ae THE fe THE STANDARD— THE STANDARD— 
DeLuxe Low - Boy DeLuxe Low DeLuxe Low - 50,000 B.T.U.Rugged 30,000 B.T.U. output. 
Console 70,000 B.T.U. Console, $0,000 B. t U Console 40,000 B. i UY and economical. For small areas. 


Superlatively styled, revolutionary in engineering, for-dollar value with any other heater on the 
unique in its “down-flo” air circulation and amaz- market—and see how much more EVANS offers 
ing heating economy. * * * * Compare dollar- in every way! 


Walter Dorwin Teague 


Walter Dorwin Teague is one of the great names in 
creative design. The list of his industrial’clients reads 
like an Honor Roll of American Industry. In his superb 
styling of the EVANS line, he has surpassed himself. He 
has achieved a masterpiece. Clean, functional lines... 
rounded corners and smooth surfaces . . . simplicity and 
good taste . . . all these distinguish the new EVANS 
triumph. More eye-appeal! More ‘sales appeal! More 
drama! The EVANS line is the beautiful line, 


For Volume Production 


Volume production is the key to lower manufacturing 
costs. In the new EVANS plant—big, modern, scientifi- 
cally planned—mass production is streamlined. War- 
time lessons are put to peacetime use, new manufactur- 
ing techniques perfected. The result—more and better 
heaters, bigger value for the buyer, greater volume and 
profit for dealers. “Deal yourself in’’ when the sparkling 
new EVANS models start rolling off the assembly line. 


WESTINGHOUSE :\¥ys*h ein: 


The mighty marketing organization of Westinghouse and independent distributors (in 
the U.S.A. and Mexico), plus Fairbanks-Morse (in Canada), gives EVANS a powerful, far- 
flung distributor set-up—spanning the continent. Every local EVANS dealer will benefit by 
this national tie-up . . . in better service, in stronger sales assistance, in the prestige of being 
associated with successful, aggressive merchandisers. Join this BIG AIME operation! 


Ct going WOW with EVANS 


PAGE 
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The EVANS Flame Thrower 


As sensational in performance as its name implies, 
the new EVANS Flame-Thrower Oil-Burner 
achieves a miracle of heating efficiency. It throws 
a double-length U-shaped flame inside the heat 
chamber, squeezes more USEFUL heat from the 


walls—and actually burns less oil! Its famed “‘econo- ~~ 


mizer”’ method of re-circulating warm air cuts 


down heating bills. zh 
A 


EVANS Magic Carpet of Comfort 


EVANS unique “down-flow” circulation pulls hor 
oer tiling and rolls out a floor-level carpet 
of ina 180° radius. EVANS 3-way heat 
—Fan forced, Radiant— is a story worth 
telling, a feature worth selling! 


Covers The Continent - Canada, U.S.A., Mexico 


JOHN T. URBAN 
—General Appli- 
ance Manager, 
Westinghouse 
Electric Supply 
Co., New York, 
says—‘* We've 
looked into this 
EVANS proposi- 
tion from every 
angle and recom- 
mend it to all 

as the 
leading line of 
space heaters 
with tomorrow’s 
greatest sales 
possibilities.’’ 


J. A. COWAN 


—W estinghouse 
distributor for all 
of Mexico, says— 
“Its beauty, effi- 
ciency and econ- 
omy will make 
the new EVANS 
space heater the 
biggest seller in 
the Mexican 
market.” 


‘ 


+ + + + + H 


H. C. RINDFLEISCH 


—Fairbanks 
Morse Co., Ltd., 


survey of’ the 
2 © in- 
ustry, we are 


convinced that 


We are proud 
to be exclusive in 
Canada for the 
EVANS line.”’ 


Every so often a product flashes into leadership through 
sheer merit, through adyantages so outstanding that it 
towers head-and-shoulders above its competitors. That's 
the sensational EVANS Oil-Burning Home Heater Line 
for 1946! All the EVANS achievements listed on these two 


pages make a combination that’s umbeatable . . . for sales, 
for profits, for popular appeal. 


* * * Capturing public acceptance with features of proven 
worth, dramatizing the EVANS Flame-Thrower principle 
and the U-Shaped Golden Flame, EVANS is the hottest 
thing in the home heater market today. Let this merchan- 
dizing leader pile up profits for you durirg the coming 
year. Ride with a winner in 1946! WRITE OR WIRE 
TODAY to the Evans Products Company, or get in touch 
with your nearest Westinghouse or independent distribu- 
tor (in the U.S.A. and Mexico) or Fairbanks-Morse (in 
Canada). 


ee 


PRODUCTS COMPANY 


DETROIT 27, MICHIGAN 
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We expect to sell all the 
Teletalk Equipment we can get” 


NEVER BEFORE has there 


been such an opportunity 


to sell Teletalk 


@ Postwar competition is here. Every business today 
must increase its efficiency and give better customer 
service to meet these new conditions. 


Teletalk is ‘‘tailor-made”’ for this purpose. It fits right 
into the postwar need. Teletalk is the modern elec- 
tronic voice-to-voice method of intercommunication be- 
tween individuals and departments. It speeds up the 
whole tempo of a business. 


Where can you find a product more useful to every 
business right now? The opportunity to sell Teletalk 
is tremendous. Practically every bank, store, garage, 
office or factory . . . right in your own locality ... is a 
prospect for Teletalk. Why not make sure that YOU 
get your share of this business? 


Teletalk is easy to sell... 


Teletalk practically sells itself when you demonstrate 
its efficiency ... how it conserves time, saves steps, 
avoids delays and improves customer service. 


Teletalk is nationally advertised and widely known. 
Prospects everywhere are receptive to Teletalk. Get- 
ting orders is merely a matter of making contacts. 


More often than not the sale of Teletalk leads to the 
sale of many other items in your line. Don’t pass up 
these sales and profit opportunities. Get your share of 
this profitable Teletalk business now. Write us for 
full information. 


KEEP ON BUYING VICTORY BONDS 


Licensed under I S. Patents of Western Electric Company, In- 
corporaied, and American Telephone and Telegraph Company. 










































































FACTORIES 








Canton—-A new business firm to be 
known as the Carolina Electrical Ap- 
pliance Co., owned by L. J. Cannon 
and Jordan Neal, has begun opera- 
tions in the former Western Union 
building on Depot Street. 


Weaverville—W. W. Shope is con- 
structing a new building on Main St 
and will handle appliances in the 
downstairs section of the store he 
plans to open in the near future. 


OHIO 


Cincinnati—A new retail outlet for 
the sale of appliances will be opened 
in Cincinnati by Morris Lipman, for- 
merly associated with the McAlpin 
Co. 


OKLAHOMA 


Oklahoma City--The Household 
Mart, 1732 NW 17th St., was recently 
established to sell electrical household 
appliances and furniture, by a returned 
war veteran, Bill Urban. 


Oklahoma City—Henry Power & 
Appliance Co., 111 N.W. 23rd St. is 
the name of the new firm owned and 
managed by James S. Henry. The 
company is state distributor for Win- 
power frozen food cabinets and related 
products. 


OREGON 


Portland—Carl Edstrom, Cecil Nas- 
lund and Bruce Eckman have formed 
the E-N-E Appliance Co., which has 
recently opened at the corner of 13th 
and Washington Sts. A complete line 
of major and small appliances is fea- 
tured. 


Portland—Stanton Radio & Electric 
Co. has opened with a line of house- 
hold appliances at 726 Killingsworth 
Ave. 


Salem—Goode and Denison Electric 
Co. has reopened for business. 


PENNSYLVANIA 


Bangor—Edward Roeltgen, formerly 
of Saylorsburg, has opened two 
branches, at 103 Broadway, Bangor, 
and 210 S. Main St., Nazareth, to 
merchandise a complete line of appli- 
ances and kitchen cabinet equipment, 
as well as to install heating units. 


RHODE ISLAND 


Providence—The Olneyville Refrig- 
eration Service Co., 165 Manton Ave., 
has been organized by Paul Jacques 
and will specialize in the repair of 
refrigerators, washers and oil burners. 


SOUTH CAROLINA 


Columbia—C. C. Thompson, owner of 
the Thompson Plumbing & Heating 
Co., and B. M. Vise, owner of the 
Vise Refrigeration Service, have 
merged, under the name of Vise- 
Thompson, Inc. 


WEBSTERM ELECTRIC | sce ci Meine cx 


Inc., has received a charter of incor- 
poration to deal in vacuum cleaners. 
Incorporators are William J. Ling, 
Alfred Sohm and Mildred Lippi. 


Racine, Wisconsin, U.S.A. + Established 1909 + Export Dept.: 13 E. 40th Street, New York (16), N.Y. Cable Address “ARLAB” New York City 


“Where Quality is a Responsibility and Fair Dealing an Obligation” 
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RED ELLE RR AES, GA RG 
MODEL E-512 


FINEST 

RADIOS EVER 
TO BEAR THE 

TEMPLE = i NAME 


MODEL E-511 
Table Model — Radio-Phonograph 








MODEL E-514 
Table Model AC-DC 


Yes, Temple is on the job—the job of standards of performance and eye appeal. 
making the finest radios ever to carry this It pays to team up with Temple! 

famous name. Soon the complete Temple 
line—from handsome table models to 
magnificent radio- phonograph com- 


binations will come forth to set new 





TEMPLETONE RADIO MFG. CORP., New London, Conn. 


EXECUTIVE OFFICES: 220 East 42nd Street, New York, N. Y. 
FM...TELEVISION...RADIO-PHONO’ COMBINATIONS 









““FM that also means Finest Made” 
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NATIONALLY ADVERTISED 


PAGE 


The Triangle that 


started women thinking... 


Appliance buyers knew very little about 
porcelain enamel when Armco began 
advertising its merits in The Saturday 
Evening Post —away back in 1914. But 
there was an important story to be told 
because the gleaming beauty of this “life- 
time finish” depended on the special 
qualities of the iron base that Armco had 


developed. 


TO HELP YOU SELL 


This early advertising helped make 
porcelain enamel the popular finish it is 
for the ranges, refrigerators, washing ma- 
chines and other products you sell. And 
Armco’s educational advertising has gone 
on ever since—for 31 consecutive years. 


Along with product improvement, it has 
helped dealers sell millions of porcelain 
enameled appliances. 


A TRUSTED NAME IN STEEL 


Leading manufacturers are again using 
ARMCO Enameling Iron—as much as the 
busy Armco mills can supply—for their 
finest porcelain enameled products. The 
familiar Armco triangle trademark as- 
sures you—and your customers—that this 
special-purpose iron has been used. Like 
you, they know that Armco is a trusted 
name in steel. The American Rolling 
Mill Company, 3111 Curtis Street, 
Middletown, Ohio. Export: The Armco 
International Corporation. 


The American Rolling Mill Company 


S pecial - Purpose 


Sheet Steels 
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Lawrenceburg—Work is being com- 
pleted on this city’s newest electrical 
appliance store being set up by H. A. 
Hollander and Nick G. Hollander, to 
be known as the H. & H. Electrical 
Appliance Store. The firm is located 
on N. Military St. 


Alamo—R. L. Ronk Co. announces 
the opening of its new appliance and 
furniture store on Court Square. A 
complete line of appliances will be 
handled. 


Kingsport—The opening of a new 
electrical appliance and hardware store 
by Jackson K. Edwards has been an- 
nounced. 


TEXAS 


Fort Worth—A new Fort Worth 
firm, Vergal Bourland Heme Appli- 
ances, has begun construction of a 
$60,000 building at 2700 W. 7th St. 
The structure will provide 8,800 feet 
of floor space exclusive of warehouse 
facilities. 


UTAH 


Holladay—Robert Mulholland has 
opened Mulholland’s New Hardware 
& Appliance Store at 3298 Highland 
Drive, where he will carry a complete 
line of appliances. 


Murray—Herbert A. Towers has 
opened the Towers Appliance and 
Plumbing Co. at 4955 S. State St, 
which will carry a complete line of 
appliances and will feature repair 
service. 





Vernal—C. E. Searle has purchased 
the former Gamble store and has 
changed its name to the Searle Electric 
Appliance Co., featuring Westinghouse 
appliances. 


Tremonton—New appliance stores in 
Tremonton are: 


The Trementon Lumber & Hardware 
Co., Harold Sundall, manager, with a 
Norge franchise. 


Bone Electric Co., R. M. Bone, man- 
ager, Hotpoint and Maytag. 


VERMONT 


St. Johnsbury—The opening of The 
Radio Shop at 80 Railroad St. has 
been announced. The firm intends to 
market appliances. 


VIRGINIA 


Radford—Capitalized at $25,000, Ap- 
pliance Service Center, Inc., has been 
formed to conduct an electric sales 
and service appliance business. James 
D. Riley is president. 


Portsmouth—New Home Appliance 
Co., Inc., with maximum capital of 
$50,000, has been chartered to dea! in 
appliances and fixtures. Aubrey G. 
Sweet of Portsmouth is president. 


WISCONSIN 


Milwaukee—The Wisconsin Ice & 
Coal Co. has announced that it will 
retail appliances, as has the Badger 
Paint Co. 


Rhinelander—Featuring a complete 
line of housewares, appliances, etc., 
the Marshall Wells Hardware Stoe 
has been opened by Ray Woznick. 
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The “ADD-A-LIGHT” Strip which in addition to being a 
$s has complete fluorescent lighting. unit within itself...is the ba 
4 - o - sis for all adaptations shown in left column. Once a single 
line of unit is connected... additional units may be extended any 
repair — r distance required (see male and female plugs above). Basic 
strips and attachments come in 24, 48, and 96 inch lengths 
chased 
d has 
lectric 
ghouse 
@ MOE-BRIDGES is proud to present “ADD-A-LIGHT” an entirely 
ores in new type FLUORESCENT LIGHTING UNIT. “ADD-A-LIGHT” is 
a new conception in fluorescent lighting, not an old fixture with a 
— new dress. It is a new package lighting” line . --and opens up a 
with o new market in lighting equipment sales to commercial institutions, 
homes and offices. “ADD-A-LIGHT” is equally as effective and ef- 
ficient for complete new installations ...the replacement market... 
neta or as a supplement to existing equipment. “ADD-A-LIGHT” can be 
merchandised in the same simple manner as toasters, coffee makers 
and all other portable electric appliances. “ADD-A-LIGHT” can 
be installed anywhere without regard to electrical outlet... and 
of The can be either pinned-up on picture hooks or permanently and 
a - quickly mounted using wood screws with bayonet lock-up mounting 
_ = holes. You must see “ADD-A-LIGHT” to appreciate its complete 
simplicity and marketing possibilities. JOBBERS are requested to 
write for full information and to place their quantity commitments 
“e as soon as possible. DEALERS will find “ADD-A-LIGHT” a real 
noth addition to their package merchandise counter, and are invited to 
» esis contact their Jobber immediately. 
James 
ypliance 


r: | M0 bl Wikis Corp. 


SHEBOYGAN, WISCONSIN 
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The Packard Sunlight motors that power your appliances 
are designed for the particular job—not just stock models 
taken down off the shelf. They “fit” the space dimensions, 
provide exactly the right torque and running character- 
istics, and are constructed to provide rugged, dependable 
service. 


Years of know-how in engineering, production and re- 
search have been applied to this assignment. Millions of 
Packard Sunlight motors have been produced to meet the 
power requirements of nationally-known products. 


The features that mean so much to quality are built into 
every Packard Sunlight motor—full-rated starting capacity 
to prevent starting strains; self-oiling cast bronze journals 
to reduce friction and minimize the need for servicing; full- 
gauge copper wire to cut down heat generation, and extra- 
heavy coatings of dielectric insulation on all wiring to 


guard against short-circuits. 


Packard Sunlight motors do the job better because they 
are designed for the job they do. 


BUY MORE VICTORY BONDS 





GIBSON MANAGERS MEET—Divisional sales managers of Gibson Refrigerator Co, 
have just completed a month's course of study at the home office, during which plans 
were made for increased sales cooperation with all Gibson distributors and dealers 
Standing, left to right, George H. Jaud and William H. Dennison, divisional man- 








Packard Electric Division, General Motors Corporation, Warren, Ohio 


PACKARD SUNLIGHT MOTORS for: compressors + washing 
machines + power-driven bench tools « ironers « milk separa- 
tors « milking machines « furnace blowers « stokers + oil burners 
water pumps «+ ventilators + and many other applications. 


DEPENDABLE APPLIANCE MOTORS FOR TWENTY-NINE YEARS 











agers; John L. Stephens, sales promotion manager; Arnold C. Baldwin, Floyd H. 
Aarvig and Herbert C. Lincoln, divisional manager; J. Bruce Croskery, market 
development department. Standing, at right, Edward J. Byrne, sales promotion 
department. Sitting, left to right, Frank S. Gibson, Jr., secretary and treasurer: 
Albert D. Vining, assistant sales manager; Edwin F. Edsall, Brower Murphy and Edwin 
D. Jacobs, divisional managers; Gregory V. Drumm, market development manager: 
William J. Browne, divisional manager; F. E. Basler, vice-president in charge of sales; 
Earl S. Nobles and Frank A. Dewey, divisional managers. 








AVCO Ranges to be Made 
At Vultee’s Nashville Plant 


Consolidated Vultee Aircraft Corp., 
which produced approximately 37,000 
combat airplanes during the war, an- 
nounced through President Harry 
Woodhead in San Diego that the 
company is entering the general manu- 
facturing field. The huge company- 
owned plant at Nashville, Tenn., will 
be converted immediately from air- 
craft production to the manufacture of 
gas and electric kitchen ranges for 
The Aviation Corp., parent company 
f Consolidated Vultee. First models 
are scheduled to come off the produc 
tion line in February. 


Farm Machinery, Too 


Later, he said, it is expected the 
Nashville manufacturing center will 
begin production of farm machinery 
equipment for New Idea, Inc., control 
of which was recently purchased by 
Aviation Corp. 

“This is the first move of its kind 
by a major aircraft manufacturer,” 
said Woodhead. “In building the 
Avco stove, which is designed for low- 
cost mass production, we will utilize 
the same manufacturing techniques 
developed during the war for large- 
scale production of aircraft. 

“With a production background 
which in 1943 made Convair the 
world’s largest producer of airplanes, 
we feel there is no problem too great 
for us to solve in converting our Nash- 
ville division to the manufacture of 
household appliances, equipment and 
farm machinery.” 

Woodhead said that retooling of 


the Nashville plant for the new prod- — 


ucts was to start immediately at a 
cost of approximately $2,000,000 Prod- 
ucts of the Nashville division will be 
marketed by Aviation Corp., Wood- 
head emphasized. 

The range which the Nashville 
manufacturing center will turn out for 
Aviation Corp. was engineered and 
developed at AVCO’s. laboratories in 
Detroit under the direction of Dr. J. 
A. Snow, research scientist. It is much 
like the conventional, modern range, 


First Models Scheduled 
For Feb., 1946, Production 


except that both Avco gas and elec- 
tric designs are equipped with high- 
level broilers to eliminate constant 
kneeling and bending. Other features 
of some models of the stove include 
processed distribution of heat, inter- 
changeable parts, and a one-piece 
“waterfall” top which rises 18 inches to 
facilitate the cleaning of burners 


Blackburn Sells 
Co-Op Appliances 


James F. Blackburn has been ap- 
pointed distribution manager of appli- 
ances by National Cooperatives, In 
Before entering co-op work in 1942 
Mr. Blackburn had been assistant sales 
manager of household appliances for 
Sears, Roebuck & Co. 





FIRST TEMPLE RADIO—Governor Ray: 
mond E. Baldwin of Connecticut is pre 
sented with first Temple radio off as 
sembly lines, by Oscar Dane, president of 
Templetone Radio Mfg. Corp. at the cor 
poration's New London plant. 
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The rumors are true. A terrific new kind of electric range America will see when they feast their eyes on the coming- 


— is on the way . . . new from the ground up. Even its name soon PRESTELINE electric range! 
is new and it’s NEWS... Preste.ine! 
We literally threw away the textbooks in creating this A NEW AND LIBERAL DEALER PouicY! 
new kind of electric range. We forgot all about the old 
“can’t be dones” that hamper progress. PRESTELINE Just as the new PresTELINE electric range is the cook- 
electric ranges were actually designed to fulfill the hopes, ing appliance that women have always wanted, the 
dreams and demands of millions of American housewives. PRESTELINE dealer policy is the one that you have always 
That’s right. Before a single blueprint was drawn, an wanted. It is a policy designed to mean a real profit- 
intensive study was conducted . . . a study of survey- building 7 rtunity for you. For we know that your 
fie success wil our success—and the success of the entire 


results obtained by the — women’s magazines, pub 


utilities, trade associations and independent agencies when line of new major electric appliances that will bear the 

they asked women everywhere the question “What fea- PRESTELINE name. 

tures would you look for in the perfect electric range?” Big-time national advertising in the leading magazines 
Plenty of the features women wanted just didn’t exist! will start early in 1946 . . . telling the selling story of 

Other features seemed just plain impossible. Building all PRESTELINE to millions of electric-range-buying Americans. 

those features into one great new range was a formidable Get started now. Write for complete story and name of 





problem. And the answer is a thrilling one .. . as all the PrResTELINE distributor in your territory. Now! 













o le 
oa PRESSED STEEL CAR CO., INC. 
off a Domestic Appliance Division 666 Lake Shore Drive Chicago 11, Illinois 
sident © 
the cor 
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LIFE Lined Gd eitTomor te 


Ly 


re’ do | me Here's what your” 
im * aahon 7 BENDIX does.-- 


ar 


Electrical appliances among the 
161 LIFE-advertised products 
that Robertson’s sells got their 
part of the play during “LIFE 
Lines” week at Robertson’s. Floor 
displays such as these acquainted 
customers with new models, 
whetted appetites against the 
time when goods will be plentiful. 


UUU readers 


your customers 


LIFE'S local impact pays off 
in your store! 
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Week-long, storewide ADVERTISED IN LIFE promotion helps 
South Bend, Ind., store in swing-over to peacetime selling! 


Counter displays, too, were used to promote appliances at Robertson’s. Results from “LIFE Lines at Robertson’s” were very pleasing to (left 
This one, for Silex coffee makers, made liberal use of special “LIFE to right) Phil Welber, Vice-President, Will Welber, Managing Director, 
Lines at Robertson’s” placards and showed Silex advertising in LIFE. and Sig Welber, President. Their combined opinion was: 

“Some departments in the store did 10 and 12 times as much business 
as during the corresponding 1944 week. All departments showed sub- 
stantial gains. In addition, we found great satisfaction in the fact that the 
promotion had effected a complete change-over in thinking on the part of 
the store’s salespeople, from war-effort endeavors to peacetime selling.” 


LIFE’s local impact 


IS a potent force: | ADVERTISED IN [a 
Tap it fully with...# & in window, floor, 


and counter displays 
FREE: sena ¢ FREE supply of ADVER- j 
TISED IN LIFE Lea Benes ntiong Ms He just the sabes: In your newspaper 


right size to drop into your newspaper advertising of 


the new appliances. We have ADVERTISED IN advertising. 


LIFE stickers, too, for use in window and counter dis- 
plays. They’re yours for the asking. Write LIFE Mer- 
chandising, 9 Rockefeller Plaza, New York 20, N. Y. 
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1.E.S. 1946 Convention 
To Be Held in Quebec 


The Council of the Illuminating En- 
gineering Society has confirmed the 
proposal of the Society’s Convention 


gu Will Agatt Hare App, f 


NN) : Uf LE.S. Convention in Quebec City, 
Canada, Wednesday through Satur- 
day, September 18, to 21 inclusive, at 
the Chateau Frontenac. 
11 Members Made Fellows 


Eleven members have been elected to 
CLOCKS AND WATCHES 


the Society’s highest membership grade 
of Fellow, by recent action of the 
I.E.S. Council as follows: 


D. W. Atwater, manager Commercial En- 
gineering and Illuminating Engineering 
Depts., Westinghouse Electric Corp's.. 
Lamp Div., Bloomfield, N. J. 

Willard C. Brown, Captain, USNR, |i- 
luminating Engineer, Nela Park Engineer. 
ing Div., General Electric Co., Cleve- 
land, O. 

George GS. Cousins, Testing Engineer, 
charge of Illumination Laboratory, Hy- 
dro-Electric Power Commission, Ontario, 
Toronto, Canada. 

A. F. Dickerson, manager, Lighting Div., 
General Electric Co., Schenectady, N. Y. 
Lester H. Graves, vice-president, Holo- 
phane Co., Inc., New York, N. Y. 

Frank A. Hansen, Western Institute of 
Light and Vision, Los Angeles, Calif. 
Ward Harrison, director, Nela Park Engi- 
neering Div., General Electric Co. 
Cleveland, O. 

H. H. Magdsick, executive engineer, 
| Nela Park Engineering Div.. General 
Electric Co., Cleveland, O. 

Preston S. Millar, president, Electrical 
Testing Laboratories Inc.. New York. 
“.:¥. 

Howard M. Sharp, Buffalo, N. Y. 

E. D. Tillson, testing engineer, Common- 
wealth Edison Co., Chicago, Ill. 


Keep In Touch With Your Distributor 


Arrer long years of war production for which we 
have three times been awarded the Army-Navy “E,” 
we are now producing limited quantities of clocks 
and watches. 

We’re still a long way short of supplying the 
demand, but the quantity will increase as our huge 
plant hits its stride. 

These dependable timekeepers will soon be mak- 
ing new friends and more sales for you. 


THE E. INGRAHAM COMPANY 
Bristol, Connecticut 


Mowry Wins Niagara Award 


W. S. Mowry of Worcester County 
_Electric Co., Worcester, Mass., has 


7 SA 14—The jewel- 
like Ingraham self 
starting electric alarm 
clock—motor com- 
pletely sealed in oil 
only 4%" high —in 
handsome silver 
plated case. 


———— p> 
SD 178—A self-starting 
electric desk clock, 
walnut or maple fin 
ish, Roman numeral 
dial with floral deco- 
rated corners and gold 
color lacquered sash. 
A most graceful Early 
American design. 


SST 6-A modern, streamlined self-starting Tam- 
+ bour, 20° long, 55¢" high. Case of finest figured 
walnut, with inlaid panels of burl walnut. Gold plated 
sash with oval etched silver plated dial. Hand-rubbed 
lacquer finish. 





been designated winner of the 1945 
Niagara Award “for the best paper 
dealing with lighting application pre- 
sented to the ILE.S. during the year 
by members primarily engaged in the 
field practice of illuminating engineer- 
ing,” according to an announcement by 
the LE.S., sponsors of the Award. 
The winning paper, “The Lighting -oi 
a Gage Laboratory” was published in 
November 1944 issue of Illuminating 
Engineering. Mr. Mowry received 
the Award, which carries a cash prize, 
at the Society’s annual meeting in New 
York recently. 


Fresh'nd Aire 
Plans Sales Drive 


An intensive campaign to promote 
sales of its complete line of air circu- 
lators has been launched by the 
Fresh’nd-Aire Co., Chicago, according 
to J. D. Allen, sales manager, who 
stated that Fresh’nd-Aire has greatly 
expanded its manufacturing facilities 
and is already starting delivery on 
many of its models. 

The Fresh’nd-Aire line includes cir- 
culators with the following sizes: 14” 
17”, 20”, 26”, and 35”. The 26” and 
35” models, widely used in industries, 
institutions, stores and other com- 
mercial installations, are available 
without priority. The three smaller 
models are shipped on priority under 
W PB-1319. 


, SK 19 —Self-starting electric kitchen 
clock, 612" wide and 7” high. Tilted 
dial improves visibility. Very popular item 
and an outstanding value. 


Allen stated that Fresh’nd-Aire is 
launching a national advertising cam- 
scutes ie paign, including magazine advertising, 
War slide films, and dealer display material, 
Preduction . 
to exploit the home market to the 
fullest extent. 


Army-Navy 
“EB” renewed 
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Be it heralded by timid, tiny 
8 , ‘g 
tinklings—the full, booming tones 
of mellow chimes — the iror-tem- 
pered clang of a cast iron bell — 
or the cheerfully vocalized “Soup’s 





On”, it’s sweet music because it’s mealtime. 
But mealtime is more than another home- 
spun episode in enjoyable eating. It is the 
climax that reveals mother’s most satisfying 
answer to healthy hunger. 


But what went on before the delight- 
ful climax? Planning and preparing, cook- 
ing and baking! For more than 70 years, 
housewives have looked to their L&H 
ranges to add the dependable touch to their 
finest efforts. Is it any wonder, then, that 











THE SHERIDAN 










Music’”’ 
ME 


L&H is looked upon with such high 


favor by so many cooking-wise housewives? 





Up-to-the-minute L&H ranges have 
time and temperature features for even, 
positive control of cooking goodness; many 
labor-saving devices for cooking ease; use- 
approved advantages that simplify many 
mealtime activities. 


And there’s sweet music for appliance 
merchants, too — sales, profits, prestige, 
goodwill — a package that is youre when 
you sell L&H cooking and heat- y 
ing appliances. Just tell us you ] 
like the sound of a tuneful cash Y 
register and we'll show you why y ff 
L&H means sweet music anytime. 











ELECTRIC 
WATER HEATER 


THE BILTMORE 


A. 3. LINDEMANN & HOVERSON CO. 


7. 
906 us ont? 


Manufacturers of ELECTRIC RANGES + ELECTRIC WATER HEATERS « 
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MILWAUKEE 7, WISCONSIN 


GAS RANGES « OIL STOVES + PORT 





ABLE OVENS + Gil HEATERS + 





Westinghouse Allocates 
Milk Cooler Supply 


Despite a four-fold increase in milk 
cooler production this year over 194] 
figures, heavy demands of dairymen 
for coolers has required development 
of an allocation program by Westing- 
house officials to assure a fair and 
equal distribution in line with needs 
of respective areas, H. F. Hildreth, 
manager of the refrigeration special- 
ties department at the Westinghouse 
East Springfield Plant announced re- 
cently. 


"The backlog of orders for milk cool- 
ers can not be met until sometime next 
year, despite production which has quad. 
rupled our best pre-war years and is 
expanding now as rapidly as materials 
and tooling equipment can be found," 
Mr. Hildreth said. 


The allocation system was developed 
through a survey made by Westing- 
house statisticians which included all 
electrified dairy farms with five or 
more cows, Mr. Hildreth explained, 
in order to supply coolers where they 
are most needed to protect the nation’s 
milk supply. 


Limited Production In 1943 


When war-suspended milk cooler 
production was resumed in November, 
1943, the County Farm Rationing 
Committee solved the distribution 
problem by issuing priorities, Mr. Hil- 
dreth pointed out. However, with the 
disbanding of committees, the survey 
and self-imposed allotment system be- 
came necessary to assure equitable 
distribution for dairymen throughout 
the United States. 

Meanwhile, production facilities at 
the plant are being expanded to meet 
the ever-increasing demand of the 
dairymen. 

“In the next twelve to eighteen 
months, our present production is 

expected to double,” Mr. Hildreth said, 
2 7 at al “so that our cooler production will be 
eight times greater than the pre-war 
WC Og 4) ee © @e peal.” 
The East Springfield Plant manu- 


ul “ factures a wide range of cabinet sizes 

e FY —constructed to fit the normal 10- 

wilh be SLE -HA, y, , gallon milk cans of the dairy industry 

. —and a self-contained “drop in” re- 

frigerating unit which can be easily 

applied to the cabinets. This “drop in” 

| unit is serviced on an exchange basis, 

Our guess is that the number of folks who will sleep tic Monthly. Also, the new-and-different radio as are houaeaees merigerater waits. On 


: 2 : con ‘2 eas the exchange basis, the coolers can be 
happily under new G-E Automatic Blankets show, “The G-E House Party,” is bringing G-E kept in continuous operation. Replace- 
will total millions. 


Blanket facts home to millions of Americans, | ment units are made available, when 





Y= * Er RI. c five days a week. the original unit, after long use, 1s 
Before the war, G-E Blankets were snatched up by : sent in for repairs or part replace- 
ments. 


55,000 enthusiastic users. During the war, G-E 

Blanket production has given way to making 's time to look over your own “sleep-happy” 
G-E “electrically-warm” flying clothing for our market. Time to plan a big new business in 
ie Forces. luxurious, “‘electrically-warm” G-E Blankets. 
General Electric Co., Appliance and Mer- Electronic Corp. of America 


chandise Dept., Bridgeport, Conn. Acquires Brooklyn Plant 





New G-E Blankets are now available—perfected 
to a new high as a result of vast wartime re- 
search and practical experience. GOOD LISTENING: Don’t miss Art Linkletter, in Electronic Corp. of America has 

ot muss , . o,e i! 53 

Your customers will be looking for them, asking for “The G-E House Party,” every afternoon, Monday an teate “ a - 

aie Wa EA GER a through Friday, 4 p. m., E. W. T., CBS. “The G-E All- a a es a 
them. There’s a broad-market ad campaign Girl Orchestra,” Sunday, 10 p. m.,E. W.T., "eC. “The for the manufacture of ECA radios 

Bihan World Today,” News, Monday through Friday, 6:45 and other products. The company wi)! 

Beautiful, Harper's, This Week, and the Atlan- p. m., E. W. T., CBS. continue to operate its two Manhattan 

factories. The new factory is now 

being remodeled and equipment in- 1 

stalled for occupancy January 1, 1946. 

According to Samuel J. Novi k, 

> | president of Electronic Corp. 0! 
Avitmalée Lienkele America, the Brooklyn building 15 
| admirably suited for straight-line 
washes % AppY”’ : | manufacture of radios. In addition to 
” anti vr Amastes 8 ws production facilities, offices and mect- 
ing rooms for its employes, the com- 
pany is installing a modern, sound- ld 
GENERAL @ ELECTRIC pon, atmos coined tet 


«| laboratory. 


under way in Life, Good Housekeeping, House 
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— Coulou presen ITS DISTRIBUTORS AND REPRESENTATIVES who are now ready 


jca has to serve America with a fine new line t (Dreher Appliances . . . Merchandise of the same high standard 
\ ode and trouble-free performance that has made the (DLose Franchise one of the most coveted in the Electrical 
anatta Appliance field. We invite further inquiries. 


is now 
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Certain Smart stores are 
due for extra fan profits in 6) 


¥. | said “EXTRA!” 


won't be sold on every corner. Selected, 


ae 


- 


better stores “(TE 5 get first crack at this real opportunity for 
Oe 
extra fan sales. €$) Victron extensive advertising will help plenty. 

The new Victron ow fans are better looking, better quality than 
ever. Your eyes RS will tell you. They're whisper quiet-- 
ao“ . . . 

your ears Re will tell you. They're priced right-- 
your customers will tell you. So, be smart and get aboard the 


a 
Victron Profit Special. Write today for details. 


AND PED -» VICTRON AIR CIRCULATORS —VICTRON EXHAUST 
PORTABLE IRONERS —VICTRON F.H.P. MOTORS 


VICTOR ELECTRIC 


PRODUCTS INCORPORATED 


DECEMBER 








Average Consumption 
Reaches | ,200 Kw.-Hrs 


An important milestone in elect: ical 
progress in America is indicated by the 
announcement by C. W. Kellogg, presi- 
dent of the Edison Electric Institute, 
that use of electricity in the home, on a 
nationwide average, has reached 100 
kw.-hrs. per month per customer. Sta- 
tistics of the Institute show that for 
the twelve months ending September 
30 average residential electrical con- 
sumption was 1,200 kw.-hrs. 

In 1915, Mr. Kellogg said, the aver- 
age annual consumption of kw.-hrs. of 
electricity in the home was 260; by 
1930 this figure had climbed to 547, and 
is now, 1,200. Thus, average use of 
electricity in the home has more than 
doubled every fifteen years during the 
past three decades, while the average 
unit cost is less than half what it was 
twenty years ago. 

The continuing gains in the use of 
electricity were attributed by Mr. 
Kellogg largely to three factors: con- 
tinuous promotional efforts by all 
branches of the electrical industry—in- 
cluding extensive newspaper acvertis- 
ing—which have brought a growing 
public appreciation of the many con- 
veniences electricity provides for liv- 
ing; the continuing introduction and 
development of electrical appliances; 
and early adoption of rate schedules 
designed to encourage maximum use 
of electricity by automaticaily provid- 
ing lower rates for greater use. 

“Ever since Edison started his Pearl 
Street Station, the cost of electricity 
has shown a steady decline. At the 
end of September, 1945, the average 
cost of a kw.-hr. electricity was 3.45 
cents. This compares with 5 cents ten 
years ago, 74 cents twenty years ago 
and 8} cents at the end of World 
War I. In 1885 the rate was 24.5 cents 
per kw.-hr., by 1900 the rate averaged 
17 cents” Mr. Kellogg said. 











AUTOGRAPHED REFRIGERATOR — 
Captain Stuart S. Murray, skipper of the 
battleship Missouri, indelibly auto- 
graphs a brand new G.E. refrigerator 
donated by the company to the Victory 
Loan Drive, as Comdr. A. F. Spring, 
ship's executive officer, looks on. The 
refrigerator, bearing the names of the 
Missouri's officers, will be auctioned of 
to the purchaser of the greatest number 
of victory bonds. The door is covered 
with these names, scratched into the 
paint from the tool in Captain Murray's 
hand. Red paint will be rubbed into the 
scratches in order to bring out the names 
and the door will then be varnished for 
posterity to see what is probably the 
most valuable 7-cubic-foot electric refrig 
erator in history. 
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Sure glad to ring up the extra profit 
opportunity in this picture! ... I just take 
a copy of this month’s Companion... 
display it in my window or counter along 
with these advertisers’ products ...then 
watch the extra profits roll in. Because 
I've found that products advertised in the 


tra profits 


WOMAN’S HOME COMPANION sans ” 


250 PARK AVENUE, NEW YORK 
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IT WILL PAY YOU TO 


Expect great things of ~%M~ in 1946! 
Here are some important developments to look 
for— 
Production will reach an all-time high 
through sensational new manufacturing and 
assembly line methods we have developed 
based on our 20 years experience. 


Greater quality, dependability and per- 
formance than ever before in all eM- 
appliances. 


Exclusive new ~%M~ selling features. 


A new and powerful national advertising 

campaign in leading magazines that will 

not create immediate demand, but will con- 

tinue to build future customers for ‘you 

when the present “ sales honeymoon”? is over. 
We’re aggressive. We’re going places in ’46! 
It will pay you to watch ~KM~. 





President 


a 
as 







KNAPP-MONARCH OFFERS YOU A COMPLETE Shs Sew 
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KNAPP-MONARCH -—_ 2 
é o.«) 
&va%® = 
NOW IN FULL SCALE PRODUCTION: i! } 
“KeM~ New Reflex Heater ~K-M~ Automatic Iron 
. . 
“KeM~ 3-Heat Stove with New “EM Dur-A-Bilt New Auto- 
matic Toaster 
Embedded Dur-A-Life Elements e 
° ~“KeM~ New Multi Control 100 fe 
*KeM~ Infra-Red Ray Lamp Varied Heating Pad i. | — 
Other items will follow soon 3 ; if 
WE’LL SEE YOU AT THE HOUSEWARES SHOW! : b 
~ % 


Drop in and visit with us at the Housewares Show in Chicago and see our 


complete ~#%M~ line on display in rooms 885 and 886 at the Palmer House. 


ST. LOUIS 16, MISSOURI, U.S. A. 


= i A, 


= 


-PROFIT PROVERB! BACKED BY 20 YEARS EXPERI SS 
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Your greatest market. 


is in... WRINGER 
TYPE WASHERS 


...- AND I'M GOING 
TO FEATURE THE 


voss... 


BECAUSE IT'S 
OUTSTANDING IN 
THIS BIG VOLUME 

FIELD! 








Simplest, safest, most satisfac- 
tory of washers, the wringer 
type machine remains the fav- 
orite of the vast majority of 
buyers. And VOSS offers, by 
far, the most for the buyer's 
money today .. . as always! 


Electro Safe Wringer... 
safest in the world. Slightest contact stops both roll- 
ers, shuts off entire mechanism, and motor or engine. 


Floating Agitator... 
washes clothes cleaner. Action takes place on and near 
surface of water, where suds and clothes meet. Dirt 
swished out and swirled to the bottom of the tub. 


Auto Type Transmission... 
simplest, trouble-free washing machine mechanism 
known. Few moving parts, all enclosed and self- 
lubricated. Means less cost for service. 


See the VOSS Washer now .. . see for your- 
self why thousands of dealers like the washer 
that most women like. See the VOSS today! 


Voss BROS. MFG. CO. 


vTavruwe@e@ sy iowa 
Whelesalie Distributers in All Principal Cities 
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WESTINGHOUSE OFFICIALS INSPECT 1946 RANGES—As T. J. Newcomb, sales 
manager of the Westinghouse Appliance Division, left, and Dean Fighter, superin- 
tendent of range production, look on, R. M. Beatty, manager of the range depart- 
ment, explains advantages of the new unit. Westinghouse production is centered 
on the new Champion model, a medium priced range. 











International Lighting Exposition 
to be Held in Chicago Next April 


Next April 25, 1946, will be open- 
ing day in Chicago for the First Inter- 
national Lighting Exposition and Con- 
ference, it was officially announced 
recently by the Exposition’s sponsors, 
the Industrial and Commercial Light- 
ing Equipment Section of the National 
Electrical Manufacturers Association. 
At the Exposition, which is to be held 
in the Exhibition Hall at the Stevens 
Hotel, leading lamp and lighting equip- 
ment manufacturers will unveil the 
newest developments in lamps and 
lighting equipment for industrial and 
commercial use, schools, offices, etc. 


Postponed During War 


Originally scheduled for last April, 
the Exposition was postponed due to 
the war ban on conventions. While 
tremendous interest was then manifest, 
it is anticipated that the Exposition 
will now become an even greater at- 
traction because of the many advance- 
ments in lighting which will be ready 
for showing next Spring. The Ex- 
position will provide an unequalled 
opportunity for architects, consulting 
engineers, building managers, execu- 
tives of industrial and commercial es- 
tablishments to see “What's New in 
Lighting.” Here they will obtain first 
hand information about the better and 
more efficient lighting units for indus- 
trial plants and offices, developed out 
of war production lighting experience, 
new novel store lighting fixtures, ad- 
vanced school lighting and ‘new types 
of floodlighting units for sports and 
service areas. 

In addition to the exhibits of the 
latest in lamps and lighting units, 
there will be many interesting and in- 
formative displays on the application of 
lighting principles. Educational ex- 
hibits will show the progesss made in 
the utilization of improved light 
sources and the results in terms of 
conservation of eyesight, easier, more 
comfortable seeing, economies in pro- 
duction. and increased retail sales. 


Lighting Conference 


As a part of the Exposition, there 
will be conducted a series of lighting 
conferences at which nationally recog- 


Latest Developments 
in Lamps and Fixtures 
on Parade, April 25-30. 


nized authorities will discuss the latest 
trends in lighting practice and lighting 
sales training, the most effective means 
of providing efficient seeing conditions 
for school children, office and factory 
employees, and the many uses of light 
as a sales medium through which sell- 
ing is made easier, customer satisfac- 
tion improved, sales and profits in- 
creased, prestige enhanced. 

This committee is now at work on 
the program and the many activities 
scheduled to be held concurrently with 
the Exposition. These will be an- 
nounced later. Exposition Committee 
is as follows: E. C. Huerkamp, West- 
inghouse Electric Corp., Chairman; 
S. R. Naysmith, The Miller Co. ; R. W. 
Staud, Benjamin Electric Mfg. Co.; 
A. A. Overbagh, Overbagh & Ayres 
Mfg. Co.; F. I. Wilson, F. W. Wake- 
field Brass Co.; W. P. Lowell, Jr., 
Sylvania Electric Products, Inc.; D. J. 
Biller, Day-Brite Lighting, Inc.; F. J. 
Martin, National Electric Manufac- 
turers Ass’n. Those desiring further 
information should write Exposition 
Manager, A. B. Coffman, International 
Lighting Exposition, 111 W. Jack- 
son Blvd., Chicago 54, Ill. 


Nash-Kelvinator Buys 
English Subsidiary 


Nash-Kelvinator Corp. has pur- 
chased Kelvinator, Ltd., English sub- 
sidiary of Kelvinator of Canada, Ltd., 
it was announced by H. A. Lewis, vice- 
president. 

The purchase, for $615,000, has the 
twofold purpose, Mr. Lewis said, of 
sharply strengthening the net working 
capital position of the Canadian com- 
pany, while at the same time providing 
for expansion of the British company 
as a self-contained manufacturing and 
distributing unit. 
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Look for WAX-O0-NAMEL 





The most stunning finish ever developed for house- 
hold appliances and equipment is now available for 
manufacturers to use on their new merchandise. It's 
Johnson’s WAX-O-NAMEL, the patented enamel 
that actually contains wax! 


Mr. Dealer, because women buy with aneeye for 
beauty, WAX-O-NAMEL appeals instantly. To 
the eye, its lustre is utterly unlike that of any other 
finish. To the hand, WAX-O-NAMEL has a satin 
smoothness. The wax lustre lasts as long as the finish 
itself. Along with its virtue of beauty, WAX-O- 
NAMEL gives extra protection; in the home it 


keeps its good looks longer and is easier to clean. 


Your customers are learning about 
WAX-O-NAMEL 
WAX-O-NAMEL is being merchandised to con- 
sumers through special messages in Johnson’s Wax 
national advertising. Millions of readers see these 


messages, and will be eager to buy products finished 
with WAX-O-NAMEL. 


You will be interested in the complete WAX-O- 
NAMEL story. To get it, fill out and mail the 
coupon today! 


Johnson‘s WAX-O0-NAMEL 


is made by the makers of Johnson's Wax (a name everyone knows) 
S. C. JOHNSON & SON, Inc., Racine, Wisconsin 
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MAIL THIS 
COUPON TODAY! = 


S.C. Johnson & Son, Inc., 

Dept. EM-125 

Product Finishes Department, Racine, Wisconsin 
Gentlemen: I'm interested in WAX-O-NAMEL, 
and would like to have a copy of the WAX-O- 
NAMEL brochure, “What Her Dreams Can Mean 
to You.” 


Name 





Address 


Company Name__ 








Sit right down and 
write yourself a memo--- 


ES, SIR, now is the time to look 
into the TEMCO set-up—what’s 
behind it—what’s ahead of it . . . if 
you want to make money in the heat 


ing business. 


The Tennessee Enamel Manufacturing 
Company is all set to go with a new 
product—The TEMCO Gas FLOOR 
FURNACE—developed before the war, 
then re-engineered and improved dur 
ing the past three years when we 


couldn’t make ‘em. 


The product is ready ... for a waiting 


market ... and so is a rip-snortin’ sales 


campaign. This is a package of selling 





Quick Facts 
about the 
new TEMCO 
Gas FLOOR 
FURNACE 


Re-engineered, to include new features 


developed in wartime experimentation. 


One of the FIRST to cain A.G.A. APPROV 
AL under new and stricter specifications. 


Burns all Fuel Gases— natural, manufac- 
tured and L-P (Liquid Petroleum) with 
equal efficiency. 

Fully Automatic — Minneapolis-Honeywell 
thermostatic controls, optional. 

100% Safe—fully guarded by safety devices 
built im and included in selling price. 
Has the new “WHISPER-QUIET BURNER” 


Your assurance of silent flame performance. 


Easy to Install. 











tools—using every form of advertising 
and sales promotion—ready to go to 
town for TEMCO dealers. 


OBEY THAT IMPULSE! 

If this is interesting to you—don't waste 
a day in getting complete information! 
Write us for the name of the nearest 
TEMCO distributor, and he'll give you 
the whole picture .. . of the huge 
home heating market . . . and of your 
opportunity to cut yourself a thick 
slice of profits. 

TEMCO also manufactures a complete line 

SPACE HEATERS, combining the ultimate 

space heating efficiency with appealing 


beauty of design. 


Specially engineered Bu-Pro-Fire Models 


for L. P. Gas. 


FOUR ie AWARDS 


The Biggest Little Thing in Heme Heating 


TENNESSEE ENAMEL MFG. COMPANY ~- Nashville, Tenn. 
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MAKING G-E ELECTRIC BLANKETS—Mrs. Marie Mullen and Mrs. M. Theresa Conte 
are shown at work on a process known as “shuttling”, one of the important steps in 
the manufacture of G-E automatic electric blankets. It consists of inserting the long- 
life, single-strand, spiral-wound insulated wire in channels woven in the blanket fabric. 
Blankets are now in production at Bridgeport. 
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Sterling Furniture Co., 
San Francisco, Features 
Individualized Parties 


The Sterling Furniture Co. of San 
Francisco has been featuring parties 
designed by local celebrities who pre- 
sent personally their chosen events and 
then leave a record of them for the 
party book of the Home Advisory 
Bureau, which is sponsoring the events. 
The speakers at this series include 
Cleo Filsinger, Marguerite Fenner 
and Lou Osborn of the Pacific Gas 
& Electric Co.; Lois Ferris, Westing- 
house home economist; a representa- 
tive of General Electric; and women’s 
page editors from local newspapers and 
magazines. 


Phil E. Wilson Appointed 
Manager at Lee's, Inc., Baltimore 


Lee’s, Inc., 3424-26 Eastern Ave., 
Baltimore, Md., announces the ap- 
pointment of Phil E. Wilson as mana- 
ger of its Refrigeration and Appli- 
ance Division. 


L. W. Phillips Manager at 
Smith-Bridgman & Co., Flint, Mich. 


Lawrence W. Phillips is the new 
manager of the Major Appliance De- 
partment at Smith-Bridgman & Co., 
Flint, Mich. Mr. Phillips was formerly 
connected with the OPA. 


Sterling's, Little Rock, 
Inaugurates Appliance Department 


The Sterling Department Store, Lit- 
tle Rock, Ark., announces the opening 
of a complete home appliance depart- 
ment, featuring nationally known lines. 


Scruggs, Vandervoort & Barney, 
St. Louis, Plan $1,000,000 Addition 


Plans are under way by Scruggs, 
Vandervoort & Barney, Inc., St. Louis, 
Mo, for a branch store to cost nearly 
a million dollars, according to Frank 
M. Mayfield, president. There will be 
two complete selling floors, as well as 
a mezzanine and roof garden. 
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B. H. Levy, Savannah, 
Begins $125,000 Expansion 


B. H. Levy, Brother & Co., Savan- 
nah, Ga., is enlarging to the extent of 
$125,000, part of which will be used 
to establish a major appliances depart- 
ment on the third floor. 


Kunzelmann-Esser, Milwaukee, 
Adds Appliance Section 


A new appliance department will be 
added by Kunzelmann-Esser of Mil- 
waukee, Wis. Leroy Kunzelmann re- 
ports that nationally advertised brands 
will be featured. 


Hutzler & Co., Richmond, 
To Reopen Appliance Department 


According to announcement by Har- 
old Hutzler, merchandise manager, 
Hutzler & Co., Richmond, Va., will 
reopen its appliance department at an 
early date. 


People's Store, Olympia, 
Celebrates Opening 


The People’s Store, Olympia, Wash., 
recently celebrated a grand opening of 
its appliance and home furnishings de- 
partments, with several small appli- 
ances and ranges on sale and more 
promised. 


Hammond-Brown-Jennings, 
Spartanburg, Make 
$50,000 Renovations 


Hammond-Brown-Jennings Furni- 
ture Co., 167 N. Church St., Spartan- 
burg, S. C., is remodeling to the ex- 
tent of $50,000, a large share of which 
will be devoted to the appliance de- 
partment, located in the basement. 


Milen's Kansas City, 
Introduces Appliances 


Milen’s Department Store, Kansas 
City, Mo., has recently installed an 
appliance department, featuring the 
Hotpoint line. 
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How Many Items Offer You All 
The Advantages of G-E Lamps? 


ynte 
s in 
ng- 


pric. 


van- 












it of 

used 

bart- 

a Stop a minute—read the tag—and try to think of other 

she items in your stock that offer you . . . the Retailer... 
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ment G-E Lamps. Let G-E’s sales-stimulating advertising 
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Bape ing a merchandise display of G-E Lamps around the 
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| better than ever, TENNESSEE VAL- 
LEY’S Top-Line Electric Water Heater is once more 
available for your customers in limited quantities. 
Beautiful and fully automatic, with hermetically 
sealed heating unit and Fiberglas insulation, the R-30 
combines eye-appeal with price appeal. 


30-gallon galvanized tank; beautiful white steel cover- 
ing; black top and base. Write for catalog sheet and 
prices. 


Specifi cations 


1500 or 2500 Watt units, 230 volt, AC 
Full 30-gallon capacity 

3-inch Fibergias insulation 

Overall height 53” 

Diameter 18's” 

Shipping Wt. (approx.) 152 Ibs. 
Shipped one to a crate 

Hermetically sealed heating unit 
Thermostat adjustable for varying 
temperatures 





TOP @ LINE 


TOYS APPLIANCES 


TENNESSEE VALLEY 
ASSOCIATED MARKETERS 


GAMBILL BUILDING, NASHVILLE, TENNESSEE 
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FRIGIDAIRE MAKING KITCHEN CABINETS—Following the announcement that 
Frigidaire would make and market home freezers, it has now been announced that 
kitchen cabinets have been added to the post-war line. The “Packaged Center", 
with individual centers for the electric range, refrigerator and sink, available in a 
variety of sizes, will constitute the majority of kitchen cabinet sales, the company 


believes. 
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Nathan Dohrmann, San Francisco, 
Undergoes Change of Quarters 


Nathan Dohrmann Co., housewares 
department store of San Francisco, has 
announced its removal from its present 
site to another building on the same 
block facing Union Square. The new 
quarters will be enlarged with the ad- 
dition of several stories. 


Economy Department Store, 
Rutland, Opens Appliance 
Department 


An electrical appliance department is 
one of several to be opened by the 
Economy Department Store in its new 
annex on Merchants Row, Rutland, 
Vt., according to W. I. Ginsburg, man- 
ager. Remodeling of the adjoining 
building cost approximately $35,000, 
it was stated. 


Marshall Field & Co. 
Expands in Evanston 


Marshall Field & Co. is expanding 
its Evanston, IIl., store to make more 
room for appliances, which will be 
moved from the fifth floor of the pres- 
ent building to the new section, located 
beneath a parking ramp for customers’ 
cars. 


Fair Department Store, 
Fort Worth, Open Showroom 


for Appliances 


The Fair Department Store, Fort 
Worth, Texas, is building a separate 
street level show room next door to 
the main store. The showroom will be 
divided into separate sections for dis- 
play of major appliances. 


D. H. Holmes Co., New Orleans, 
Appoints Henry Aime Manager 


Henry Aime has been appointed 
manager of the electrical appliance, 
radio and phonograph department of 
D. H. Holmes Co., New Orleans, La. 
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May Co., Los Angeles, Opens 
Demonstration Display 
Departments 


The May Co. has started construc- 
tion on a $100,000 one-story appliance 
building next to its Wilshire Blvd. 
store in Los Angeles, Cal. Home eco- 
nomics courses will be presented in a 
300-seat auditorium, and appliances 
will be displayed in surroundings sim- 
ilar to those found in the home. 


Hadley Co., Fort Wayne, 
Enlarges Appliance Showroom 


Work has just been completed on an 
enlargement of the basement display 
room of the Hadley Co., Fort Wayne, 
Ind., according to Edwin Hadley, pres- 
ident. The basement will house a 
new appliance showroom. 


Hi-Speed, Toledo, Names 
E. J. Rommel Appliance Manager 


E. J. Rommel has been made mana- 
ger of the Appliance Sales Department 
of the Hi-Speed Tire & Accessory 
Co., Toledo, Ohio, a subsidiary of 
Hickok Oil Corp., which before the 
war sold appliances through its filling 
stations. 


Kobacker's, Buffalo, Plans 
$200,000 Expansion Program 


Kobacker’s Department Stores, Buf- 
falo, N. Y., is planning a $200,000 ex- 
pansion and remodeling program at its 
Broadway and Main St. stores and will 
enter the field of merchandising elec- 
trical appliances on a broad scale. 


Frank Massaro Heads Appliances 
At Boston Store, Columbus 


Frank Massaro, who recently re- 
signed from OPA, has joined the staff 
of the Boston Store, Columbus, Ohio, 
where he will be buyer and manager 
of electric appliances, a new depart- 
ment to be opened there. 
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with FIREBED 
- that BREATHES 


This Combustioneer Bin-Feed feeds coal 
direct from the bin to the fire-bed. The 
Combustioneer line of hopper-type and 
bin-feed models is complete for serving 
residences, apartments, public build- 
ings, institutions, and industrial plants. 


If you want to handle a stoker 
with exclusive features which 
makes sales easier—not only now 
but in the competitive days ahead 
—your answer is Combustioneer, 
the advanced, modern stoker 
with Fire-Bed that “Breathes.” 


It is simple for prospects to 
understand how Combustioneer’s 
“Pulsating” Transmission feeds 
coal by “impulses” —a stop-and- 
go action. This “impulse” feed- 
ing “agitates” the fire-bed, keep- 
ing it loose, free-burning, so that 
every particle of coal is sur- 


rounded by air. 


And they like the new, ex- 
clusive way Combustioneer’s 
Automatic Respirator forces the 
correct amount of metered air 
around every particle of burning 
coal to produce complete combus- 


Cash in THIS YEAR with 
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tion. They see instantly how this 
“agitation and aeration” make a 
FIRE-BED that “BREATHES” 
and thus extracts EXTRA heat- 
energy from every pound of coal. 
This exclusive, convincing sell- 
ing story enthuses dealers every- 
where. They also report great 
satisfaction with Combustion- 
eer’s national advertising and the 
way the factory helps them. by 
supplying a wide array of tested 
promotional and sales helps. 
Choice dealerships are still 
open in some areas. Wire or write 
for complete details of Combus- 
tioneer’s profit-protected Dealer 
Franchise. Act now while these 
dealerships are still available. 
THE STEEL PRODUCTS ENGINEERING CO. 
1241 W. Columbia St. Springfield, Ohio 


Designers, Engineers and Manufacturers 
of Precision Products Equipment 
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AUTOMATIC COAL STOKER 


FOR HOMES, 
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THERE’S NOTHING SO OBSOLETE 
AS LAST YEAR’S 


Your customers know the war 
is over. They're expecting the 
latest and are ready to buy it. 
That's why it’s more important 
than ever before for you to 
attend this year-end show. 
Here in one place, you'll see 
what America will be buying 
tomorrow ... the newest and 
latest... all the products that 
are definitely Post-War. You'll 
save time, money and the dan- 
ger of stocking obsolete items. 
Make your plans to come 
early and get in on the “Hot” 
ones. All the leading manu- 
facturers will have exhibits. 
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New lronrite plant near Detroit, which will permit a production increase of 300°. 


New Ironrite Plant 
To Up Output 300% 


H. A. Sperlich, president of the 
Ironrite Ironer Co., Detroit, Michigan, 
has announced the purchase of a new 
factory in Mount Clemens, near De- 
troit, and all Ironrite operations will 
be moved from the present Piquette 
Avenue plant in Detroit around the 
first of the year. 

Preliminary moving operations will 
be carried on with little interruption 
to present production. Shipments will 
continue to be made from the Detroit 
plant until moving is completed, at 
which time all operations, including 
sales, will be transferred to Mount 
Clemens. Parts stocks are now being 
built up so that production can be kept 
at a high level. 

The new plant contains 115,000 
square feet of floor space and is of 
modern, one-story design, ideally 
suited to efficient, volume ironing ma- 
chine production. According to W. R. 
Dabney, Ironrite sales manager, it 
was this need for increased production 
facilities which dictated the move. 
The new plant will permit a production 
increase of 300%. 

Considerable expansion has been 
completed recently in the Ironrite dis- 
tributor and dealer organization. The 
company now plans, in commemoration 
of its approaching 25th anniversary, 
to set up the largest production sched- 
ules in its history. 

First demonstrator shipments to dis- 
tributors were made by air express. 


Goodyear Aircraft 
Make Refrigerator Boxes 


Goodyear “Aircraft Corp., Akron, O. 
has disclosed it has signed a contract, 
running into several millions of dollars, 
for the manufacture of refrigerator 
boxes for the Wilson Refrigerator Co. 


Bearing the trade name of “Zerosafe” 
the new refrigerator is intended for use 
on farms or in large homes, with cabi- 
nets being of two sizes, 15 cubic feet 
and 25 cubic feet. Each model will 
contain a fast-freezing unit operating 
at from 10 to 15 degrees below zero, 
and also will contain a storage com- 
partment. 


Chattanooga Starts 
Fall Lamp Bulb Drive 


In order to stimulate freer use of 
electricity now that the war is over, 
Chattanooga, Tenn., has scheduled, as 
its first seasonal cooperative merchan- 
dising activity, a Bonus Lamp Cam- 
paign, in which all retail outlets selling 
lamp bulbs are being invited to join. 
The Electric Power Board of Chat- 
tanooga is sponsoring the drive. Here’s 
how it works: 

When a cooperating dealer sells a 
6-bulb “Handy Lamp Package” which 
is being featured, or any other group of 
six incandescent lamps, he may get 
an acknowledgment from the customer 
whose name and address identify him 
as a customer of the Electric Power 
Board. To such a customer the dealer 
gives a 100-watt lamp as a bonus with 
the purchase. The dealer then turns 
the acknowledgment slip in to the 
Power Board sales room and is reim- 
bursed at the rate of 12¢ for each 
bonus lamp. 


“Mystery Shopper” 


To stimulate sales interest in the 
project, a “Mystery Shopper” sent by 
the Power Board calls at many dealers’ 
stores, and if asked specifically by the 
sales clerk to buy lamps, gives that 
clerk a one dollar bill as a reward. In 
case the sales person neglects to sug- 
gest the purchase of lamps, a post card 
is sent with regrets that the dollar was 
lost. It is believed that an incentive 














VISUAL OF MAJESTIC'S NEW PLANT—Architect's drawing of the new record press- 
ing plant now under construction at Burbank, Calif., for Majestic Records, Inc. This 





new plant will suppl + the 


James J. Walker, president. 


pany's operation in Newark, N. J., according to 
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Springfield, TU, (gyisin v2.50)... The Hawkins Electric Co. is appli- 
ance “repair’’ headquarters for 100 women customers .... . . 
3O% said they read the Journal 


New Brunswick, N. oJ. (gpistin 35,50) , . . 100 women recently sent their 
electrical appliances to W. S. Albright for repairs ...... 
1G% said they read the Journal 


All over America --- Customers come in when the Journal comes out 
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\\ 5 million war brides 


havent seen a new 


Many million more wives 
wanting one, until now, 
could not afford IT 


Some, because they'll con- 
tinue to hold down jobs in 
peace, as in war.. 


“IT” is the new Hamilton Beach 
Food Mixer—the only mixer 
with both easy portability and 
finger-tip bowl control! Hamil- 
ton Beach dealers know there 
are prospects galore among 
their regular customers. With 
a quality product backed by 
consistent wartime advertising, 
with bigger and better promo- 
tion to come, they're sure to 
sell plenty of new customers as 
well. Hamilton Beach Com- 
pany, Division of Scovill Manu- 
facturing Co., Racine, Wis. 


HAMILTON 


All crave the faster, easier 
cooking methods IT pro- 
vides... 


Others, because kitchen 
work is far from easy—the 
less of it, the better. 


itt ttt 2 2 2 2 











M Poungatoun Kitchenaide 


THE OLD FASHIONED Simx 


INSPECT NEW YOUNGSTOWN KITCHEN UNITS —First post-war Youngstown 
Kitchen units to come off the production lines at Mullins Mfg. Corp.'s plant are 
inspected after being put on display. Left to right are Frank Knecht, sales mana- 
ger, Charles A. Morrow, vice-president in charge of sales, and C. D. Alderman, 


assistant sales manager. 


Youngstown Unveils 
New Kitchen Line 


More than 150 distributor repre- 
sentatives who saw Youngstown Kitch- 
ens’ post-war line unveiled during a 
three-day factory sales convention 
(November 14, 15, 16) were told that 
merchandising modern, steel kitchens 
can become the next big home appli- 
ance industry “if dealers are trained to 
keep out of trouble.” 

This was the statement of Charles 
A. Morrow, vice-president in charge of 
sales for Mullins Mfg. Corp. “We 
must help retail dealers everywhere to 
eliminate the profit-consuming selling 
methods that developed before the 
war,” he said. 

“We must show them how to sell and 
install steel kitchens for the mass 
market—where the profit is—rather 
than to try to sell every prospect a 
thousand dollars worth of equipment. 


New Models 


The new Youngstown Kitchen line 
of steel equipment includes six twin- 
bowl cabinet sinks and three single- 
bowl models; twelve floor cabinet 
models, with continuous tops available 
for any combination of cabinets, four- 
teen wall cabinet models and a greatly- 
expanded line of accessory items. 

Shipments of complete floor displays 
started in mid-November, and _ all 
dealers throughout the nation will re- 
ceive these before distributors get 
warehouse stocks. 


Warmer Color Daylight 
Fluorescent Lamps Ready 


Fluorescent lamps which furnish a 
new and warmer-appearing daylight 
color, known as “4500 degree white”, 
soon will be in production, accarding 
to the Westinghouse Lamp Division, 
Bloomfield, N. J. 

Made possible by developing a new 
formula for making and mixing the 
phosphor crystals which produce the 
regular daylight and white light, the 
new color was described by Eugene W. 
Beggs, commercial engineer, as about 
midway in color quality and also light 
output between the present standard 
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white fluorescent lamp and the day- 
light lamp. The standard white and 
daylight lamps will still be available. 

Initially, Mr. Beggs added, the new 
color will be offered in only the 40 
and 100-watt sizes, the two most popu- 
lar fluorescent lamps for industrial 
and commercial applications. 


G-E Buys New Plant 
For Automatic Washers 


The General Electric Co. has com- 
pleted negotiations to purchase a new 
factory outside of Trenton, N. J., for 
the manufacture of automatic wash- 
ing machines, H. L. Andrews, vice 
president in charge of the company’s 
Appliance & Merchandise Department, 
has announced. 

Between 900 and 1000 persons will 
be employed in the plant when full 
production is reached, Mr. Andrews 
said. 

The 270,000-square-foot factory at 
2231 East State Street, Hamilton 
Township, N. J., has been owned by 
the Defense Plant Corp. During the 
war it was used by the General Elec- 
tric for the manufacture of Navy 
switchgear. 

Mr. Andrews said that the wartime 
DPC equipment is being removed from 
the building and that work preliminary 
to setting up the new automatic 
washer production line is now under 
way. 


G.E. Small Appliances 
To Be Fair-Traded 


General Electric will fair trade its 
small electrical appliances at the retail 
price level, it has been announced by 
C. W. Theleen, manager of traffic 
appliance sales. 

Covered by the new policy are clocks, 
irons, mixers, toasters, roasters, coffee 
makers, waffle irons, sandwich grills, 
portable heaters, heating pads and heat 
lamps, sun lamps, fans and automatic 
blankets. 

These items, Mr. Theleen said, wil! 
be fair traded in all states except 
Texas and Missouri and the District 
of Columbia, where fair trade laws are 
not in effect. 
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the safer 
no-burn heater 
most people 


prefer 





NATIONALLY ADVERTISED IN 


OU'VE never seen a heater like this! Wittie 

Portable Electric Heater provides real STEAM 
heat . . . quickly and economically. Not just “fire- 
place” heat . . . but uniform warmth that’s air-circu- 
lated to every corner of the room. Wittie is safer 
and cleaner, because it has no exposed glowing coils 
to cause fire or burn. In light-weight luggage design 


—handsome as a piece of furniture. 





SPECIFICATIONS: 212 x 17 x 73% inches; automatic 
safety shut-off; 2-stage heat regulator; operates on AC 
current; three attractive colors; in “Fan-Blow” or Con- 
vection models to suit individual needs, 





Established 1932. Wittie's War Role—designing, en- 
gineering, and building ventilating equipment used 
in tanks, planes, and ambulances. 


W ITT te M & G. & SA L E s € Oo. General Offices and Plant: 1414 S. Wabash Ave., Chicago 5, Ill. 


Branch Offices and Representatives in New York, Kansas City, Los Angeles, and Detroit. 
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Furure home builders are think- 


ing modern heating into their 
plans. Are you, Mr. Dealer, in 
a position to play the important 
and profitable role that will be 
expected of you? 


It is time now to give thought to what 
will be necessary for successful sale of 
oil burning space heaters, water heaters, 


ranges and furnaces. 


Carefully engineered and constructed prod- 
ucts cre essential to successful merchan- 
dising, and care should be exercised that 
the line of heaters you choose fo sell will 


measure up to the highest standards. 


For nearly 20 years Detroit Lubricator Com- 
pany has produced “DL” Safety Float Valves 
to these high standards—simple, sturdy con- 
struction assuring reliable service. Select a line 
of heaters equipped with “DL” Safety Float 


Valves and be ready for the demand. 


soo 





DETROIT 8, MICHIGAN 


Division of American Rapiator & Standard Sanitary conrorarion 


Conadion Representatives — RAILWAY AND ENCINEERING SPECIALTIES LIMITED, MONTREAL, TORONTO, WINNIPE 


Detroit | usricator Company General Offices: 5900 TRUMBULL AVENUE | 





“DL” Heeting and Refrigeration Controls ¢ Engine Safety Controls a 
Accessories © “Detroit” Expansion Valves and Refrigeration Accessories © 
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Goodyear Establishes 
Merchandising Lab 


Goodyear Tire and Rubber Co. has 
established a visual merchandising 
laboratory, taking up 20,000 sq. ft. of 
floor space, to show the 30,000 inde- 
pendent retail merchants throughout 
the country who will sell Goodyear 
products how to increase their sales. 
Though Goodyear will continue to 
make certain home furnishings items, 
especially appliances and housewares, 
available to these retail outlets, the 
company’s first and essential interest 
will continue to be the sale of tires, 
according to E. J. Thomas, president 


State Planning Stressed 


The “merchandising laboratory”, 
soon to be expanded into a center of 
scientific sales research in Akron, 
stresses store planning and display, 
and was developed by Vern H. Jones, 
director of store planning. He said the 
equipment, process, arrangements, dis- 
plays, and all the other phases of mer- 
chandising recommended at the labor- 
atory have been proved in the national 
market. The consultation, blueprints, 
and full information necessary to help 
the dealer modernize are available 
without charge. His only expense is 
the physical revision of his establish- 
ment required to modernize his point 
of distribution, said Jones. 


Three Model Stores 


Three model stores were set up in 
the displays, with tires and tubes hav- 
ing the key spots. Planning calls for 
store modernization, with an attractive 
interior and white porcelain exterior 
Scientific arrangement of merchandise, 
with emphasis on display, a complete 
visual open front extending from floor 
to ceiling and from wall to wall, and 
standarization of colors and equipment 
are parts of the program. Standard 
equipment included signs and window 
valances to give a “family resem- 
blance” to all Goodyear outlets. Stand- 
ardized store fronts, fixture layout, dis- 
plays, and service equipment have been 
prepared. Firm will also give dealers 
merchandising advice, including com- 
plete best selling model stock assort- 
ments, seasonal stock allocations, and 
even advice on individual small counter 
bins. Program also includes a full 
range of sales promotional activities, 
sales training material for clerks, ac- 
counting methods, and complete 
advertising mat service. 


76,611 Coal Stokers 
Sold in 9 Months 


Factory sales of mechanical coal 
stokers for the first nine months of 
this year totaled 74,611 units of all 
sizes and types compared with 26,998 
machines for the corresponding period 
in 1944 and 24,664 for the same months 
in 1943, as shown by a report released 
by the U.S. Department of Commerce 
based on figures supplied by manufac- 
turers representing almost the entire 
production of stokers in the United 
States. 

Sales of stokers in September of thi 
year totaled 14,744 units, of which 11,- 
280 were the small size stokers tor 
residential heating. Production 
stokers are showing a slight gain each 
month and sales for 1945, based on sta- 
tistics available to date, should easily 
exceed a total of 100,000 units. 
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MEET THE GWOLPHS OF SATURN / 


They want to show you why Casco is the easiest line of Heating 
Pads to sell, the best line to promote, the only line that 
offers definite product advantages for each price step-up. 





MEET BARGAIN-HUNTER 
| MA GWOLPH 


She wants something nice and 
—~ 3 inexpensive in heating pads... 
= our 3-speed pad, for instance, 
with its extra water-repellent 

cover. 





Retails at only 

















MEET ADORED AND 
ADORABLE JUNIOR GWOLPH 


He makes the Gwolphs a family 
—puts them in the market for 
Casco’s (and America’s) top 
heating pad—the pad with 30 
fixed heats—a “‘Nite-Lite” dial 
and a genuine Castex wetproof 
cover. Its selling advantages: 
Can be washed to keep it sani- 
tary © Can be used safely over 
wet packs, 

Retails at only 


$654 











“CASCO 


for new and unusual contributions te better living 
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MEET PRACTICAL 
PA GWOLPH 


All you have to do is show him 
how many more tangible advan- 
tages the Casco $5.60 Heating 
Pad offers © 30 fixed heats 
e “Nite-Lite” switch, allowing 
temperature to be “tuned in” in 
the dark. 

Retails at only 


, be . $560 


MEET THE WHOLE GWOLPH FAMILY 


in the of America’s top magazines — Time, 
Collier's. The Saturday Evening Post, Good House- 
, The Ladies’ Journal. These i 
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GREATEST ADVANCE 
IN IRONING HISTORY 
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NEW POSITIONS 


Aviation Corp. 


R. C. Cosgrove, vice-president and 
general manager, manufacturing divi- 
sion, The Crosley Corp., which was 
recently purchased by The Aviation 
Corp., has been named vice-president 
in charge of sales for The Aviation 
Corp., Irving B. Babcock, president, 
announced. 


R. C. COSGROVE 


Avco manufacturing units include the 
Lycoming Division, Williamsport, Pa., 
Republic Aircraft Products Division, 
Detroit, Mich., and Spencer Heating 
Division, Williamsport, Pa. American 
Propeller Corp., Toledo, is a wholly- 
owned subsidiary 

Associated with Avco are Consoli- 
dated Vultee Aircraft Corp. of San 
Diego, Calif.. the New York Ship- 
building Corp. of Camden, N. J. and 
the American Central Mfg. Co. of 
Connersville, Ind. Avco has also en- 
tered into a contract to purchase con- 
trolling interest in New Idea, Inc., 
major farm implement manufacturers, 
with plants at Coldwater, O., and 
Sandwich, II! 

Mr. Cosgrove, in addition to his 
new duties, will continue as vice-presi- 
dent and ‘director of Crosley and gen- 
eral manager of its manufacturing di- 
vision, where he has been active in 
the development of Crosley in the radio, 
refrigerator, and major household 
appliance field 

Mr. Cosgrove is president of the 
Radio Manufacturers’ Association, 
which office he has held for the past 
two years. He is also president of 
The Crosley Distributing Corp., and 
will continue in that position. 


A. J. Lindemann & Hoverson Co. 


H. A. Halvorson of the A. J. Linde- 
mann & Hoverson Co. Milwaukee, 


H. A. HALVORSON 


manufacturers of electric, gas and oil 
ranges, was recently elected to the 


OF THE MONTH 


board of directors of the company and 
named vice-president in addition to re- 
taining the position of general sales 
manager. Mr. Halvorson has been 
with the company for nineteen years, 
coming from the Dayton Co., Minne- 
apolis. He was employed in various 
sales capacities and appointed general 
sales manager in 1938. 

Albert C. Held, president and treas- 
urer of the Western Hardware & 
Specialty Mfg. Co. of Milwaukee, and 
vice-president of the Milwaukee Flush 
Valve Co. was also elected to the 


board. 


Monitor Equipment Corp. 


The Monitor Equipment Corp., new- 
comer to the home appliance field with 
plans for the eventual distribution of a 
complete line of home appliances under 
one brand name, has announced the ap- 
pointment of Robert E. Mercer as pro- 
duct director. Mr. Mercer will serve 
in a liaison capacity—being the active 
contact between the home office and 
the 24 different manufacturing plants 
now engaged in producing the Monitor 
line. 


R. E. MERCER 


Mr. Mercer was formerly sales engi- 
neer for Merchants & Evans Co. of 
Philadelphia, Pa., and the Brunner 
Mfg. Co. of Utica. N. Y. both con- 
cerns being specialists in technical 
products. More recently, Mr. Mercer 
was manager of the War Products and 
Aviation Division, tor the White 
Rodgers Electric Co. of St. Louis, Mo. 


Pacific Gas & Electric Co. 


John S. C. Ross, former division 
sales manager of the Pacific Gas and 
Electric Co. takes over the position of 
manager of domestic sales, succeeding 
B. W. Reynolds who recently resigned 
to become appliance sales manager 
for the General Electric Supply Corpo- 
ration in central and northern Cali- 
fornia and western Nevada, as an- 
nounced recently by R. E. Fisher, vice 
president in cha %§ public relations 
and sales of the Pacific Gas and Elec- 
tric Company George L. Works, 
sales manager of the company’s Hum- 
boldt division at Eureka moves to 
San Jose to take over Mr. Ross’s 
former job. Bert Reynolds’ resigna- 
tion marks the end of a long career 
with the company which started in 
1923 shortly after his graduation from 
the University of California. His 
successor is also a University of Cali- 
fornia graduate. He joined the P.G. 
& E. staff in 1923 and since 1932 has 
been a division sales manager. 
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and it’s 


to take 
the wraps off 


stoker franchises 


4 Sure, any franchise offers the possibility of 
fat profits. Only sometimes there’s a difference of opinion 





over who’s going to do the fattening, the dealer or the 
manufacturer. That’s why we, at Fairbanks-Morse, 

shun the pig-in-the-poke way of doing business and invite 
every candidate for our dealer franchise to take a real look « 
what he’s getting before he signs anything. 


{7 We invite him to investigate the prestige value 
of our 115-year-old name and reputation . . . and weigh the 
competitive value of a line big enough to help him bid on every | 
type of domestic and commercial installation, 

advanced enough to give him exclusive sales points 

in connection with each model! 


% We invite him to satisfy himself concerning our proved 
record for providing experienced engineering help . . . and 

to dig into such concrete evidence as that printed 

below concerning the sales and merchandising 

backing we’re prepared to deliver. 


x¥& Thus with our franchise the question of who’s responsible 
for fattening profits is settled long before any 
commitments are asked or made. Why don’t you 

write or phone today for details and for information 

on whether one of our few remaining dealer openings 
happens to be in your territory? 


Fairbanks-Morse 


A Name Worth Remembering 
Automatic Coal Burners 
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THIS MONTH 30 MILLION AMERICAN FAMILIES 
WILL BE SOLD ON FAIRBANKS-MORSE STOKERS 


When Fairbanks-Morse sets out to gain the immediate advantage for its 
dealers, it doesn't fool around. This month, for instance, it is turning over 
to them the soles opportunities created by its hard-hitting campaign in this 


border-to-border list of publications. Check it for what it means to you, 


locally as well as nationally. 


Chicago Tribune Cedar Rapids Gazette 
Milwaukee Journal Knoxville News Sentinel 
Des Moines Register Cleveland Plain Dealer 
St. Louis Post Dispatch Cincinnati Inquirer 
Kansas City Star Nashville Tennessean 
Omaha World Heraid Birmingham News & Age Herald 
Grand Rapids Herald Atlanta Journal 
Minneapolis Tribune Raleigh News Observer 
Rochester Democrat & Chronicle Norfolk Ledger Dispatch 
LaCrosse Tribune Leader Press Norfolk Virginia Pilot 
Toledo Blade Washington Times Herald 
Sioux Falls Argus Leader Philadelphia Inquirer 
Fargo Forum Harrisburg News Patriot 


Salt Lake City Tribune 

Boise Statesman 

Seattle Post Intelligencer 
Chattanooga Times 

Duluth News Tribune 

Ft. Wayne Journal Gazette 
Terre Haute Star Tribune 
Beloit, Wisc. News 

Three Rivers, Mich. Comm ercial 
Freeport Journal Standard 
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NEW POSITIONS 


OF THE MONTH 





Sylvania Electric Products, Inc. 


E. Finley Carter and H. Ward Zim- 
mer were elected vice-presidents of 
Sylvania Electric Products Inc. at a 
meeting of the Board of Directors 
recently, according to an announcement 
by Walter E. Poor, president. Mr. 
Carter, who joined the company in 
1932 as an engineer and who has been 
director of industrial relations since 
1941, becomes vice-president in charge 
of industrial relations. Mr. Zimmer 
with a record of over 26 years of serv- 
ice with Sylvania and its predecessor 
companies, has been general manager 
of operations of the Radio Division 


H. W. ZIMMER 


since 1943. He now becomes vice- 
president in charge of the Radio Tube 
Division. 

The Lighting Division of Sylvania 
Electric Products, Inc., has announced 
the appointment of B. K. Wickstrum 
as Mid-Western sales manager with 
headquarters at 135 South LaSalle 
Street, Chicago. Since 1943 he has 
been Sylvania’s Pacific Coast sales 
manager directing selling, servicing 
and engineering activities in the 
Northwestern and California territorial 
divisions of the company. 


General Mills, Inc. 


General Mills opened its first home 
appliance district sales office recently 
when James B. Moore, Jr., took over 


JAMES 8. MOORE, JR, 
luties as sales manager for the metro- 
York area. The new 
offices are on the 32nd floor of the 
Empire State Building. 

Announcement of Moore’s appoint- 
ment was made by Roscoe E. Imhoff, 
manager of the Home Appliance De- 
partment of General Mills. Fourteen 
district sales offices across the country 
will be opened in preparation for na- 
tional distribution of the appliances. 


politan New 


DECEMBER |, 


8. K. WICKSTRUM 


Shipments to retail dealers from dis- 
tributors are scheduled to begin in 
April, 1946. This initial distribution 
will include one electric iron model 
and two models of pressure 
pans. 

Recently discharged from the Navy 
as a Lieutenant Commander, Moore 
served for three years as resident in 
spector of naval material at the Cros 
ley Corp., Cincinnati. Prior to war 
service, he was associated with Macy’s 
having joined the store after his grad- 
uation from Dartmouth in 1932. Du 
ing his ten years at Macy’s, Moore 
advanced from salesman to manager 
of the electrical appliance department 


Sauce- 


E. F. CARTER 


leeberg Refrigerated 
Locker Systems 


Ross R. Smith, chairman and presi- 
dent of Iceberg Refrigerated Locker 
Systems, Inc., has announced appoint- 
ment of the new company’s officers 
Besides Mr. Smith, top executives of 
Iceberg are Dr. Huston St. Clair, vice 
president, S. E. Ellingson, secretary- 
treasurer, and Sam C. Mitchell, gen- 
eral sales manager. 

Iceberg manufacturers and dis- 
tributes portable food storage units 


Meissner Mfg. Div., 
Maguire Industries, Inc. 


Appointment of Herbert G. Arcadius 
as district manager of radio phono- 


H. G. ARCADIUS 


graph sales, Meissner Manufacturing 
Division, Maguire Industries, Inc., was 
announced recently by Oden F. Jester, 
general sales manager. 

Mr. Arcadius will operate out of the 
Chicago sales headquarters of the 
Meissner Division and will cover the 
Middle Western area in behalf of the 
Meissner radio phonograph. 

For the past 12 years, Mr. Arcadius 


has been with Lyon & Healy, Chicago. 
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A large variety of General Electric Textolite plastic 


lighting reflectors and shades are now available. This has 
been accomplished by quick conversion of one of our war 
plants to the production of plastics lighting units following 
the cancellation of military orders. 





homes today can be made usable and attractive with in- 
expensive General Electric Textolite lighting shades and 
reflectors. These General Electric plastic accessories, which 
come in standard, interchangeable sizes, are ideal for fix- 


tures in offices, schools, and restaurants ... anywhere, in 


There are opportunities for you in these low-priced fact, that a pleasing, glareless light of good color and 


plastic reflectors and shades. There is good sales appeal diffusion is needed. 


in their attractive designs and lustrous finish. Textolite plastic lighting accessories have these other 





Broken or discarded old-style lamps in thousands of —_ advantages: 
' STRENGTH 
resi- 
cker G-E Textolite reflectors are tough . . . shock-resistant . . . and will 
~d not crack with sudden temperature changes. 
*s of 
vice 
il ADAPTABILITY 
dis- Design makes it possible to greatly improve the appearance of 
s many types of lighting equipment with these accessories. 
SAFETY 
_ Made of a non-shatterable urea plastic. When broken, this ma- 


; terial seldom has sharp cutting edges. 


EASY MAINTENANCE 


G-E plastic reflectors are light in weight—especially important 
to facilitate cleaning of overhead installations. 


f SSS SSeS SSS SSH SSS SSS SS SSS SSS SSS SSS Sess eS SSS SSeS 


Mail this coupon to get our new bulletin, “Plastics for Light Condi- 
tioning,” which contains illustrations and prices of light-conditioning 


General Electric Company 
reflectors and shades that are now available. 


Plastics Divisions—Section C-95 
I Plastics Avenue, Pittsfield, Mass. 


[eee eee 











‘ i 
: ‘ 
' 
‘ ' 
: 
S$ EN D FOR BULLETIN Please send me your bulletin—“Plastics for Light |! 
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Philco Corp. 


William J. Peltz has been named 
general production manager of the Re- 
frigerator Division of Philco Corp., 
it was announced recently by W. Paul 
Jones, vice-president in charge of the 
Division. 














a Sree 


: WILLIAM J. PELTZ 
Mr. Peltz joined Philco in 1925 and 
served in various capacities in con- 
- nection with the production of storage 


batteries, radio cabinets and _ radio 
receiving sets. From 1936 to 1942 he 
was industrial engineer of the Radio 
Division and since that time has been 
" = ' production manager of the Radio Divi- 
At a speed that’s surprising even to us, Perfection’s | sion. He will assist Edward F. Theis, 


ag Bou . ee = oe Se vice-president in charge of refrigerator 
factories are doing everything possible to satisfy a pay ot 
hungry market for this well-designed, well-built, well- 


advertised heating and cooking equipment. 





E. L. Jacobs Co. 
Shipments, too, are speeding up . . . and dealers’ Rex C. Jacobs, president of F. L 
orders are being given fair and prompt handling. So | J@cs o., automotive parts and 
; ; household appliance manufacturers, has 
if you want your full share of profits, send in your | announced the appointment of Edward 
. , > — : . A. Ash as director of its Major Appli- 
oO » » "I “ - . ee *“* 
rde t promptly for Perfection’s famous line of oil okie Wikies ait aheeiiie i 
burning Heaters and Ranges. ager of the company. 
While your order is in process you can be lining 


up plenty of prospects for these high-profit items. 





Model 2205 Ivanhoe console-type heater. 
Har dsomel fyle this eflix rent model 
pacity of 000 B.T.U. per hour. 


ORDER NOW fro 
ms Best-Selling Models - 


m this iss 


205 Iy anhoe * 


Oil He ate "C nsole” 


Mox e 2s 
- le] 2 2201 Ivanhoe Oil He "ater 
ode] (35  Perfectio 


“Fire] light” R 
Model om Hea 


a Hea 
Mode] 5 525 
Room He "ate 


Mo 
de] R saad 4 e erfection “High 


n Portable s 3 De ction Cah; EDWARD A. ASH 
Moc 
ortable Cook io Perfection Oil Mr. Ash will be in charge of the 
Model 393 p company’s non-automotive line, which 
ortable ©°k Stove *Theetj . presently includes the completely auto- 
Model 4 . matic “Launderall home laundry, 
Heater 06. B Puritan Wate 00k Stoye  “Tfecti , Coca-Cola bottle vending machines for 
al - Coca-Cola bottlers, electric steam irons 
Model Ree p Hear” d ot! ian in pr 
—_. . Power” Rang  Tlection “High- ven an ot ner appliances not yet in pro- 
Model R-888 Perfection “High Power” duction. : 
oil burning range. Five burners, porce- The Mark : Robert H. Roden continues as sales 
lain enamel finish, modern in every detail. ag s the ‘ eee —, 
Mr. Ash, a native o icago, join 
the F. L. Jacobs organization in 1940 
in sales and war contract negotiation. 
A graduate of Massachusetts Institute 
of Technology, he has had extensive 
sales and advertising experience. 


730 bs e erfection ss 


SP ne ‘tion P 

















7795-1 PLATT AVENUE CLEVELAND 4, OHIO 
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=| Subscriber 10-75-HH-859-847 Philip Robin owns this hillside home at Winston-Salem which has been selected 
LI by the editors of Architectural Forum as one of the recently constructed U.S. homes likely to influence new trends. 








» THE THINGS YOU MAKE s/ould Le Displayed 








IN THE SHOW-ROOM HOMES of tle Nation 





na 





ANY of the new home appliances your prospects 
will look into will be appliances they see used 
and enjoyed in the homes they look up to. 

These are the homes of the country’s higher income, 
progress-minded people—the kind of people you 
think of when you think of the readers of TIME. 


Though not every one of TIME’s more-than-a-million 


sHE SHOW = 
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subscribers has a “‘show-place’’ house, by and large TIME 
readers are the leading members of their communities— 
the ones with more money, more property, higher stand- 
ards of living and buying. 


Tell your story to TIME families first, and millions of your 


other prospects will see the appliances you want them to" 
want—on display in the homes they admire and copy. 





PAGE 





UTILITY AIR 
COOLERS 


are scientifically tested 
in our modern laboratory 


Utility Air Coolers, Fans and Blowers are 
tested for accuracy and efficiency in this most 
modern and complete laboratory, in accordance 
with American Society of Heating and Venti- 


lating Engineers’ standard test code. 


These extensive testing and fact finding 
facilities, under the supervision of competent 
and recognized engineers, are your assurance 
of properly engineered and efficient products, 


coming from Utility Appliance Corp. 


UTILITY APPLIANCE CORP. 


Formerly Utility Fan Corporation 


4851 S. Alameda St., Los Angeles 11, Calif. 


—, 








i ir 
Manufacturers of Evaporative = 
Coolers, Blowers, Fans, Force 
Circulating Heaters, 


ir Furnaces, 
- Floor Furnaces. 


Unit Heaters and 
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NEW POSITIONS 


OF THE MONTH 





New Sales and Publicity Men at Bendix 


NORWOOD D. CRAIGHEAD 


Bendix Home Appliances, Inc. 


The addition of Norwood D. Craig- 
head to the sales executive group of 
Bendix Home Appliances, Inc., South 
Bend, Indiana, is announced by W. F. 
Linville, sales manager. With the title 
of retail merchandising manager, 
Craighead will direct both the sales 
training and merchandising programs. 

For 12 years Mr. Craighead held a 
key executive position with a national 
organization handling the sales training 
and sales promotion for such corpora- 
tions as Chevrolet, Frigidaire, General 
Electric, Goodyear Tire and other 
leaders. 

For seven years he served as an ad- 
vertising account executive for Norge 
directing the advertising, sales promo- 
tion, sales training and merchandising. 
Two years before the war, he was 
appointed general sales manager of the 
Deep Freeze division of Motor Pro- 
ducts Corp. 

Since then, Mr. Craighead had held 
a key executive position with the Ross 
Roy corporation, an organization that 
has handled the merchandising and 
sales training programs for Chrysler 
since its inception. Before joining 
3endix, he served as account executive 
on the Bendix account for Ross Roy, 
Inc. 


Manager of Dryer Sales 


L. F. Worth has been appointed 
manager of dryer sales for Bendix 
Home Appliances, Inc., according to 
W. F. Linville, company sales manager. 

Mr. Worth comes to Bendix after 
15 years with the Hamilton Mfg. Co., 
Two Rivers, Wisconsin. During the 
past six years most of his time has 
been devoted to the development and 
sales of clothes dryers. To him is 
credited the discovery of the first suc- 
cessful clothes dryer in a small plant 
in Minneapolis. 


Publicity Director 


Frank L. Brunckhorst has been ap- 
pointed to head the publicity depart- 
ment of Bendix Home Appliances, Inc., 
it was announced by W. J. Daily, di- 
rector of advertising. He joined the 
company October 22 after spending 15 
years as a newspaper reporter, editor- 
ial writer and editor. 

For more than 12 years, Mr. Brunck- 
horst was city hall reporter and edi- 
torial writer for the Gary Post-Trib- 
une, Gary, Ind. He formerly was 
night editor of the Dubuque Tele- 
yraph-Herald. 


L. F. WORTH 


F. L. BRUNCKHORST 


National Electric Products Corp. 


George W. Hartner has been as- 
signed the responsibilities of sales pro- 
motion and advertising manager by the 
National Electric Products Corp., ac- 
cording to W. C. Robinson, Jr., vice- 
president. 


G. W. HARTNER 


In the more than four years affiia- 
tion with National Electric, Mr. Hart 
ner has filled several different posts, 
the most recent being supervisor of the 
company’s priority division. 


The Coleman Co., Inc. 


Fred F. Smith, Coleman service 
engineer and for 15 years with the 
company’s sales organization, has been 
named manager of the Trailer Equip- 
ment Division of The Coleman Co., 
Inc. 


FRED F. SMITH 


Coleman will soon be in production 
of hot plates for camps, cabins and 
trailers and two types of trailer ranges 
An oil-burning trailer heater will be 
introduced sometime in 1946. 
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ON THEIR WAY TO 


BOOST Con usted 


.. . because they sell quickly 
... require little service 
... and win owners’ loyalty 


Yes—they’re super-charged with sales appeal, these 
streamlined Horton beauties, distinguished by new 
performance features. They are the Horton 4X12 
Washer, the Horton 413 Washer, and the 640A Ironer. 


... And the big payoff is that these Hortons are 
even more dependable performers than the long line 
of Horton Washers and Ironers that over so many 
years won national recognition for trouble-free per- 
formances. For these new day pace-setters, and the 
Horton Diamond Jubilee Models, coming in 1946, 





~ 9 4 


- reflect the new skills and greater “‘precision-conscious- 


ness’ Horton folks gained during our remarkable 
war-time manufacturing accomplishments. 


Now here’s where you step into the picture: 
Horton washers and ironers have the eye appeal and 


‘ convenience features that make them easy to sell— 


the performance that makes owners boost them to 
their friends—and the mechanical dependability that 
frees you from costly service problems. 


For full facts on the complete Horton line and 
the merchandising and advertising behind it, write 
HorTON MANUFACTURING Co., Fort Wayne 1, Indiana 


See our complete display at spaces S, 120 
and 121, Furniture Mart—January 7 to 19 





pe W. 
MAKERS OF AMERICA'S FIRST AND FINEST WASHERS FOR 74 YEARS * . 
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THe WASHE 
THOUSANDS 


OF WOMEN 
ALL OVER 
AMERICA 


WILE BUY. 


Dexter also makes a “top” line of 
Single Tub Washers headed by 
Model 454-E shown here. A Super 
DeLuxe Washer with “seeldheet” 
Cabinet. 


FAIRFIELD, IOWA 
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American Central Mfg. Corp. 


Charles A. Reinbolt, Jr. has joined 
the American Central Mfg. Corp., 


C. A. REINBOLT, JR. 


Connersville, Indiana, as sales promo- 
tion manager, it is announced by C. 
Fred Hastings, general sales manager. 
He will be concerned particularly with 
the introduction of the company’s new 
line of American Kitchen steel sinks 
and cabinets, shortly to go into pro- 
duction. 


B. C. Electric Ry. Co. 


Howard N. Walters has been ap- 
pointed as acting sales manager by 
the B. C. Electric Railway Co. His 
appointment follows the transfer of 
Mr. Mainwaring, to the position of 
vice-president in charge of Vancouver 
Island operations. 

Mr. Walters joined the B. C. Elec- 
tric as manager of its Carrall Street 
show rooms in 1926, and when the 
new Granville Street store of the 
company was opened in 1928 he was 
appointed manager. During the war 
he was British Columbia director of 
war savings stamp sales. He re- 
joined the B. C. Electric at the start 
of this years as director of the newly 
formed Industrial Development De- 
partment of the company. 


Evanair Division 
Evans Products Co. 


A. W. Shields, general sales man- 
ager for the Evanair Space and Water 
Heater Division of Evans Products 
Co., Detroit, announces the appoint- 
ment of Mel Robb as sales manager. 


a 


He returns to Evanair to handle field 
personnel. He will service space 
heater products now distributed 
through The Westinghouse Electric 
and Supply Co. and independent dis- 
tributors. 

Prior to the war Robb was sales 
manager for Evanair and after Pear] 
Harbor, became assistant to R. B 
Evans, vice-president, supervising sales 
and service for the Sky Products Diyi- 
sion. 


Two Representatives Appointed 


Mr. Shields also announced the 
transfer of Ralph E. Oursler, former 
Middle West representative of the com- 
pany’s Sky Products Division, to the 
Evanair Division. He will represent 
the company throughout the Middle 
West. 

William Flanagan, formerly district 
representative for the Rockwood 
Sprinkler Co. of Worcester, Mass. 
has joined Evans Products Mr. Shields 
announced. Mr. Flanagan will be the 
Eastern District representative for the 
Evanair Division. He comes to the 
Evans Products Co. following his dis- 
charge from the Radio and Radar Di- 
vision of the United States Army Air 
Corps. 


Youngstown Equipment Co. 


Ralph S. Cron has joined the 
Youngstown Equipment Co. in Boston 


RALPH S. CRON 


as vice-president and general manager, 
according to an announcement by 
Samuel Dane, president. Mr. Cron has 
been associated with the Victor Divi- 
sion of RCA for many years. 


Three New Evanair Appointees 


WILLIAM FLANAGAN 


MEL ROBB 


R. E. OURSLER 
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Full pages in 
Saturday Evening Post and Collier's! 
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Ha Sperti Portable Sunlamp... compact as a camera! 


You can count on it...a huge, appliance-hungry market eager for Sperti Check its features now. See why so many / 


Sunlamps this Christmas. You'll have customers coming in and asking, more customers will went the Spertl Portable Suniamp. 


“Do you carry the Sperti Portable?” For advertising in national maga- ®@ Compact. Measures only 4% x 31/2 x 10's inches. 
zines—full pages—some in full color—is starting the sales that you can ® Full-power mercury-arc unit. Operates on AC or DC 
close when you feature these best-selling Sunlamps. © Tans fast fe dally Sculnvip er move 

exposures. 
Get in touch with your distributor and place your order, today. Ask for © Smart black metal case with built-in #))9\ <i> 
full details of th a dls at Olt polished aluminum stand. UL 2 
uU ~~ Ss ol the Soaperaare ocal advertising plan, sales he ps anc @ RETAILS AT ONLY $32.50 complete with a : 
free display materials. goggles. ( $34.50 West of Rockies ) 


Available for equally prompt delivery. Sperti improved Pedestal-Style Hi-Power Ultra-Violet 
Lamps. Many exclusive features. S-200 (left) provides either ultra-violet or infra-red separately. 
HI-41, (right) is the famous hi-power “professional type” Sunlamp. 


Apente RESEARCH @ DEVELOPMENT @© MANUFACTURING e@ CINCINNATI 12, OHIO — Ss 
4/t£ 
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Free Sewing Machine Co. 


R. W. Dickson has been promoted to 
Eastern States, sales manager, with 
headquarters in the New York City 
office. His new duties will include the 





—_—_ 


The Reliable, IMPROVED ES x 
BROILKING a Se oe 


supervision of the Free Sewing 
, eaelli Regent . *, Machine Co.’s sales activities in N 
Ts reliable, age | resume York State, as well as the New on 
Model Table 5ro pres eppli- land States, Eastern Pennsylvania 
its old place among qua ff 946. SNS ‘ New Jersey, Delaware, and Maryland 
ances shortly after January = “il be an . \ He was formerly district sales manager 
le Regent’ wi . of the Philadelphia area. 





the ‘‘reliab e ; 
improved BROILKING at pre-war oy 
—those prevailing on ~~ 1, oe 
’ i mprov | 

Here’s what you li get in thet | ) | 
BROILKING: . An 


_ ed. a Howard Radio Co. of Chicago an- 

* Drawn steel shell eS tse i nounces the appointment of L. S. Ger- 

* Cord and plug set shon, 436 Ridge Building, Kansas City, 

higher heat resistance. Missouri, as factory sales representa- 
tive. 

Mr. Gershon will direct the ap- 
pointment of Howard Radio distrib- 
utors and the franchising of Howard 
dealers in the states of Missouri, lowa, 
Kansas and Nebraska. 





Domestic Sewing Machine Co. 


Appointment of Christian A. Lange 
as assistant sales manager of The do- 
mestic Sewing Machine Co., Inc., has 
been announced by Dodge Barnum, 
vice president in charge of sales. 





*Complete with cord set 





EMOTE See BROILKING at 


| Cc. A. LANGE 
HOUSEWARES SHOW ea eae ' 
INTERNATIONAL APPLIANCE CORP. Prior to his association with Domes 
. Palmer House, Chicago of the appliance, service and plumbing 
1033 Metropolitan Avenue yma of C. C. Anderson Stores 

ome y, Boise, Idaho. 

Brooklyn 6, New York December 30 January 4, 1946 “Lovell adek, taiete assistant 
sales manager and a graduate eng'- 
neer, has been serving in the organiz- 


ation’s war production, and remains 
with it as assistant chief engineer. 


tic, Mr. Lange was divisoin managé 
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The Packaged Unit-Drive...no pulleys, no belts...is one 
of the great 24 exclusive features of the SMITHway Stoker. 
It brings new ease of service to the dealer, new convenience 
to the owner. 


Compact, and engineered for highest efficiency, the motor, 
Should 
this unit ever need servicing, it can be removed in less than 
two minutes by the use of a pair of pliers and a common end 
wrench. 


transmission and fan are packaged into one unit. 


With the same simple tools, a replacement unit can be in- 
stalled within another two minutes. 
ience, you send the original unit to the factory for servicing 


Then, at your conven- 















Copyright, 1945, A. O. SMITH Corporation 
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“PACKAGED DRIVE” REPLACED IN FOUR MINUTES! 


sell, simple to service, convenient to own. 


by A. O. Smith experts. 
on the job or in your shop, during the busiest hours of your 


Now you can avoid making repairs 


day, avoid inconvenience for serviceman and customer alike. 


To the healer SMITHway engineering reduces the 


number of service calls—makes them simpler and briefer. 
Packaged Unit-Drive is but one of the many reasons for 
featuring the SMITHway Stoker. 


Jo the Customer the new SMITHway Stoker pro- 


vides powerful reasons for buying now. It is the logical 
way to eliminate forever the annoyance of hand-firing. 


Learn now why the SMITHway Stoker, with its 24 exclusive features, is easy to 


Pree aeeeearse 
A. O. SMITH CORPORATION, Dept. E-12-45 


Milwaukee 1, Wisconsin bl 
Yes, | want further information on “America’s Outstanding 
4 Stoker” and its 24 exclusive features. No obligation, of course. e 
ee A ee, eee eee 
PERrOGB. ccccccccccccsesecccecccceesees 
> eee ; ‘ Zone State 
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WIDE OR NARROW NECK 


DE LUXE GLASS 
COFFEE VAC 


HAND DECORATED OR 
PLAIN GLASS 


HE war is won!...now.. 


product by product, White 


Cross Electric Table Appliances 
are marching back, greater than 
ever. Now available are the 
smart, convenient, gas or electric, 
wide or narrow neck Coffee- Vac 
models shown above. 
These efficient and luxurious 
coffee-makers come to you in 
eight cup size only... with a 
choice of platinum banding or 
plain glass... wide-neck models 
complete with hinged decanter cover and double-purpose top 
cover with funnel holder of attractive, durable bakelite.. . 
Specially designed features insure tight seal and perfect vacuum. 
Full-flavor, full-strength every time. Clean, easy, fast filtration 
... THESE ARE NOW AVAILABLE! 
NOTE: Narrow-neck models are similar to 
those illustrated above—but less decanter cover. 


WHITE CROSS Preview 


As materials and facilities become available, White Cross will offer an 
all-star production including our best “performers”! 


THE AUTOMATIC POP-UP TOASTER 
HIGH SPEED HOT-PLATES 
1000-W LIGHT-WEIGHT AUTOMATIC IRON 
WAFFLE IRONS—SANDWICH TOASTERS 


... And many brand new products for greater convenience, service and 
freedom for America’s homemakers. 


* 
White Cross Delivers the Trend of Tomorrow . 
LEADING JOBBERS EVERYWHERE 


Se ee 
Pe 
————————————— 


NATIONAL STAMPING & ELECTRIC WORKS 


3214 WEST LAKE STREET . CHICAGO 24, ILLINOIS 


Today! 








GLASS SEAL TO CARRY OVER—H. G. Blakeslee, general manager, Cory Glass 
Coffee Brewer Company, Chicago, told firm members at its recent convention, that 
the ground glass vacuum seal—a wartime necessity when rubber was scarce—had 
worked out so well it would be continued in certain peacetime models. The idea was 


taken from a perfume bottle. 


Cory Men Meet in Chicago 


Thirty sales representatives of the 
Cory Glass Coffee Maker Company 
met in Chicago Nov. 6 in their second 
annual meeting, to listen to the firm’s 
new program of national advertising. 
A new model, the Buffet Queen, and 
several commercial numbers were in- 
troduced. The men were told that 
ground glass vacuum seals, a war 
necessity, had worked out so well that 
the method would be extensively used 
in peacetime models. 

Talks were made by H. G. Blakeslee, 
general manager, J. W. Alsdorf, presi- 
dent, and N. H. Schlegel, advertising 
manager. 


Scott Radio Signing 
Few Franchised Dealers 


Scott Radio Laboratories, Inc., of 
Chicago, has selected more than 100 
high grade retail establishments, in 
all key metropolitan centers of the 
United States, who will merchandise, 
service and install Scott instruments 
promptly and efficiently. Formerly, 
customers had to order their instru- 
ments by mail. 


Among those selected are: May's Music 
Co. of Albuquerque, New Mexico; Grin- 
nell Brothers, Battle Creek, Michigan; 
Len Walter's Music Store, Butte, Mon- 
tana; Chester E. Wells Music Co., Cas- 
per, Wyoming; Woodrum's Home Out- 
fitting Co., Charleston, West Virginia; 
Andrew's Music Co., Charlotte, North 
Carolina; Fowler Brothers Furniture Co., 
Chattanooga, Tennessee; Chester Wells 
Music Co., Cheyenne, Wyoming; Heim's, 
Danbury, Connecticut; and Brander's 
Music Shop, Duluth, Minnesota. 


The franchised dealers selected are 
on an exclusive basis and are granted 
a franchise only if they have the space 
and definite plans for demonstration 
rooms. The franchised dealers will do 
all installation work and take care of 
customer service requirements. 

As Scott instruments can be built 
only in limited quantities, the compara- 
tively limited number of exclusive 
dealer contracts were signed months 
ago, but franchises for some of the 
smaller areas are still open. 


DECEMBER |, 


Maguire Electronic 
Subsidiaries Merged 


Consolidation and coordination of the 
sales activities of several subsidiaries 
of Maguire Industries, Inc., was dis- 
closed recently by the appointment of 
Robert M. Karet as manager of the 
newly-created electronic distributor 
and industrial sales department of the 
company. The announcement of Mr. 


ROBERT M. KARET 


Karet’s appointment came from Oden 
F. Jester, general sales manager of the 
radio and electronic division of Ma- 
guire Industries, Inc., Chicago. 


Meissner-T hordarson-Radiart 


Under Mr. Karet’s direction, all dis- 
tributor and industrial sales of Maguire 
subsidiaries serving the electronic field 
will be coordinated, Mr. ester said. 
At present, these subsidiaries include 
the Meissner Manufacturing Div., Mt. 
Carmel, Ill., Thordarson Electric Mfg. 
Div., Chicago, both of which were pur- 
chased by Maguire Industries this past 
summer, and the Radiart Div., Cleve- 
land, Ohio, purchase of which by Ma- 
guire was announced on November 5. 

Mr. Karet resigned his position as 
sales manager of the wholesale and 
sound divisions of the Utah Radio Pro- 
ducts Co., Chicago, to assume his new 
duties with Maguire on November 1. 
He was associated with Utah for the 
past 10 years. Before joining Utah, 
Mr. Karet was for four years sales 
manager of the Radiart Corp., Cleve- 
land. 
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B” HABITS are hard to break—for years users 
of electrical appliances have yanked out 
the plugs by pulling the cords . . . often with dis- 
astrous results. But cords with Gilbert plugs can 
be pulled safely. In the Gilbert plug there are 
no screws to loosen, no soldered joints to sep- 
arate. Instead, the conductor is locked into the 
cap by the prongs—both wire and sheath carry 
their share of the load—the harder you pull the 
tighter it’s wedged. That’s why the Gilbert plug 
is the plug you can tug! 














Because of its basic simplicity, the Gilbert plug 
is economical and easy to assemble. In fact, it 
can be assembled to cord by hand at rates up to 
300 per hour with unskilled labor. For higher 
production, the simple assembly machine illus- 
trated produces assemblies at rates-up to 1,000 


per hour. 


GILBERT MANUFACTURING COMPANY, INC. 
24-20 46th Street, Long Island City 3, N. Y. 


Gilbert Molded Plastic 
Plug, Available in 
Black or Brown,Rated 
at 15 Amps., 115 Volts 


all dis- 

laguire 

2 oa An outstanding manufac- 
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MILLIONS OF HOMES 
ARE WAITING TO BE EQUIPPED WITH 


Gav-U-time 


REMOTE CONTROL SYSTEM FOR HEATING WATER AUTOMATICALLY! 


Sav-U-time, the original 
remote control system 
for side-arm or manual- 
ly operated gas water 
heaters is back again in 
full production. 


THE PRODUCT —s:v- U-time 


has been giving safe, dependable, 

economical service in thousands of 

homes for nearly a quarter of a cen- 

tury. Quickly, easily adapted to all types of manually-operated gas 
water heating units. Requires no new plumbing. Uses simple bell 
wiring. Provides every advantage of more expensive automatic water 
heaters. Saves up to 50% on gas bills. Virtually never requires servic- 
ing beyond original installation. 


THE PRICE—sav-U-time lists at $39.50 complete with Thermo- 
stat and three push-button chrome wall panels for installation in 
Bathroom, Kitchen and Laundry. Installation cost optional depend- 
ing upon number of stations. 


THE MARKET—tvery home, new or old, is a prospect for 
money-saving Sav-U-time. Thousands of home owners in your terri- 
tory are waiting to be TOLD and SOLD! NOW IS THE TIME TO 
CASH IN ON THIS READY MARKET. THE COUPON BELOW 
WILL BRING YOU COMPLETE DETAILS. MAIL IT TODAY! 


Your sales efforts will be supported by advertising in maga- 
zines with national coverage. Literature, display cards, news- >*¢ 
paper advertising mats available for your use. 


Sav-U-time Sales Co. a 
86 Manhattan St. 
Rochester 2, N. Y. 








Sav-U-time Sales Co. 
86 Manhattan St., Rochester 2, N. Y. 


We are interested in co Sav-U-time Dealership. 
Please send complete details. 














Name 


Address 





City 
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ALABAMA 


The Alabama-Florida Distributing 
Co, is a newly organized firm in Birm- 
ingham, with W. C. Allen as sales 
manager. A complete line of standard 
appliances will be handled. 


CALIFORNIA 


The Los Angeles Appliance Distrib- 
uting Branch of the General Electric 
Co. has recently been established at 655 
S. La Brea Ave., according to Fred G. 
Schreiber, advertising and sales promo- 
tion manager. Ata recent dealer meet- 
ing, S. B. Mahar, general manager, in- 
troduced the firm’s major appliance 
line for the coming year. ° 

fed Parr, formerly refrigeration 
engineer with Servel and Household 
Products Co. of Oakland, has been 
appointed sales engineer of the Modern 
\ppliance Co. of San Mateo. 

The Oliver R. Jones Co. has opened 


offices at 2133 Temple St., Los Angeles, 


to engage in the distribution of elec- 


trical appliances in Southern California. 


The capitalization of the firm is 
$50,000 


FLORIDA 


Raybro Electric Supplies, Inc., of 
Tampa, Jacksonville, St. Petersburg 
ind Miami, held recent dealer meet- 

in Jacksonville, Tampa and Mi 
ami to present the new Farnsworth 
line. The meetings were conducted by 
}. A. Mook, Jr., general merchandise 
manager, and J. H. Wade, radio sales 
manager of Raybro. Presentation of 
the Farnsworth models was made by 
|}. H. Kelly, district manager of Farns- 
worth. Troy A. Brown, president of 
Raybro, has announced the following 
appointments: W. R. Young becomes 
sales manager of Supply & Utility 
Sales; C. V. Brown is the new Mi- 
ami branch manager; Fred Elwes will 
manage the Jacksonville branch, and 
John Braun the St. Petersburg 
branch; and J. W. Baker has returned 
as manager of Major Appliance Sales 
ior the entire company. 

C. W. Jackson has been named vice- 
resident and sales manager of the 


Present at a recent Raybro-Farnsworth Florida dealer meeting were the following 


Reamy Co. Inc., of Jacksonville. The 
firm, which opened at 365 Park St. last 
February, has been named distributor 
for several nationally known brands. 


GEORGIA 


In Albany, A. Stanley and Thomas 
James have organized the Electric 
Equipment Co., which will distribute 
all kinds of electrical appliances. 

W. T. Shackleford Co., 383 Peach- 
tree St., Atlanta, has announced its 
exclusive distributorship of Taylor ice 
cream freezers for its territory. 

Nine regional distributors and sey- 
eral hundred dealers attended a Garod 
radio conference in Atlanta recently. 
Reid H. Cox, Garod’s southern repre- 
sentative, and Ray T. Ringler of Maga 
Distributors, Ltd., of Macon, were 
hosts, and presentations were made by 
Lou Silver, Garod’s sales manager, 
and Louis Shappe, advertising repre- 
sentative. 

G. T. Tuten of Tuten and Long, 
Philco distributors, has purchased a 
building on E. Bay St., Savannah, to 
be used as offices, display room and 
varehouse for his firm, which is now 
located at 420 W. Broughton St 


ILLINOIS 


J. H. Wiley announced recently 1 
purchase of H. U. Mann’s interest i 


J. H. WILEY 


the business operated as Mann-Wiley 
Co., Chicago. Mr. Wiley, formerly 


(Farnsworth and Raybro) executives (left to right): J. H. Wade, radio sales manager 
and J. A. Mook, Jr., merchandise manager, both of Raybro; George Jeffers, J. 1 
Kelly, district manager, and Kenneth Sharon, field engineer, all of Farnsworth; Troy A 
Brown, Raybro's president and general manager, and M. O. Hollis, secy.-treasurer 
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MAKE THIS “PACKAGED-TO-SELL” LINE 0 osaicss ot is price, every 
THE HEART or YOUR SAMSON Heating Pad has the 
same high quality features that 
y E, assure customer satisfaction. 
TIT [Te Patented SAFE-T Circuit, with 3 
ip Fixed Heats, each controlled 
by precision thermostats; per- 
. SAMSON Heating Pads for 1946 offer you not just another store item, manently sealed 100% wel- 
oe but the nucleus of a fast-moving, money-making therapeutic department! proof cover of DuPont Fair- 
You get a complete line of pads, in a wide range of styles, colors and prene; Zelan-treated water re- 
prices. You get each pad cellophane wrapped and smartly packed in a pellent and stain resistant extra 
colorful, compact display box, the cover of which pictures and describes covers; cushion-comfort pad- 
the features that make SAMSON Heating Pads the easiest-selling mer- a a 


exclusive "Touch Tells” indica- 


chandise of their kind. You get a “profit-package” that, open or closed, 


tor for night use; 8-foot cord. 


is a silent salesman telling a story that prompts people to buy. 
Why not decide now to make SAMSON'S “packaged-to-sell” line of 
Heating Pads the heart of your therapeutic department! 


See the SAMSON display at the HOUSEWARES EXHIBIT 
Room 638, Palmer House, Chicago, Dec. 30—Jan. 4, inc. 





a SAMSON UNITED CORPORATION, ROCHESTER 10, N. Y. 
. veda Samson United of Canada, Limited, Toronto 
roy A 


reasurer 
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with Altorfer Bros. Co., Norge, Amer- MICHIGAN 
aoe 3 7 
can Troning Machine Ca- and Pr The Lincher Wholetle Ela 
. a heng “ Co., Grand Rapids, has acquired g 
tinue operation of the company under four-story building at 507-509 M 
the name “Joseph H. Wiley.” Present A Th fi 8 ill . “on- 
quarters, Room 14-101 in the Merchan- ‘°C “*V *H€ Arm will occupy the new 
dise Mart, will be retained. beg eeg Ag en ‘ith T : 
Harry M. Butler, former owner and & ye ti poe \~ J. Riley 
operator of the Diamond Electric Sup- ssociates, Detroit, has opened his 


bean : own offices at 441 Book Building, De. 
ply Co., died in Peoria recently. troit, to be known as Don Rose Asso- 


ciates. The associates are Frank Bates 
KANSAS and Elizabeth Parsells. 


Loyal Distributors, 815 E. Second 
St., Wichita, recently held open house MINNESOTA 
-~ the en ating of ghee Clark Supply Co., electrical appli- 
: ’ ladiron products. James G. Mur- ance distributors with headquarters in 
That is what yo It was dock of the Hurley Machine Co. gave Milwaukee, Wis., is opening a branch 
after feasting your eyes the demonstration, and Floyd Devore office in St. Paul, with R. S. Bennett 

and George H. King, president and in charge as manager. 

on the new... manager, respectively, of Loyal, were 
available for discussion. 








MISSISSIPPI 


S. D. Camper, who recently resigned 
KENTUCKY as southeastern regional sales man- 
Karl Vogel, Harry A. Burch, Jr, 8° for the Crosley Corp., has just 
and John Woods, Jr., all of Ashland, 
have organized Vogel, Burch & Co. * : 


to distribute appliances. Carl E. Miller 


has been named sales manager of the 
firm’s appliance division, which will 


handle Stromberg-Carlson, among 


other lines. 
C L c A N E R F. J. Simpson, vice-president of the 


Hurley Machine Co. of Chicago, re- 
cently demonstrated Thor Automatic 
washers and Gladirons to 200 Ken- 
“I know my vacuum cleaners and tucky dealers at an open-house pre- 
with a line like Cadillac I should view at the Peaslee-Gaulbert Corp., 

; eo mek ie 3 226 N. 15th St., Louisville. 
really ‘clean-up’. Yes, it's in the bag. 


al ail o— h 
You'll say all that—and more when LOUISIANA 


A six-story building at Magazine and S. D. CAMPER 
Gravier streets was leased recently 
Remember, most for your money is to Electrical Supply Co. of New Or- 
» erie Cadiline : leans, wholesale distributors for RCA 
& Mess WE a — Victor products. The structure will 
serve as an office and warehouse annex 
af . ae to the firm’s present quarters. 
Dealers desiring to ‘cash-in’ on Southern Radio Supply Co., 407 S. 
Roman St., New Orleans, has acquired 
exclusive distributorship of Howard MISSOURI 
radios in its territory, according to 
H. W. Sargent, sales manager. 
for name of nearest-to-you United Distributors, Inc., New Or- 
Cadillac distributor—there is leans, is initiating an expansion pro- 
one close-by to everywhere. gram by leasing a garage at 510 Poy- 
dras St., according to O. G. H. Rasch, 
president. The project will involve 
more than $50,000. 


as time goes on and on, the demand 
for Cadillac gets bigger and bigger. 


become president of the distributing 
firm of Southern Wholesalers, Inc, 
Jackson, Miss., Crosley representa- 
tives. B. H. Brown will be vice-presi- 
dent of the firm. 
Cadillac’s outstanding per- 
formance, on Cadillac's popularity, 
~~ oe : won ames An expansion of branch headquarters 
PS ESE here has been completed by the May- 
flower Sales Co. with the purchase for 
$35,000 of a building at 20th and Bal- 
timore Aves. J. Hal Miller is branch 
manager. 

The Recordit Distributing Co., for- 
merly the Recordit Co., has opened 
new offices and warehouse at 3028 Lo- 

cust St., St. Louis, according to A 
MARYLAND Edward Gross, president. James 

Maryland Gas & Electrical Appli- Singer is the firm’s new sales man- 
ances Co., 3902 Ayrdale Ave., Balti- ager. 
more, has opened a show room and 

iT WILL BE A GREAT is distributing household appliances NEW JERSEY 

PRIVILEGE TO MEET and kitchen furniture. 

YOU AT OUR EXHIBIT D. & H. Distributing Co., Baltimore, New additions to the staff of Krich- 

SPACE 60 announces the appointment of Frank Radisco, Newark, are: John Kath, di- 
Housewares Show Thomas and Oscar Brukman as mem- vision product manager; Frank 
cane Genet bers of its sales organization. The Schmitt, advertising and sales promo 
CHICAGO firm recently bought a building at tion manager; Earl Pullen, return- 
DECEMBER 30, 1945 Light and Lee streets, and is remodel- ing to his post as RCA product mian- 
TO ing. ager. 
JANUARY 4, 1946 Mid-Atlantic Appliance Distributors, T. A. O'Loughlin & Co., 89-0 
(inclusive ) Baltimore, wholesale appliance and Washington St. Newark, appliance 
radio firm, announces the appointment distributors, have announced the ap- 
of Leo Snyder as a member of its sales pointment of Richard G. Gaines as ad- 
organization. vertising and promotional manager. 

Henry Wilson, general manager of Mr. Gaines formerly acted in this 
Arvin-Salmanson Co., Inc., announces capacity for Sears, Roebuck & Co. 
that new permanent headquarters of James McCracken, 3rd, formerly with 
the company have been established at Philco, has been appointed controlle: 
2126-30 Edmonson Ave., Baltimore. of the firm. 
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SEE US AT THE CHICAGO HOUSEWARES SHOW + ROOM 757 - PALMER HOUSE ¢ DEC. 30-JAN. 5 


Hatheway & Co., 75 Montgomery 
St., Jersey City, announce the retury 
of Major E. J. Collins to the j.:j- 
tion of sales manager of Mell-O-C) ime 
door chimés, for which Hatheway jis 
national sales representative. 


NEW YORK 


Upon leaving the Army recently, 
Colonel Arthur F. Callahan rejoined 


WOASe mate 846 
Styled for the future... available today. 
Vaculator is nationally advertised to 
millions. Protected profits with National 
Fair-Trading. “Pyrex” branded glass is 
your assurance of highest quality... equip- 
ped with the Dutch clothless filter, the 
greatest sales feature in modern coffee 
makers... exclusive with Vaculator. 


» 
* 
»* 


house distributors in the metropolitan 


a ch ; COL. A. F. CALLAHAN 
\\. : Times Appliance Co., Inc., Westing- 

es ‘ 7 | area, as vice-president in charge oi 
ono” a a the Appliance and Radio Division. Col. 


Callahan will direct the activities o/ 


pit the . ‘ “ a the appliance, radio and housewares 


Sparkling China : 2 sales organization of Times Appliance 
cc ’ Co., Inc., as sales manager. 
No cloth « No paper 


Snaps in easily Ya LI NORTH CAROLINA 
C. A. Willi S ieeilied, ont 
Cannot pop-up or fall out Williams, Jr., president, and 





J. Lauer Williams, vice-president, of 


Fits all standard makes 


C. A. WILLIAMS, JR. 


PROFIT SALES BUILDERS 


6 HEAT—2 BURNER ELECTRIC TABLE STOVE DE LUXE 2 HEAT HOT PLATE 
Designed by Vaculator with many advanced features An electric coffee maker stove that incorporates 
... heavy duty construction . . . full generous size .. . quality, design and performance. Top is chrome plated 
“hammered-effect” finish ... it’s “tops” in quality and ... base is black plastic with two-heat brew and warm 
performance. List price $ switch. List price 


J. L, WILLIAMS 


the Williams & Shelton Co., Inc 
Charlotte, have announced that thei: 
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SO RUGGED THEY COULD WITHSTAND THE SHOCK 
OF BEING FIRED FROM A GUN 


WITH A FORCE OF 


20,000g 


in the 


“RADIO PROXIMITY FUSE’ 


War’s Number 2 Scientific Development 


LS Mac Ceramic Insulators were exten- 
sively used in condensers for the ‘Radio 
Proximity Fuse’ described by high Navy offi- 
cials as second only to the atomic bomb among 
the greatest scientific developments of the war. 
Development of the fuse required produc- 
tion of electronic parts so rugged they could 
withstand the shock of being fired from a gun 
with a force 20,000 times that of gravity. 
The components had to be so small that a 


ALCO has been awarded forthe fifth 
time the Army-Navy‘ E*' Award for 


continued excellence in quantity and 


auality of essential war #roduction. 
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complete unit could be installed in the nose 
of a projectile. 

The fuse, developed at a cost of $800, - 
000,000 is an extremely rugged, five tube 
radio sending and receiving station which fits 
into the nose of a projectile. Reflected im- 
pulses explode the projectile when it passes 
within 70 feet of enemy planes. 

The‘ Radio Proximity Fuse’ was the effec- 
tive answer to Japanese suicide plane attacks, 


as well as buzz bomb attacks on London. 
American Lava Corporation is justly proud 
of the fact that it was able to provide the 
Ceramic Insulators capable of withstanding 
the tremendous shock of being fired from a 
gun in the ‘Radio Proximity Fuse.’ 
Whatever you are planning in the electrical 
or electronic field, we believe our specialized 
knowledge, research and production facilities 
will prove helpful. Let’s work together. 


AMERICAN LAVA CORPORATION 
CHATTANOOGA 5, TENNESSEE 


43RD YEAR OF 
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Fa PERMAGLAS 


Water Heater 


A GREAT AID 
TO SALES 


SMITHway Permaglas Water 
Heaters offer the most dramatic 
new sales story in the electrical 
appliance business... 


The single-piece glass-lined 
tank. Sanitary as a clean drink- 
ing glass. Freedom from all 
tank rust and corrosion. 


No “corrosion-dirt” in the 
bath ... no “tank spots” on 
clean clothes. Sparkling hot 
water as pure as the source. 





an 


hg 
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Get the Permaglas 


Send today for complete 
details . . . get the book- 
let, ‘“The Inside Story of 
Permaglas’’—the new 
story that’s packed with 
sales appeal. 


Permaglas—the glass-fused-to-steel 
lining . . . sparkling blue, mirror- 
smooth, sanitary as a clean drinking 
glass. 


Beauty of Design... gleaming white 
with decorative trim of polished 
stainless steel. 


Neotone Enamel Finish . . . inside 
and outside of exterior shell pro- 
tected by long-lasting, white enamel- 
baked-on-steel. 


Rear-Vu Connections ... no un- 
sightly piping on top, no condensa- 
tion drip on heater—a truly modern 
installation. 


Dual Heating Units . . . with built-in 
heat trap and umbrella-type diffuser. 


Monotriad Construction . .. assures 
greater strength and longer life. 


Pyramid Base ... sturdy and prac- 
tical, with adjustable jacks to level 
heater on uneven floors and take 
weight off pipe connections. 


SMITHway Water Heaters, lined with 
Permaglas, deliver hot water as sparkling 
clean as the source. No tank rust or cor- 
rosion. Permaglas can't corrode! 
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firm has entered the radio and elec- 
trical appliance field, appointing Fur- 
man Ferguson as sales promotion man- 


WALKER S. GARY 


ager. Walker S. Gary has been made 
sales manager. 

A new building will be erected on 
W. Morehead St. as an extra ware- 
house for the Southern Radio Corp., 
it was announced recently by J. P. 
McMillan, sales manager for the con- 
cern. 


NORTH DAKOTA 


Nystul, Inc., Fargo, has received 
articles of incorporation to do an 
appliance distribution business. The 
firm has an authorized capital of 200 
shares common stock. Principals are 
John Nystul, A. O. Nystul and Quen- 
tin Burdick. 


OHIO 


James K. Jenkins, formerly in the 
appliance business in Cincinnati, has 
been named manager of the new Appli- 
ance Division of Standard Paper Co., 
50 Vine St., Columbus, which was re- 
cently named distributor for Sonora 
radios and records. The company plans 
additional lines as soon as conditions 
permit, according to Robert Blashek, 
president and general manager. 

Toledo Merchandise Co. announces 
the appointment of Everett E. Taylor 
as sales manager of its Refrigeration 
Equipment Division, 


OREGON 


Harry J. Moeller, formerly sales 
supervisor for Kelvinator in the Port- 


land, Oregon, area, has joined the’ 


F. B. Connelly Co. of Oregon and will 
serve dealers in their Oregon and 
South Washington territories. 

The Lou Johnson Co., which han- 
dles the complete Admiral line for dis- 
tribution in Oregon, Idaho and South- 
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ern Washington, has just added Wesix 
space heaters and the automatic 
washer to its list of appliances. New 
on the staff of this company are Dick 
Matthew, who formerly operated the 
Good Housekeeping Store on Sandy 
Blvd. and was more recently with the 
Sunset Electric Co., and Sand Westre- 
gan, formerly with the Rogue River 
Hardware Co. of Grants Pass. 

The General Electric Supply Co. of 
Portland has moved into its new build- 
ing at N. W. Everett and 13th Ave. 
The building, two stories high with 
60,000 sq. ft. of usable space, occupies 
an entire block. 

Sales promotion for the Harper- 
Megee Co. of Portland is to be in 
the hands of Carl Bethke, formerly 
with the Fred Meyer Co. Harold 
Peterson will have charge of the Ben- 
dix home laundry division, while RCA- 
Victor lines will be in the hands of 
David Lindsay. Lawrenson Martin 
will handle Kelvinator household prod- 
ucts, with Dewey Martin in charge 
of Kelvinator commercial sales and 
parts service. Ray Nelson has indus- 
trial sales in his charge, including 
electric heating and American Central 
kitchens. Range and water heater sales 
are to be in the hands of Robert Rice, 
while Jack Montgomery is to handle 
small appliances. Don Calkins, district 
manager, says the company has plans 
for remodeling of its present building. 

The Electrical Distributing Co. has 
a new building under way in Portland, 
on 14th Ave., near Davis, according to 
Ambrose Cronin, general manager. It 
is expected that the new building will 
be ready for occupancy by the first of 
the year. On the staff of the firm will 
be George Curry, Tom Burley, Ken- 
neth Peterson, Jack Carney and Wil- 
liam Johnson. 

Harold Ferris, formerly sales man- 
ager of the Mountain States Power 
Co. at Albany, has joined the forces 
of the Stubbs Electric Co. at Portland. 
He will have charge of the Major 
Appliance Division. 

The Appliance Wholesalers of Ore- 
gon are constructing a new building 
on N.W. Hoyt St., Portland. The 
building will offer 25,000 sq. ft. of floor 
space. Bob Masters is district manager. 

The, Sunset Electric Co. of Port- 
land is constructing new quarters 
which will cover the entire block on 
14th Ave. from Lovejoy to Marshall 
Sts. The two-story building is to have 
45,000 sq. ft. of floor space, and will 
be completed by March 1, according 
to A. L. Shellworth, manager, who 
adds that many new lines are being 
taken on by his firm. 

Northern Sound & Radio Co. of 
Portland has just moved to a corner 
location on W. Burnside and King 
Sts. 

Kenneth A. Connelly has announced 
the formation of the F. B. Connelly 
Co. of Oregon, incorporated under 
Oregon state laws. Heretofore the 
operation has been conducted as a 
branch of the Seattle, Wash., office. 
William L. Bowden has been elected 
vice-president and general manager. 


PENNSYLVANIA 


Promotion of Arthur Goldsmith to 
purchasing agent and credit manager 
and appointment of Joseph S. Hepner 
as controller in charge of the account- 
ing department was announced by 
I. & M. Sufrin. 
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LISTENERS AND CRITICS 
AGREE THIS IS A 
POWERFUL PROGRAM 


xx«wke 


“Congratulations on your radio 
commentary! You should be a 
great force for the public good.” 


“Your weekly radio commentary 
is in our judgment the finest on 
the air today.” 


“My only objection is the pro- 
gram isn’t half long enough.” 


“Our most sincere appreciation 
of what you are doing. Keep 
it up.” 


“My wife and I find it stimulat- 
ing and satisfying. Hope you 
continue for long.” 


Press, Pittsburgh, Pa. 


“Listen in and hold your hats!” 


Hollywood Column 


“It seems to me this peaceful 
little scene has all the elements 
of an atomic bomb.” 


New Yorker, Poughkeepsie, WN. Y. 


“He discusses books, ideas, bull 
i fights and any other matter that 
happens to pop into his unpre- 
dictable mind.” 


Independent, Pasadena, Calif. 
“Welles is as much an individual- 
ist as was the late Alex Woolcott 
— the same feeling for prose and 
faculty of telling a story. We'd 
Mm) suggest you make it a point to 









1:15 PM, E.S-T- 





Every Sunday of 


Welles g0e5 ws 
Lee Radios. Seventy-eight A 


tations oF 


twork s 10 sto = tune in.” 
_ arry the Leor vag ore gional 
nation ¢ greas of every Variety 


re) the home 


. : “Welles is a variety of amazin 
int lers quick, : ad 
° _ ° 8 or Dea b talent. 

ian REET wedge that is "9 yt Lear Radios News, N.Y. 

ening : e abo ews, N. Y.C. 
it's a strong ae in telling a i $19.95 “Just as we knew all along, that 
effective coop ini from about $50 . -” ne Welles is a fine actor. 
that range '" P d the Leor Franchise, sbeene Enquirer, Cincinnati, Ohio 

tigate incorporated, ° ‘ “Commentary series, style and 


ite to Lear, 


9 E. Ohio St-, Ch 


subjects unlimited.” 
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Radio S 


Review, Rensselaer, N. Y. 


“Orson Welles Almanac is per- 
haps one of the most unusual 
programs on the air.” 


News, Mechanicsburg, Pa. 


“His talks on various subjects 
have proven mighty interesting, 
as shown by the high rating held 
by his program.” 
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IRONING PAD SET 


WITH THE PATENTED 


i ONE HOUR of Iron- 
SAVE ing Time aa 
E Every Five. 


to 20% of th 
SAVES ~, Bee Aopirdes "Bead 


in Ironing. 


SPEED IRONING ... No 


need to waste heat 
on a soggy, wet pad...at last a 
plastic pad...with a heat 
reflecting surface ...the iron 
glides on a cushion of steam. 


STRONG resilient pad out- 


lasts an ordinary 
pad many times. 











THE SUNLITE MFG. 


Sther Seal item, 


MILWAUKEE 8, WISCONSIN 


See Us At The Housewares Show 
Room 904, Palmer House, Chicago 
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DISTRIBUTOR 
NEWS 








Frank Elliott, Jr., president of F)- 
liott-Lewis Electrical Co., Inc., of 
Philadelphia, announces that E. M. 
Maynard has taken over the respon- 
sibility of purchasing agent for his 


E. M. MAYNARD 


firm. Mr. Maynard has been with 
Westinghouse and Southern Tier Elec- 
tric Supply Co. at Binghamton, N. Y 


RHODE ISLAND 


Louis Horvitz, president of Republic 
Distributing Co. of Providence, whole- 
sale distributors, has just announced 
the appointment of Edward H. Lavine 
as sales manager and associate. 


TEXAS 


Modern Radio Supply Co., owned by 
Walter Retzloff, recently opened an- 
other branch store in Austin, at 1009 
Brazos St. 


VIRGINIA 


Construction is going forward on a 
new home for the Tidewater Sales Co. 
at W. 21st St. and Omohundro Ave, 
Norfolk, according to E. L. Nelson 
and B. M. Wolf, partners and owners 
of the firm. John J. Buzzy is sales 
manager. 


WASHINGTON 


John W. O'Neill has accepted the 
position of sales manager of the Mc- 
Kay Appliance Co., Admiral distrib- 
utors. The Seattle firm will soon be 
located in its new quarters at 515 


Westlake N. 


WISCONSIN 
Frank W. Greusel has left the WPB 


FRANK W. GREUSEL 


in Milwaukee to resume his position 
as president of Greusel Distributing 


_ Corp., 808 N. Market St., Milwaukee 
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Another Hotpoint Innovation... 


A New National Pricing Policy on Automatic Electric Ranges! 

















OTPOINT has adopted a new national pricing policy 

for the protection of Hotpoint Selective dealers. This 

policy is an important advance in electric appliance merchan- 

dising. It assures a country-wide retail price for the nationally 

known quality that has given Hotpoint a 40 year reputation for 
dependability. 

The new nationally established retail prices now include 
transportation, federal excise tax and a one year warranty. These 
economies mean low national retail prices, which in turn 
assure Hotpoint selective dealers a stronger competitive position 
... Stability of prices... and a broader market. 
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ss 44" 





De luxe model illustrated 
“‘Masterpiece’”’ 


Dependability Assured by 40 Years Experience! 











O. P. A. RETAIL CEILING PRICE 


AUTOMATIC ELECTRIC RANGE 


CATALOG NUMBER 409RCE 





he may add $5.50 to the retail «il 


™% EDISON GENERAL ELECTRIC APPLIANCE CO., INC 
~ CHICAGO 44, tik. 

















Including Federal 
excise tax for full 


O. P. A. retail ceiling ‘1 16° 
prices start at 


size cabinet range 


Every dealer, regardless of geographical location, can sell 
Hotpoint Automatic Electric Ranges at the same low price. 
Consumers who never before imagined they could afford the 
advantages of electric cooking now know they pay no pre- 
mium for Hotpoint. 


Start taking orders for the better line of Hotpoint Auto- 
matic Electric Ranges today! Invite customers to see the efh- 
cient convenience features that are the result of 40 years of 
sound engineering skill and progressive research. This great 
new range has the features Mrs. America wants! 


Edison General Electric Appliance Co., Inc., 5620 W. Taylor St., Chicago 44, ILL 
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700,000 new appliance prospects 
ee ready now! 


INCE 1940, some 700,000 additional farms have been 

electrified. There they are—all wired and ready to 
go; and you know how much equipment they’ve been 
able to get. 


Here’s a huge present market, over and above the 
gigantic market that postwar Rural Electrification 
plans are opening up. Here’s a market ready now, eager 
to enjoy the electrical conveniences for home and farm 
that you'll have for sale. 


To reach this present market, and the even bigger one 
being ripened by REA, tell your story in Country 
Gentleman. Tell it there for three good reasons: 





1. RURAL ELECTRICAL DEALERS 
PREFER COUNTRY GENTLEMAN 
In a recent survey among rural electrical 
dealers, they preferred Country Gentleman, 
as the best rural magazine to help them sell 
their prospects, by better than 2 to 1. 


2. ELECTRICAL MFRS. PREFER 
COUNTRY GENTLEMAN 
For the past 8 years for example, manufac- 
turers of electrical equipment have invested 
31% more advertising dollars in Country 
Gentleman than in any other farm magazine. 


3. FARMERS PREFER 
COUNTRY GENTLEMAN 
A recent survey revealed that Country 
Gentleman subscribers, who also take one or 
more other farm magazines, give Ist prefer- 
ence to Country Gentleman by almost 2 to 1. 


You'll soon be working hard for sales. Make your 
sales come easier, quicker, oftener— with the help 
of the No. 1 farm magazine. 
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What business can ignore the farmer's Strength? 
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ADMIRAL Refrigerator 


Admiral Corp., 3800 Cortland St., 
Chicago, Ill. 


rd Master 7.8 cu. ft. 

ing Features: New 1946 model— 

all new tools and dies; 7.8 cu. ft. 1- 
piece cabinet; new easily operated 
loor handle; holds 8 Ibs. ice cubes 
r frozen foods ; meat chest for large 
quantities of meat; sliding vegetable 
hydrator; dry storage bin. 
ailability: “Available to dealers in 
December, expect to have good 
stocks in Spring of 1946”. 
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SIMPLEX Ironers 


American Ironing Machine Co., 
Algonquin, Til. 


Models: Royal DeLuxe, No S-469; 
“Special” No S-467; and Portable 
Ironette S-463. 
selling Features: Royal DeLfixe No 
5-409 features porcelain table top of 
abinet in stainless vitreous porce- 
lain, all other parts in hi-bake en- 
ame! ; lap board pulls up to horizontal 
position to prevent damp pieces from 
contacting operator ; 4-point pressure 








gives uniform shoe pressure over 
entire roll; 2-speed motor: slow, 3 
rpm or high, 6 rpm; speed selector 
conveniently located on ironer heat; 
3 clothes rods; pilot light indicating 
when switch is on. “Special” No 
S-467 table top of hi-bake enamel; 
2-point pressure. Both models have 
large end shelf; 26 in. roll, 6 in. 
diam. ; “free wheeling” clutch; ruffler 
plates; 2-open ends; insulated, 
scratch-proof shoe; 1350 watt Ni- 
chrome heating element; dual ther- 
mostat controls ranging from 250 to 
450 degs.; emergency release lever; 
knee and finger-tip control; knee 





press control; steaming and pressing 
adjustment. 

Portable Ironette S-463 weighs only 
33 Ibs., can be stored in closet or on 
shelf; 22 in. roll, 5 in. diam.; free 
rolling roll; 2 open ends; capacitor 
type motor; 1200 watts; adjustable 
thermostat; pressure at 75 Ibs. ap- 
plied by means of hand control 
lever ; foot press control ; pilot light; 
shoe can be tilted for steaming and 
pressing. 
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G-E Toasters 


General Electric Co., Bridgeport, Conn. 


Models: T-48 and T-77. 

Selling Features: Model T-48 with 

side panel doors has expanding 
hinges to permit English muffin 
toasting. 
T-77 automatic, 2-slice toaster; se- 
lector knob allows choice of having 
toast pop-up or remain in toaster to 
keep warm after browning, current 
is shut off in either case after toast- 
ing operation; bright metal finish 
with mottled mahogany Textolite 
base, control knobs and lifting han- 
dles. 

Availability: Production starts some- 
time in 4th quarter 1945. 


Electrical Merchandising, December 1, 
1945. 
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ARVIN Iron 


Noblitt-Sparks Industries Inc., Columbus, 
Ind 


Model: Arvin Standard automatic No. 


2200 


Selling Features: 1,000 watt element 


(T-K Rod Type) molded-in alumi- 
num sole plate; automatic heat con- 
trol maintains right temperature for 
ironing any fabric; weighs only 3 
Ibs.; tapered point and beveled edge ; 
heel stand makes it easy to tilt iron 
back; “on-and-off” control. 
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KELVINATOR Ranges 


Kelvinator Div., Nash-Kelvinator Corp., 
Detroit, Mich. 


Device: 3 new ranges—“top-of-line” 
model and 2 step-up models for 
budget-minded purchasers. 

Selling Features: New  top-of-line 
model features “Automatic Cook” 
timer that controls oven, surface 
units and deep-well cooker; “Auto- 
matic Cook” consists of an electric 
clock, master cooking timer, selector 
switch, Minute-Timer and twin ap- 
pliance outlets in a trim panel under 
a streamlined fluorescent top light; 
A thermostatically controlled warm- 
er drawer to keep food at serving 
temperature and 2 utility drawers 
are other features. 

All models equipped with rod-type 
surface units, one 7-heat, 2100-watt 
unit and two 7-heat 1250 watt units; 
reversible 7-position type switches 
with chrome trimmed white plastic 
knobs mounted on a recessed in- 
clined panel, each switch individually 
lighted; over-sized oven equipped 
with a 3000-watt broiler unit in the 
top and a 2400-watt baking unit in 
bottom—both broiler and oven units 
have individual pilot indicator lights ; 
a 6-qt. 7-heat deep-well Scotch 
Kettle is another feature of all 
models; white porcelain enamel 
finish throughout except back, inside 






Model: Champion, 





surfaces and base which are black; 
acid-resisting top and backguard 
with a broad working surface. 
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WESTINGHOUSE Ranges 


Westinghouse Electric Corp., 
Mansfield, O. 


medium priced 
range 


Selling Features: Equipped with new 


fast heating Corox surface units 
with 5-heat positions, easily remov- 
able for cleaning; single dial con- 
trol for oven—one dial when set for 
baking, roasting or broiling tem- 
perature, turns on oven and sets 
temperature for type of cooking to 
be done, in one operation; aluminum 
utensils for deep-well cooker ; chrom- 
ium plated trim; Tel-A-Glance 
switch knobs indicate only the heat 
setting to which they have been 
turned, the others remain covered 
by switch knob. 
Electrical Merchandising 
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SOUTHWESTERN Cooker-Grill 


Southwestern Household Equipment Co., 
325 N. Wells St., Chicago, Ill. 


Model: “Royal American” cooker and 
grill. 

Selling Features: Single burner; stain- 
less removable grill plate with handy 
handle; 2-heat element 3-terminal 
plug; terminal switch switching 
hi-to-low; easy to clean; baked 
enamel, 2-tone finish 

Price: $3.98 complete. 

Electrical Merchandising 
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DON’T MISS 
THIS MARKET— 


back to allow placement of clothes 
for hand pressing; roll 6 in. diam, 
22 in. long; shoe 5 in. wide; 1500 
watt; weighs approximately 37 lIbs., 
overall size 29x11x10 in.; uniform 
high shoe temperature thermostati- 
cally controlled by a dial at top 
center of shoe; roll “free wheels” 
backward or forward when shoe is 
released for arranging material, 
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ARVIN Heaters 


Noblitt-Sparks Indusries, 'nc., Columbus, 
Ind. 


\fodels: Fan Forced models 202, 202A 
and 102; and Radiant model 52. 

Selling Features: Deluxe model 202A, 
operates on a.c. only, 50 to 60 cycles, 
110 to 120 volts, 1320 watts; helical 
coil elements with molded porcelain 
supports; induction type motor; 
2-blade propeller type fan; heavy- 
gauge steel housing; ivory synthetic 
enamel with tan base ; carrying grip 
in back with air intake louvers ; red 
glow-light indicates when heater is POLAR FREEZ Home Freezer 
on; 112 in. high, 108 in. x 6% in. 











But Don’t Expect Miracles! 


Schelm Bros. Inc., East Peoria, III. 


: an . Models: 845, 1245 and 1645. 
No home furnishings buyer can afford to miss y2 miter inane: Ceca $2 oid 
The International Home Furnishings Market Fz 16 cu. ft.; compressor units are lo- 


oan . on cated in end of cabinets; Freon re- 
at The Merchandise Mart January 7th to Gelemneah: large vedeehbe grits 

( _ . ee provided for access to compressor; 
19th inclusive. + h.p. motor side walls and top 


This, America’s first major post-war mar- packed with 54 in. low temperature 


ket will give you the picture of things to come 
—new materials—new designs—new mer- 
chandise. 

Here you will meet the creative leaders of 
the industry and the key retailers who help 
create new buying trends. You will thus be 
able to base your own buying and merchan- 
dising plans ona clear concept of what’s ahead. 

Yes, there will be merchandise available— 
but don’t expect miracles. Conversion takes 
time. But it will be a Market you'll cer- 
tainly be glad you didn’t miss! 


The Merchandise Mart’s 


INTERNATIONAL HOME 
FURNISHINGS MARKET 


January 7th to 19th inclusive 





see 


Centered for Efficient Buying and Distribution 





Deluxe model 202 same as above ex- 
cept finished in tan. 

Standard model 102 pastel green 
baked-on enamel; 10 in. high, 93 in. 
wide, 64 in. at base. 

Radiant heater No. 52, 1320 watts, 
a.c. or d.c.; heavy-duty long heating 
element wound on porcelain produces 
a big volume of heat; heavy gage 
metal body and feet with baked-on 
enamel that gives “hammered-like” 
finish simulating bronze; guard rails 
at both ends of protective grille 
shaped to form convenient carrying 
handles and to make heater fire-safe 
if accidentally turned over; 18 in. 
wide, 14 in. high. 
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SPARTON Ironer 
Sparks-Withington Co., Jackson, Mich. 


Device: Model 10, automatic portable 


ironer. 


Selling Features: Removable, multi- 


position control lever operated by 
light touch of knee or hand; leaving 
hands free to fold and guide clothes ; 
constant or intermittent pressing ac- 
tion; 3-position heat control switch; 
safety lever releases shoe from con- 


insulating materials; bottom filled 
with 5 in. Rock Cork Board; interior 
container of 18 and 20 ga. galvanized 
steel ; new design compartment lid of 
light-weight black plastic, fitted with 
large knob-type handles, easy to 
clean, easy to lift; steel cabinet, 
white baked enamel finish, toe space 
on all models. 
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G-E Heating Pads 


General Electric Co., Bridgeport, Conn. 


Models: PS5A3 and PSS5AI. 
Selling Features: PSSA3, 115-volt 


heating pad operates on a.c. or d.c.; 
asbestos-wrapped wire; 2 non-radio- 
interfering thermostats keep temper- 
ature to approximately 165 degs. 
max.—multiple switch permits oper- 
ation at 3-speeds; inner cover water- 
proof rubberized material; 12x15 in. 
PSS5AI, similar to above, except re- 
movable outer cover is of waterproof 
rubberized material with cotton nap- 
ped exterior; inner cover, soft, dur- 
able fabric especially selected for pad. 


Availability: In production. 


Electrical Merchandising, December 1, 
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tact with roll and tilts ironing shoe 1945 
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To the city bred, the impact of electricity on the farm is unimaginable, incredible 

amber I, ... The kerosene lamp, the pallid blobs of candles, chores by lantern light, the darkness 

—— that limits the workday and family life—all pass with the first throw of the master 

switch ... Night brings a new portion of precious time. Old fingers 

knit better, work goes easier, reading is more feasible, the radio a new delight. The mot 


provident farmer goes prodigal on light! 


Gone, too, are the historic labors, monotony, fatigue. Greater work capacity, cooler 





kitchens, a better table, more income, more leisure. . . all come with the first throw of the main 





switch. The farmer is first prospect for electrical machinery and appliances. ..The rural electrification program in 


the next five years will bring current to fifty per cent more farms, promises a market of $500 million for wiring, and 
? 


$1,864 million for farm and home equipment—a major market, profit packed, awaiting manufacturers and utilities. 








t, Conn. 
_ Year after year SuccessFruL FARrMinG has sold the electrified farm in hundreds of pages devoted to installations 
ares and applications, cost-packed, practice-proved, profit-certain. It is more than mere coincidence that the thirteen 
te agricultural Heart States, plus Pennsylvania and New York, in which SuccessFuL FARMING concentrates its more than 
yer 
5 ion a million circulation, runs highest in electrified farms. It is obvious, also, that this SF territory affords the best 
ye potential—a quick market for hundreds of millions of dollars worth of new equipment. The selective SF market, 
nen in. including the nation’s best farmers, with the largest investments and 
sept re- 
ied! yield, highest cash incomes and profits... make SuccessFuL FARMING the 
on nap- ‘ , ‘ : ; , : 
ft, dur- major medium for sales, a dominating influence in a market too 
for pad. important to neglect... Any SF office can give you the facts! ... 
aber 1. SuccEssFUL FARMING, Des Moines, New York, Chicago, Atlanta, 
San Francisco, Los Angeles. 
JISING 
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ELECTRIC4£ APPLIANCE 


NEW PRODUCTS 





coffee and water, red starting button 
is pressed and entire coffee-making 
operation follows automatically— 
when coffee returns to lower bowl 
the stove switches to low heat and 
keeps coffee hot until served; Pyrex 
bowls, cup-marked lower bowl; pilot 
light indicates when warming unit is 
on. 

Availability: Production starts son 
time in 4th quarter 1945. 

Electrical Merchandising, December 1, 
1945. 

















BISHOP Freezer 
The R. H. Bishop Co., Champaign, Iil. 


Device: 16 cu. ft. Bishop food freezer. 

Selling Features: Chest type, single 
cover freezer; capacity of 500 to 700 
Ibs.; 34% sq. ft. freezing surface by 
coil contact at—35 degs. F. while 
storage space temperature may be 
maintained at -5 to -20 degs. F. 
“Medial Octo-Plane Freezing” fea- 
ture provides 8 flat freezing surfaces 
in center; — of hay wr ogy di- 
vided by 4 cooling coils into 5 com- . 
pee 3 center spaces 11x26x25 YOUNGSTOWN Kitchens 
in. and 2 end spaces 6}x26x24 in. : . 
Outside Reed a 6 ft. 3 in. long, Youngstown Div., Mullins v4 Corp., 
37 in. wide, 36 in. high. Warren and Salem, O. 

Other features include plastic in- yodols- 

sulation; hermetically sealed steel ~ ; 
Vapor tranciers, patented. “cushion Selling Features: Kitchenaider 66.in 
seal” cover prevents condensation at model ly pene yg of aka: 
opening; hinges which “float the models 1 42, 48 and 34 _, . or why 
cover open” and allow freezer to set all steel construction; acid-resist- 


Kitchenaider 66-in. twin and 
24 in. floor cabinet models 





close to wall; specially designed ing porcelain enamel top; cabinet 


cover locks and clasps prevent entry in Hi-Bake enamel finish ; sound- 
“A strong line.” “A good line.” That's the of warm air; pyroxylin finish ; built- deadened drawers and doors ; = 
way you heor dealers talk when they refer in drain for once-a-year defrosting ; Se eS ee 
stores a year’s supply of food for 
average family; 4 h.p. compressor ; 
an electrical appliance just goes hand-in averages less than 90 kw. hrs. a 
hand with “long yeors of service.” month. 
Electrical Merchandising, December 1, 
1945 


to Super-Lectric products. That name on 





v 





strainer; wooden cutting board; 
sliding shelf; knee and toe space. 
24-in. floor cabinet model is repre- 
sentative of others ranging 15 to 36 
in. wide; stainless steel covered back- 
splash; rolled rim and trim; inlaid 
with linoleum in variety of colors; 
2-coats Hi-Bake enamel; sound 
deadened doors and drawers; easy 
G-E Coffee Makers running drawers; chrome hardware. 
Availability: In production. 
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Models: P-5, P-7 and P-8. tins 
Selling Features: P-5, with electric 
stove; brew compensator assures 2 Corerctions 
to 8 cups of coffee of uniform D me oe ; 
strength; Pyrex bowls, lower one tae soni gl a 
cup-marked ; also available without jj.ted in October New -_saPevred Sec- 
electric stove. tion with a retail price of $18.75, east 
P-7 equipped with 2-heat stove with of Rockies. This price should have 
automatically controlled low heat; been $20.95. 
pilot light glows when warming unit 


~ : é ‘ Filter Queen cleaner, manufactured 
is on; decanter top keeps coffee in by Health-Mor Inc., Chicago, III, 
lower bowl hot; wide-mouthed bowls was fisted in the New Products Sec 
a 


of Pyrex, lower one cup-marked; tion of October as having a #@ hp. 


SUPERIOR ELECTRIC PRODUCTS CORP., CAPE GIRARDEAU, MO. brew compameater. motor through a printer’s error. The 


P-8, automatic—after measuring motor on this cleaner is § h.p. 
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HIS announcement introduces one of 
the most exciting radio achievements in 
years... the RCA Victor “Golden Throat,” 
exclusive 3-Way Acoustical System assur- 
ing quality of tone that means added pres- 
tige and profits for every RCA Victor dealer. 
To dramatize the tonal excellence of the 
new RCA Victor instruments, we have cre- 
ated the “Golden Throat” merchandising 
symbol reproduced above . . . an emblem 
with all the dignity, splendor and impres- 
siveness of the leadership it represents. 














Get set for Profits with 


She New RCA VICTOR 


3? 


Symbol of Supremacy in Tone 


promotion programs in the history of RCA 
Victor is all set to roll to give this merchan- 
dising feature quick and thorough identifi- 
cation. Meanwhile we are full-bent on the 
job of securing materials to build as many 
RCA Victor Radios and “Victrolas’* as 
possible—at the earliest possible date. As 
you receive the new instruments you will 
realize that the “Golden Throat” does more 
than symbolize thrilling tone—the RCA 
Victor “Golden Throat” symbolizes a new 
spirit of leadership with which you will 

















ns One of the biggest advertising and sales _— want to be associated in the future. 
Corp., 
oi ea@) RCA VICTOR 
66-11 
other *Victrola’’ — 
ait < _ Reg. U.S. Pot. Off. RADIO CORPORATION OF AMERICA 
-resist 
cabinet 
sound- 
; mix- 
> duo- 
To capitalize on the exclusive merchandising power of 
this symbol of leadership, there will be three “Golden 
Throat” marks of identification ...(1) A handsome rep- 
lica of the “Golden Throat” design on the volume control 
knob; (2) An attractive folder explaining the “Golden 
Throat” in non-technical language and (3) A permanent 
metallic certificate guaranteeing the instrument as an 
authentic “Golden Throat" design. 
Coming your way. these ewiling new 
ROA JHTOR RADIOS 
board; 
pace. 
; repre- 
[5 to 36 
ed back- 
; inlaid Throughout RCA Victor advertising the striking “Golden 
colors ; Throat" symbol will occupy a position of prominence. 
sound Powerful advertisements in the large-circulation general 
Bs Cas) magazines, outdoor posters and other media will carry 
irdware the “Golden Throat” story nationwide to millions. In 
addition, radio commercials every week on “The RCA 
ember | Victor Show™ will pound home the “Golden Throat" 
Theme, adding still more power and concentration to a 
campaign already impressively strong. 
ured 
(ll. ow 
cts S¢ 
25, Ca 
ld ha 
factured Wall charts, catalogue sheets, line folders, brochures and 
go, Iil., all types of literature will keep up the continuity of the 
cts Sec- “Golden Throat.” Spectacular store backgrounds, illumi- 
a # hp. nated signs, decals, streamers, displays for floors, win- 
or. The dows and tables will prove focal points of interest 
A.D. wherever potential customers look in your store. All of 
the material is beautifully designed and built to last. 
DISING 
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INITIAL SHIPMENTS 
NOW ON THE WAY! 


WARING 
BLENDOR 
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NEW PRODUCTS 














ILG Kitchen Ventilators 


liq Electric Ventilating Co., 2850 N. 
Crawford Ave., Chicago, Ill. 


Device: Built-in, portable and pack- 
age-type kitchen ventilators. 


Selling Features: Built-in models in 3 


sizes: Ilgvent for small, Ilgette for 
medium, and Ilgair for large kitch- 
ens; permanent units, easily in- 
stalled by contractor; quiet-running 
motor operated by beaded pull chain; 
Ilgette, automatic, equipped for elec- 
trical operation at small extra charge 
to replace pull chain; small encased 














auxiliary motor, actuated by wall 
switch, opens or closes outer door, 
simultaneously turning fan on-or-off. 
Ilg “portable” models can be moved 
from house to house; adjustable 
panels fit any sliding sash window 
frame; fan plugs into nearest outlet. 
Ilg “package-type” available in 2 
sizes for permanent installation in 
window pane; beaded-chain opera- 
tion. 

Electrical Merchandising, December 1, 
1945 


G-E Mixer 
General Electric Co., Bridgeport, Conn. 


Model: DM-8 automatic portable 
mixer. 

Selling Features: Mixes, beats, whips; 
3-beater construction provides thor- 
ough and uniform mixing; beaters 
are easy to remove and permit use 
of a 1-position bowl support; multi- 
speed switch located close to handle 
provides single-hand control of the 
complete range of operating speeds ; 
permanently oiled motor; special 
control lever allows motor to be 
swiveled right on its base for easy 
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use of all accessories; built-in light 
gives complete visibility of mixing 
operations. 
Availability: Production starts some- 
time -in 4th quarter 1945. 
Electrical Merchandising, December |, 
1945. 


COLEMAN Oil Water Heaters 


The Coleman Lamp & Stove Co., 
Wichita, Kansas 


Models: 3 models—20, 30 and 45 gal. 
oil burning water heaters. 

Selling Features: All models com- 
pletely automatic—automatic fuel 
control, automatic pilot and auto- 
matic temperature control which 
maintains a constant water tempera- 
ture of 150 degs. F.; vaporizing-type 
burner is a_ specially engineered 
Coleman Low-Draft burner that 
operates on a .03 draft; automatic 
pilot won’t go out under worst draft 
and burns low enough to keep water 
from steaming; automatic draft 
meter standard equipment, eliminates 
excessive drafts and prevents heat 
waste; streamiined design, white 
plastic enamel finish, maroon trim. 

Electrical Merchandising, December 1, 
1945. 














AIR-FLIGHT Circulator 


W. W. Welch Co., Carew Tower, 
Cincinnati, O 


Device: No. 11,Plastic Air-Flight— 
circulator for homes, offices and hos- 
pitals. 

Selling Features: Designed to give 
maximum directed, quiet, uniform 
circulation of air without draft, nois¢ 
or vibration; teardrop shaped lou- 
vres and 1/20 h.p. motor provide 
controlled even airflow at rate ol 
4500 cfm; 15 in. diam. 14 in. high; 
motor mounted in resilient rubber; 
3-speed switch; cabinet designed to 
assure maximum uniform airflow, 
of tenite and plastic; fan has 35 deg. 
pitch, 12 in. diam. 

Electrical Merchandising, December 1, 
1945 
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Why authorized dealers make 


































































































w 
some. Stro i he rg Ca ris 0 i S th e m a The AUTOGRAPH. Superbly styled, 18th Cen- 
ae j i tury Radio-Phonograph. Standard, two FM 
bands, and two short wave bands with spread- 
b l band tuning. Carpinchoe speaker and Strom- 
berg-Carlson Acoustical Labyrinth for utmost 
tone fidelity. Engineered for wire recording. 
The DYNATOMIC — Ultra-modern in design, 
and with 3-gang condenser for “big radio” 
performance. Concealed hand-hold for port- 
sters ability. 
5 gal s 
One reason (among many) is: 
com- 
fuel 
auto- 
which 
npera- 
g-type [ | ; 
neered 
- that 
omatic 
t draft — uICV IC | Cc 
water 
drait 
ninates 
s heat 
white The HEPPLEWHITE—Standard, two FM bands, 
1 trim. and short wave band with spread-band tun- 
nber 1, ing. Engineered for wire recording. 
Z Y ES, the new Stromberg-Carlsons are really new. New in their ad- 
g vanced engineering. New in their styling and beauty. New in the 
sf) far wider range of customers they can serve. New in their 1946 standards 
" of even finer Stromberg-Carlson reception and reproduction. 
- And then just look at some of the other new Stromberg-Carlson fea- 
, tures. All but one of the table radios have 3-gang condensers—a feature 
hitherto found only in radios selling at two or three times their price! 
These receivers give “big, expensive radio” performance—a strong, clear 
signal, with sharp tuning and a minimum of noise between stations. 
All Stromberg-Carlson FM receivers employ the genuine Armstrong 
The NEW WORLD— This automatic radio- FM system providing virtually staticless reception. And all FM receivers 
7) phonograph with uniquely original disappear- are engineered and fitted for addition of wire recording units. All have 
ae engtavenen. Setestenh beaatiid. aon two FM bands, one for the present FM stations, and one for the newly 
FM bands, short wave band with spread-band approved frequencies. And all are equipped with spread bands for ac- 
or tuning. Engineered for wire recording. curate tuning of international short-wave programs. 
wer, The new Stromberg-Carlson phonographs are quieter—with less time- 
lapse in changing—and are fitted with replaceable needles. The Autograph 
= has the famous Stromberg-Carlson patented Acoustical Labyrinth and 
‘light— Carpinchoe speaker. Other Stromberg-Carlson FM receivers have “full 
nd hos- floating” speakers, mounted in live rubber for clearer tone. 

: So, by making Stromberg-Carlsons the main radio in their showrooms, 
to give these authorized dealers cash in on the heavily advertised Stromberg- 
eis Carlson main radio theme. 
ed lou- 
provide 
rate of 
hie STROMBERG-CARLSON 
rubber ; 
gned to 
airflow, The BEAUX ARTS — Amazingly compact auto- ROCHESTER 3, NEW YORK 

35 deg Sort, ssodechs tae cibtact, 0 epeemted ‘ie 
gang radio. Standard broadcast and spread- Radios, Radio Phonographs, Television, 
mber 1 wave short wave band. 6 station push buttons. Sound Equipment and Industrial Systems, Telephones, 
Switchboards and Inter ication Systems. 
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PACKAGED VENTILATION 


Ger set to supply the big waiting market 
for ventilating and accessory equipment in stores, 
barber and beauty shops, theaters, hotels, laundries, 
taverns, office buildings, restaurants, and 
homes. Only FAN-PAC offers a complete line 
of sizes with all these advantages and features: 


1 Non-Overloading Power Characteristic. 





2 Certified Wind Tunnel Capacities. 





3 Square Panel Mounted for Easy Installation. 





4 Scientifically Correct Air Inlet. 





5 Cushioned Motor Mountings. Quiet. 





© Enclosed Motors of Recognized Make. 





ae F 


7 Nationally Advertised. Dealer Sales Helps. 








Js 
8 Sold Through Regular Trade Channels. { “| a FANS 


FAN-PAC ...PRODUCT OF FAMOUS FAN FAMILY 


FAN-PAC's “big brothers” cool huge engines 
in U.S. Army tanks and Diesel streamliners. 
“e- DeBothezat Industrial Fans have been well known 
rr eth for 20 years. Choice of ventilating engineers 
, on numerous jobs where efficiency and 
: economy count most. 


Get DETAILS — FILL IN — MAIL TODAY! 


DeBothezat Fans Division, Dept. E-I, 
American Machine and Metals, Inc., East Moline, Illinois 


Yea / 1 want more details about the FAN-PAC line of 


ii DEBOTHEZAT 


FANS DIVISION 


Name _ 
Address 
City 


Firm Name 
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NEW PRODUCTS 


KELVINATOR Refrigerators 


Kelvinator Div., Nash-Kelvinator Corp, 
Detroit, Mich. 

Models: Three 7-ft. and one 9-ft 

Selling Features: “Moist-Master” 9 
cu. ft. model is a combination refrig- 
erator and frozen food chest, pro- 
vides for freezing and storing froze: 
foods, for safe-keeping of high-mois- 
ture content foods, and for genera 
storage of average foods. Cold Mist 
Freshener feature employs a sepa- 
rate set of cooling coils concealed i 
walls surrounding freshener—thes 
coils, together with glass shelves 
which reduce moisture absorbing air 
circulation maintain super-moist con- 
dition in the compartment. 

Model CS, low-priced model, has 
7 cu. ft. capacity, 12 sq. ft. easy-to- 
reach shelf area; freezer capacity 9 
Ibs. cubes or 20 Ibs. packaged frozer 
foods. 

C-7, 7 cu. ft. model has 4 additional 
features: vegetable crisper; sliding 
meat chest; capacity up to 12 lbs.; 
5-way “Magic Shelf”; 12 bu. vege- 
table bin. 

CD-7, 7 cu. ft. model has double 
crispers with crystal clear glass cov- 
ers, 12.1 sq. ft. shelf space; and over 
30 Ibs. packaged frozen foods. 

All models have Polarsphere her- 
metically sealed unit; baked-or 
Permalux exterior finish, recessed 
toe-room base; full cabinet-widt 
doors; plastic inner-door seal; 1- 
piece percelain enameled interior 
with rounded corners and acid-resist- 
ing bottom; 13 setting temperature 
control; Freon-12 refrigerant; no- 
glare Polar light. 

Electrical Merchandising, December | 


1945 
v 











G-E Heat Lamp 
General Electric Co., Bridgeport, Conn. 


Model: Table model heat lamp [R-4 

Selling Features: Uses special 250- 
watt infra-red bulb; reflector is seli- 
contained in bulb and _ provides 
proper concentration of rays; 7-i0 
metal hood protects from bumps ; tilt- 
ing adjustment permits selection 0! 
height and angle of lamp for appli- 
cation of rays from a position 00 
table or mounting on wall. 

Electrical Merchandising, December |, 


1945 


1945—ELECTRICAL MERCHANDISING 





LEC 


NE' 











TANCE 


rs 





rators 
or Corp. 
ne 9-ft 
faster” 
on retrig- 
rest, | 
ng frozer 
igh mMols- 
Tr genera 
Cold Mi 
> a sepa 
1c¢ ed 1 
1er—the 
s ely 
bing air 
noist con- 
iodel, has 
. Casy-to- 
“apacity 
red frozer 
additional 
r; sliding 
» 12 Ibs.; 
bu. vege- 
as double 
glass cov- 
and ove 
ods. 
yhere her- 
baked-or 
recessed 
inet-widt 
en a 
sca i 
inte 
cid-re t- 
mperature 
rant ; 
cembr 
; 
“ 
> 
ort, Conn. 
TR 
amp [k- 
cial 250- 
tor is selt- 
provides 
rays; 7-in 
+] 
umps ; tilt 
election oi 
for appli- 


osition on 


ecember | 


NDISING 











LECT APPLIANCE 






NEW RADIO PRODUCTS 





ARVIN Laundry Tubs 
Noblitt-Sparks Industries Inc., Columbus, 
Ind. 


Device: Roll-a-round laundry tubs No. 
4500. 


Selling Features: Styled and finished | 


) match modern washing machine; 
white enamel finish; inside tubs have 
lifetime zinc coating; no seams or 
corners; tubular frame moves easily 


on big 2 in. composition casters; | 
metal drain shield between tubs | 


mounts .a wringer; 20-gal. capacity 
of each tub emptied through gravity 
train tubes anchored into lowest 
point in bottom of tubs; table top lid 
keeps tubs clean when not in use, 


serves as Convenient extra table sur- | 


face in laundry room. 
Electrical Merchandising, December 1, 
1945 














HEALTH Pressure Cooker 


National Aluminum Mfg. Co., 720 Park 
Ave., Peoria, iil. 


Model: 7-qt. pressure cooker. 

Selling Features: New Sure-Lok 
lever _on cooker handle locks lid on 
pot; instant locking ring slides into 
place when Sure-Lok lever is ap- 
plied, completely locking pot and 
lid; special composition gasket; 
salety valve prevents over-pressure; 
improved saftiplug inserted in small 
hole in lid releases if too high a 
pressure is obtained; inside equip- 
ment includes canning basket for 
cans and jars; collander or steamer, 
iull pan, 2 half pans; adjustable 
trivet with short and long legs; 
design provides extra capacity; 
molded of special alminum alloy. 

Ele ae Merchandising, December 1, 
945 


G-E Fan 
General Electric Co., Bridgeport, Conn. 


Model; FM10S41. Table fan. 
Selling Features: 10 in. oscillating 
fan delivers 500 cim; 4-blades newly 
designed to provide forceful, quiet 
air delivery; streamlined motor 
housing; thumb-nut tilting adjust- 
ment; molded plastic base. 


Electrical Merchandising, December 1, 
1945 


SCIENCE HA 
NEW AND BETTE 





Red Jacket’s Research 
feYolot-melelolla min 


development of new 


WVehi-varaelaleititelaliate) 
equipment with 
these PLUS features 





Greatest Capacity. Super-ex- 
changer has more than twice the 
softening capacity of standard 
Zeolite. 


Rapid Softening. Now makes 
possible conditioning water up to 
60 grains hard with standard equip- 


ment. 


Iron Removal. Super-exchanger 
has high capacity for iron removal 
while softening. 

Durability. Super-exchanger not 
affected by high alkalinity, acid or 
low silica waters. 

Equipment designed for simple 
regeneration, filtering while sof- 
tening, and attractive appearance. 





Ss NOW PRODUCED A 
R WATER SOFTENER TERI 










Softens Water ...Removes Iron...in one operation 
| Makes ONE CALL Sales Easy 





PROFIT FROM RED JACKET’S 


ONE CALL SALES PLAN 


Super-exchanger makes a One Call sale possible 
for Red Jacket dealers by means of these tools. 


TEST KIT 
SIZE SELECTOR 


Now you can sell twice as many water soften- 
ers... sell them faster and sell them easier. Red 
Jacket Super-Exchanger makes it possible to 
close the sale on the first call. This simple but 
efficient Test Kit and Size Selector enables Red 
Jacket dealers to make the analysis, select the 
correct size and close the sale in one stop. Try it! 

For full details on how to sell Red Jacket 
Water Softeners in the new One Call way, 
write Department 27 today. 


RED JACKET MANUFACTURING CO. 


DAVENPORT, IOWA 
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Featuring a full line of PUMPS for shallow and deep wells, and WATER SOFTENERS 
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Complete 


POSTWAR 
PICTURE 


of 


For 25 years the one most vital and authoritative source ELECTRICAL 
of market data and potentials for the industry—the all 
year round reference book for... APPLIANCE 


































and 


EB ° MANUFACTURERS ° UTILITIES RADIO SET 
© *DEALERS * DISTRIBUTORS W445 


Now, more than ever before, the entire industry eagerly awaits this de- 
tailed and statistical accounting of the state of electrical appliance and radio 
set markets as well as expert appraisal of sales potentials, market trends, 





, trade activities, and all other pertinent industry information. 

¢ THIS ISSUE WILL BE.... distributive organizations being set up, rounded out, and 

, consumer tested—with manufacturers competing for 
more widely read, referred to, and used than ever be- dealer attention and cooperation, the ‘‘Statistical and 
was, Yesterday we had ‘postwar planning”. In 1946 it Marketing Issue" will be the ‘‘must'’ medium for maintain- 
wil be ‘plan as you produce”’—we'll be out of the ing close contact with all trade outlets. Constantly con- 


sphere of speculative theory and into the sphere of action 
where production and marketing decisions will be sub- 
jected to the acid test of competition—where strict day- 


sulted in office, store, and warehouse, carefully read 
throughout the industry, it will be the effective and low 
cost medium for telling your product story. 


to-day attention to market fundamentals will pay off in 

the race for consumer acceptance in a market of unpre- 

cedented potentialities. KEEP DEALERS.... 

LARGEST CIRCULATION »o cae @ Informed of your product's superiority, and its abil- 

ELECTRICAL MERCHANDISING has long enjoyed a circu- ity to meet all competitive claims 

lation substantially larger than that of any other publica- @ Reminded of the special services you offer through- 

tion in the field. With the removal of wartime paper re- out the year 

strictions, circulation has risen consistently and sharply — 

each month until now ELECTRICAL MERCHANDISING has ° piconet het you Cae 

a total circulation of over 33,000 plus an over-the- ae 

shoulder readership of more than 100,000. Tell your product story to the entire industry in the Jan- 
vary “Statistical and Marketing Issue’ of ELECTRICAL 

TELLING YOUR PRODUCT STORY "eee MERCHANDISING where it will keep on telling throughout 


In the critical, formative, ‘‘go ahead" year of 1946 with the year, 


Make Your Space Reservations Now... 
— Closing date for copy to set is Dec. 10th, complete 
; plates, Dec 15th. Final closing date Dec. 15th. 


ELECTRICAL MERCHANDISING 


esd The Dealers’ Choice 7 to 1 — 












NDISING 
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NEW RADIO PRODUCTS ARVIN Radios 


Noblitt-Sparks Industries Inc., Columbus, 
Ind 








All cabinets, except a small carry- Models: No. o9, 556 and 642. 
ADMIRAL Radio : about table model, of seasoned hard- Selling Features: No. 555, 5-tube table 
wood and top-quality veneer; new model ; 2-colored slide rule dial edge 
Admiral Corp., 3800 Cortland St., ‘ Plenti Power circuit practically lighted for full illumination; 4- 
Chicago, til. doubles output of pre-war sets em- buttons operate with organ 
ploying same number of tubes ; built- 
) in antennas in all models; all records, 
tures: 7 tubes: shortwave while fully automatic can be oper- 
Slide-A-Way” record 
iutomatically slides out 
cabinet doors are opened. 


push 
push 


lio- Phono console 





“On or about January 


mdising, December 1, 


¥ type pick-up; plays 10- or 12-in 
records; connection for S-C wire ; ‘ 
recording smoothness ; plastic case in walnut 
Beaux Arts, a.c. superhet radio- grain effect or ivory : 
phono table model has standard and No. 556, combination radio-phono- 
short wave bands ; walnut and fabric graph, streamlined for playroom; 
cabinet; automatic record changer non-breakable cabinet houses 
plays 12-in. records: verticle slide- 5-tube superhet radio and a manu 
rule dial ally operated record player; plays 
Newscaster ac-de table model in 10 in. records only; equipped with 
brown or brown and ivory plastic ated manually, and each unit will tone control; 6 in. high. 
“i hae . : No. 642 battery type portable 6-tubx 
accommodate either 12-10 in. or tor “Tag : eeemnane t 
12-12 in. records: other features radio; 6 in. permanent magnet 
include: automatic volume control, 
ee push-button tuning; and a special 
ADMIRAL Record Changer built-in connection operated by a 
single switch whereby the receiver's 
Admiral Corp., 3800 Cortland St., sound system may be used to hear 
Chicago, //l. programs from independent record 
pickups, television or FM sets or 
wire recorder pickups. 
Electrical Merchandising, December 1, 
es ‘lays through any 1945 
plugged into home ra v 
li function as a phono- 
graph; 5-second record change; only has standard band only; Dynatomic 
3 moving parts during change cycle; table model in brown or ivory ; ac-dc. 
child proot”; tone arm can be moved Nocturne ac-de table model; for 
at any time during operation standard band only; AVC; 3-gang 
lvailability “Now, through Admiral tuned radio frequency stage. brown with fluted metal top and 


distributors.” lectrical Merchandising, December 1, handle to match; contrasting colored 


Electrical Merchandising, December 1, _ YY cloth fabric; disappearing handle; 
1945 


v 





a 














evice Automatic record cl 
attac hme nt ior radios 








speaker; 200 hr. singlepack battery; 
sides of sheet aluminum finished in 


<a 3-way operation: battery, 110 volt 
° : a.c. or d.c. 
WESTINGHOUSE Radios Electrical Merchandising, December 1, 
- eat 
Westinghouse Electric Corp., Home Radio > 1945 v 
Div., Sunbury, Pa. . 


Vodels: 9 sets: 4 table models and 5 SENTINEL Radios 


consoles “from an ultra-modern 6- 
tube 6x6x9 in. portable model to an Sentinel Radio Corp., 
impressive 14-tube radio-phonograph Evanston, Ill. 

combination in a Chippendale con- 








J 








Models: 11 table models from battery 
and traveling models to radio-phono- 
graphs with automatic record 

, changer 

z —_ Selling Features: Include 2-bands; R. 

STROMBERG-CARLSON ‘ ~ F. stage for distance reception; 
Radios built-in loop aerial; full range tone 

control; illuminated slide rule dial; 

Stromberg-Carlson Co., Rochester, N. Y. : . beam power output; permanent- 

magnet dynamic speaker; automatic 
odels and 3 consoles ; volume control; iron core LF. 
Console models New : weights and sizes; modern design 
Id ra and Autograph and ample selection of cabinet ma- SYMPHONIC Record Players 
are radio-phonograph combinations : terials and colors to harmonize with 
New World and Futura are sunerhet ‘ any furnishings—modern or period. Symphonic Radio and Electronié Corp., 
vith standard, short wave and 2 Electrical Merchandising, December 1, Cambridge, Mass. 
FM bands _ equipped for push botton Models: 3TPC and 3TPW 
and manual tuning with 10-watt au- : : ; 
dio output: 12-in electrodynamic sole cabinet equipped to receive Selling Features: Have 3-tube ampli- 
sneaker. New World motern de- standard, foreign shortwave and FM fier to give reproduction of 34 watts 
sign cabinet in crotched walnut or broadcasts.” . output; specially designed scrat: 
mahogany with folding, disappearing Selling Features One table and all . filter network; 64 in. deluxe PM 
doors. Futura’s cabinet available in console models have standard (500 : speaker of Almeco Permalloy mag- 
Inut or pin-striped oak 1600 k.c.) and shortwave (5 to 18 net construction and oversized mag- 
Autograph, 18th Century English m.c.) bands; 3 consoles equipped for = net cone to give full range of f: 
design cabinet has standard, 2 FM FM between 88 and 106 m.c. - quencies; separate volume cont 
bands, 2 short wave bands with Duo model—table phonograph- . gives complete range of sound; from 
spread-band tuning; 12 push-button combination from which radio re- : crystal arm of sealed-tight construc 
control; AVC’s edge-lighted dial; ceiver can be remvoed as complete = tion; plays 12 or 10 in. records with 

Carpinchoe speaker; separate bass unit and carried elsewhere to serve : 4 cover closed. 

and treble controls; automatic record as straight radio receiver is out- Electrical Merchandising, December 1, 
hanger with feather weight crystal standing feature. 1945 
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1. Mrs. West 
is not a pest... 























2. She’s like all the rest... 
(on a quest for the best) 





3. And this seal 
makes her feel the value’s real! 


This seal acts as your customers’ 
“green light” to go ahead and buy. 


Wax Mrs. West hesitates before gives her the go-ahead signal. 
buying—when she backs and fills and 
murmurs and questions—she’s not be- 
ing fickle and flighty and feminine. 


Like millions of other women, Mrs. 
West counts on us to examine products 
for her. 


The woman's simply trying to esti- She has confidence in goods carry- 
mate value that’s not apparent to the 


ing the Good Housekeeping Seal—she 
° naked eye. selects those goods, given a choice—be- 
That’s why she brightens up when cause she knows we give this seal to no 

the Good Housekeeping Guaranty Seal one. The product that has it earns it. 


Good Housekeeping 


959 8th Avenue, New York 19, N. Y. 


The Homemakers’ Bureau of Standards 
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DOUBLE POWERED! 


The first-line farm market for manufacturers of electrical products consists of those 
double-powered farms which have both high-line power and high purchasing power. 
There are six million farms in the United States. Three million of them—50%—are 
not serviced with electricity. Another large percentage do have power but not suf- 
ficient income to make full use of it. The balance of the farms compose what is today 
one of the biggest markets for electrical goods. 


The cream of this market consists of 400,000 electrified farms with high purchas- 
ing potentials. They were selected on the basis of power usage and equipment buying 
ability by representatives of Electric Power Companies and R.E.A. Co-ops. Every 
one of these farms — and this is of primary importance to merchandisers of electrical 
equipment—receives ELECTRICITY ON THE FARM Magazine. The electric companies 
pay for its circulation because they know that it is the most potent medium—and an 


exclusive one—for acquainting and assisting farmers in the use of electricity on farms 
and in farm homes. 


As its title indicates, ELECTRICITY ON THE FARM Magazine is devoted—100%— 


to its editorial purpose. It merchandises electrical products all—100%—of the time. 
Its circulation is entirely—100°%—waste-free. 


Judge for yourself what ELECTRICITY ON THE FARM Magazine is doing in promot- 
ing the sale of your merchandise by writing for a sample copy. 


oS ELECTRICITY ON THE FARM macazine 


s 24 West 40th Street 

=, New York-18, New York 
44 

" 605 Market St 


6 No 


Ch 


M 


jan Av 


San Francisco 5 


MAGAZINE CF RURAL ELECTRIFICATI 


Calif 1g0 2, Illinoi 


NATIONAL 
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G-E Ranges Available 
By Early December 


The first postwar General Elect: 
ranges that rolled off the producti: 
line in Bridgeport, Conn., recently wi 
probably be generally available { 
sale across the country in early Decen 
ber, J. R. Poteat, manager of t! 
company’s Range and Water Heat: 
Divisions, has announced. 

Mr. Poteat said that the compa: 
will build three ranges—a low pric: 
a medium priced and a deluxe mod 
Ranges will be shipped to distributo 
as they are produced, and it is expect: 
that by December dealers in all parts 
of the country will have samples, with 
a good chance of making delivery of 
the first orders on their books befor: 
Christmas. 


Allocation Basis Used 


Ranges will be shipped on an allo 
cation basis to all parts of the country 
Allocations are based on 1941 sales by 
areas, with due allowance made for 
population shifts. Thus each part of 
the country will receive its propor- 
tionate quantity of the total production 
It is expected that prewar production 
rates will be achieved by January of 
1946. 

The new ranges will be similar to 
but definitely improved over those pro- 
duced in 1942, Mr. Poteat said. For 
example, high-speed cooking elements 
will be standard in all ranges on both 
surface and oven, and in the low-priced 
model 50 percent additional storage 
space will be provided. Automatic 
timers and bright finished parts which 
were dropped in 1942 because of 
scarcities will be found on the new 
production models. 


Seiberling Rubber Co. 
To Supply Appliances 


Seiberling Rubber Co., Akron, O., 
has named D. B. Sayre as manager of 
a new merchandising department which 
will supply the company’s dealers with 
a complete line of household appliances, 
bicycles, power and hand lawnmowers, 
and a broad line of automobile acces- 
sories, 


D. B. SAYRE 


Col. J. L. Cochrun, vice-president 
in charge of sales, said that manufac- 
turing contracts have been closed with 
most suppliers and many of the new 
products for tire dealers will be ready 
“in the near future.” He emphasized 
that all new lines would be produced 
by “recognized” companies. 

Seiberling is not entering the com- 
pany-owned store field, but will con- 
tinue to merchandise through inde- 
pendent dealers. 


ON 
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Jacobs Acquires Plant 
to Make "Launderalls" 


Rex C. Jacobs, president of IF. L. 
lacobs Co., Detroit, announced re- 
cently that it has acquired a plant in 
Indianapolis, Ind., where it will assem- 

its “Launderall” automatic washing 
nachine “and another product which 

» will announce shortly.” 

The F. L. Jacobs plant in Dowagiac, 
Mich., at which it was formerly 
planned to make the washing machine, 
as been sold, Mr. Jacobs said. “We 
will get into much quicker produc 
tion of the washing machine at the 
Indianapolis plant, which is more suit- 
able for our equipment requirements 
and production plans. Furthermore, 
we will have the advantage of a good 
labor market there,” he stated. 


"V" Loan Repaid 


The Indianapolis plant, which has a 
floor space of approximately 90,000 
square feet, was purchased from Inter- 
national Detrola Corp. 

Mr. Jacobs also announced that the 
company has repaid in full its $5,000,- 
000 “V” loan from the National Bank 
of Detroit. Funds for the repayment 
were provided by proceeds of the 
$3,000,000 issue of preferred stock sold 
publicly recently, plus additional funds 
from the company’s treasury, Mr. 
Jacobs said. 


Jersey Central Appliance 
Co. Formed by Seiple 


Announcement was recently made of 
the formation of the Jersey Central 
Appliance Co. by B. A. Seiple, vice- 
president in charge of sales for the Jer- 
sey Central Power and Light Co. since 
1928. Mr. Seiple will be president and 
treasurer of the new firm; C. R. 
Butcher, also with Jersey Central 
Power and Light, since 1929, will be 
vice-president; and E. Stanley Marks 
is the new secretary. The firm will 
sell a complete line of electric and gas 
appliances for both domestic and in- 
dustrial use throughout Monmouth 
and Ocean counties. Its location is 
701 Main Street, Asbury Park, N. J. 

Mr. Seiple is widely known in both 
the appliance and electrical fields, and 
is prominent in civic circles in the 
Asbury Park area, as is Mr. Butcher. 

E. H. Werner, president of Jersey 
Central Power and Light Co., com- 
mented on Mr. Seiple’s splendid servy- 
ice record with his company, and gave 
his hearty endorsement to Mr. Seiple’s 
decision. He also announced the ap- 
pointment of G. A. Parker, gas sales 
supervisor of the firm for the past few 
years, as manager of domestic sales. 


Lear Radio Sets 
1946 Ad Campaign 


Homer M. Snow, advertising man 
ager of the Home Radio Division of 
Lear, Incorporated, announces the com 
pletion of the 1946 magazine and radio 
advertising schedule for this division 
of the company. 

The schedule will include full pages 
in color in a list of national magazines, 
including Saturday Evening Post, Col- 
liers, Liberty, Cosmopolitan, Redbook, 
and others. 

The Orson Welles Almanac, now 
sponsored by Lear over the American 
Broadcasting Co. network, will be 
continued as part of this campaign. 








DISTRIBUTION IS MERCHANDISE 
and Wen 





This is John J. O'Donnell, our District 
Merchandising Manager at Boston — one 
of the specialists from coast to coast who are 
boosting the business of Graybar dealers. 

O'Donnell, who began his Graybar career 
as a salesman, has been with us 35 years 

Intensely active, he has joined many clubs 
and business groups — including Kiwanis, 
Worcester Chamber of Commerce, Adver- 
tising Club, and Worcester County Elec- 
trical League, of which he’s a past president 
Besides all chat, he’s the father of three 
sons and two daughters — and still finds 
time for golf, fishing, and poker. 

In personnel training, display, and pro- 
motion, dealers get real help from Graybar 
merchandisers like O'Donnell. 


























You offer the newest and the best 


when you display the “via-Graybar’ lines 


By featuring the appliances and radios that Graybar distrib- 


utes, you feature merchandise that’s made by responsible manufac- 


turers —- merchandise that’s universal in buy-appeal — merchandise 


that’s effectively advertised to consumers by its makers. All the 


appliances and radios we distribute must meet those standards — 


assuring you that every unit you order from Graybar will sel. 


By helping to train your salesmen, and by assisting with 


display and promotion, Graybar’s Merchandising Specialists can 


help you realize these advantages in terms of profits. Give us a call, 


or write, and we'll tell you about all the “via-Graybar” advantages — 


including local stocks. Graybar Electric Company .. . 


in over 80 


principal cities. Executive Offices: Graybar Building, New Y ork 17. 


4597 





RADIO, RADIO-PHONO, 
AND TELEVISION SETS 
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NEW HOME OWNERS SAY... 


~ “WeWant 
Economical 
Automatic Heat’ 


Vaporizing Oil Burner Space Heaters, Floor Fur- 
naces, Furnaces, and Water Heaters Equipped 
with “A-P’’ CONSTANT LEVEL OIL CONTROLS 
Deliver This Great Market Right to Your Doorstep 


The immediate future is bright for vastly increased 
installations of Vaporizing Oil Burner Appliances in the 


millions of attractive new small homes that will shortly 
be under construction. 


The majority of these prospective owners plan to enjoy 
the comfort of automatic heat and the luxury of automatic 


hot water — economically and dependably assured by 
“A-P” Constant Level Oil Controls. ‘ 


Prepare to promote profitable Vaporizing Oil Burner 
Appliances sales the “A-P” way — aided by the great ad- 
vantage of assured leadership with “A-P” Constant Level 


Oil Controls. Complete Bulletins upon request. 


“A-P" Model 240W Constant Level Oil 
Control equipped with “Magic Pilot” — 
an essential control on Vaporizing Water 
Heaters, Floor Furnaces, Furnaces or other 
equipment where a low pilot flame must 
be maintained indefinitely. 


AUTOMATIC PRODUCS 
COMPANY 


2400 N. 32nd ST., MILWAUKEE 10, WIS. 


DEPENDABLE 


OIL CONTROLS 








“A-P" CONTROLS ARE DESIGNED TO ELIMINATE SERVICING | 


' 






B. C. Electric Announces New 
Dealer Cooperation Policy 


With the early return of electrical 
appliances, the B. C. Electric Railway 
Co. has now printed the details of a 
new plan of co-operation between the 
utility and appliance retailing organ- 
izations in British Columbia. The B. 
C. Electric plants serve Vancouver, 
Victoria, New Westminster and vari- 
ous other points on Vancouver Island 
and in the lower mainland of British 
Columbia. Dealers are eligible to co- 
operate with the company in its new 
sales plan, details of which have just 
been released by W. C. Mainwaring, 
vice-president 
sales. 


Merchandising Policy 


The B. C. Electric in 1938 started to 
drop out of direct sales of appliances, 
discontinuing such lines as washers, 
ironers, cleaners, etc. Now the com- 
pany has also announced that it has 
discontinued the sale of table appli- 
ances as well as floor and table lamps. 

In future the company, through its 
own stores, will continue to sell only 
gas and electric ovens, ranges, rang- 
ettes, water heaters, refrigerators, 
heating equipment other than portable 
models and commercial and industrial 
equipment. The only other lines 
handled by the company will be lamp 
bulbs, electric water systems in rural 
areas and such new appliances which 
will be introduced from time to time 
where consumer acceptance must be 
built up. 


High Potential Market 


The company has already deter- 
mined that there is a vast market in 
its territory for electrical appliances 
It points out that there are 133,500 
customers on its power lines that have 
no electric ironer; 119,000 customers 
are not now using a gas or electric 
water heater; 103,000 customers are at 
present without an electric refriger- 
ator; 76,000 customers have not as 
yet purchased a gas or electric range; 
60,000 are without an electric washer 
and 49,000 as yet have not bought an 
electric cleaner. In addition to this 
vast potential market the company 
estimates that at least 25% of elec- 
tric ranges and 50% of gas ranges 
now in service in the territory it 
serves are obsolete and should be re- 
placed. 


Advertising Allowance 


In announcing its new plan of co- 
operation, B. C. Electric sets forth de- 
tails of an advertising allowance which 
will be granted on appliance sales. In 
the case of all electric and gas ranges 
and storage automatic heaters, the 
company will pay to the dealer an 
allowance on each sale of $3.00 per 
unit. On electric farm equipment sold 
the advertising allowance will be the 
half of one percent of reported sales 
volume. These bonuses will be paid 
monthly on receipt of a regular report 
from the dealer on a form drafted by 
the company. Dealers are asked to 
make a complete report of their sales 
by the 10th of each month and the 
overall market figures compiled by 
these reports will be made available 
to all other dealers. 

In connection with the promotion 
of electric and gas water heater sales 
the company tentatively suggests that 
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in charge of general - 
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Less company merchandising, 
more sales and advertising, 
allowances included 


its program will include refusal to 
rent additional equipment in this field. 
It states that in future automatic elec- 
tric and gas water heaters will be sold 
by dealers and plumbers as well as by 
the company and the rental plan dis- 
continued. A bonus plan will be 
established for plumbers who will 
take orders for automatic water heat 
ers and who do not wish to handle 
merchandising sales themselves. To 
encourage the use of modern electric 
and gas ranges the company will 
again offer to customers through deal 
ers a trade-in allowance on old gas 
and electric ranges where new ranges 
are purchased and where the old 
ranges have been in service on com- 
pany lines for the minimum period of 
the past twelve months. 


Trade-In Plan 


This plan will make provision for 
the dealer extending an allowance to 
the customer equal to the schedule that 
will be established and the same allow 
ance will be paid to the dealer by the 
company when he delivers the range to 
the utility. These old ranges will b 
destroyed by B. C. Electric and will 
not be resold. Provision will be mad 
for the plan to take care of apartment 
house replacement ranges where th 
new ranges are sold through a dealer 

The company has recently reorga 
ized its entire sales, light and pow: 
departments. John H. Taylor heads 
the division of dealer development 
with H. R. Stewart and J. F. Skelton 
as dealer development representatives 


Julian, Clark Water Heater, Dies 
Arthur FE. Julian, general manager 

of the Clark Water Heater Division of! 

the McGraw Electric Co., of Chicago 





A. E. JULIAN 
died unexpectedly Oct. 2 at Binglimn 
ton, N. Y. His funeral was held i 
Chicago. Mr. Julian, who leld t 
position of general manager of tlhe 


Clark Division since 1928, was bor: 
in Cambridge, IIl., in 1896. He at onc 
time was chairman of the committee on 
electric water heaters of the Nationa! 
Association of Electrical Manufac 


turers. 


MERCHANDISING 


' 





ng, 
ng, 


| to 
ield. 
elec- 
sold 


s by 


be 
will 
leat 
ndle 
To 
ttric 
will 
leal 


nges 
old 
om- 


d of 


nent 


Ss 


wel 
no 


ago 


Mort 
UIit 
> Ol 
ona 
fac 


ING 





Fluorescent Lighting 
For N. Y. Subways 


Fluorescent lighting may soon ap- 
pear in metropolitan subway cars, 
street cars, trolley buses and other 
public vehicles, according to a recent 
announcement that a fluorescent light- 
ing development is now in progress 

new cars of the New York City 
Transit System. 

As a result of experiments conducted 
jointly by Sylvania Electric Products, 
Inc.. New York City, and Communica- 
tion Industries, Inc., Bloomfield, N. J., 
with the cooperation of the Board of 
Transportation of New York City, a 
new type rough service fluorescent 
lamp and auxiliary has been designed 
for public transit vehicles which oper- 
ate on a direct current voltage ranging 
from 400 to 700 volts. Thus, fluores- 
cent lighting is possible to the transit 
industry for the first time, without 
the use of expensive equipment to 
convert the power to A.C, 


New Film Released 


On Armored Cable 


A new motion picture, 
mored Cable System 


“The Ar- 
of Wiring”, has 
been released by the Armored Conduc 
tor and Flexible Metallic Section of 
the National Electrical Manufacturers 
Association [he program, according 
to Henry M. Dreher, the Section’s 
electrical engineer, is an educational 
and promotional project which is in- 





HENRY M. DREHER 


tended to demonstrate’ to the various 
electrical industry 


tant part 


groups the impor 
which this wiring 
material will assume in meeting the 
tremendous post-war demands for an 
adequate, flexible, safe and economical 
wiring system. 

The new film shows in a popular 
way the complete manufacturing proc- 
esses and testing of armored cable and 
its component parts. A companion 
picture dealing with the wide range of 
applications and approved methods of 
installing armored cable is under con- 
sideration for future release 


pioneer 


New Home Freezer Co. 


Capitalized at $25,000, Sub Zero Co. 
has been organized at Madison, Wis. to 
manufacture home freezing units. The 
company, with offices at 731 University 
Avenue, is planning to erect a factory 
building in the near future. The in- 
corporators include W. F. Bakke and 
M. E. Robertson. 
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NOTE: Do you want your present repair cus- 
e tomers to come back to you for new 
appliances—when these again are on your 

floor? Then give these customers fast 

service now—have needed parts sent by 

Air Express from the factory or parts job- 

ber. This saves time now and may save 


some sales later on. 


Cut the Cost of “Cake” 
From Your Business 


SPECIFY 


Air Expres 


" / 


If stand ird tems are the bread and butter of vour business. then 
slow-turns are certainly the costly “cake” you have to carry to 
give full service 

Why not cut the cost of cake, as thousands of firms are doing? 
Trim your inventory to “standards” and order “slow turns” via 
\ir Express. 

Delivery is so fast, Air Express is like a bridge between your 
supplier's warehouse and your own stockroom only a matter of 
hours between any two points in the United States and many 


foreign countries 


Specify Air Express-a Good Business Buy 


Shipments travel at a speed of three miles a minute between principal U.S. towns 
and cities, with cost including special pick-up and delivery. Same-day delivery 
between many airport towns and cities 
23,000 off-airline | 


Service direct 





Rapid air-rail service TYPICAL RATE CHART 





points in the United States _ are Pg ee ey 0 | 
by air to and from scores otf foreign MILES ee | . ° Cents per tb 





countries |_149_|s1 00 |s1.00 | $1.00 |$1 40 15 
WRITE TODAY for “Jig Saw Puzzle . a booklet |_249 | 106 | 12s | 263 | 420 | 105 
packed with facts that will help you solve [ses [v1 | 152] 438 | 700 | 7s 
many a shipping problem. Air Express [Joss [126 | 219] 675 [1400 | 35 oe 
Division, Railway Express Agency, we 1145 “403 [2013 [3220 | 05 ] 
230 Park Avenue, New York 17. Or ask [Foe 168 420 | 21 00 3360 | a4 


for it at any Airline or Express office. | 2350 


GETS THERE FIRST 


Phone AIR EXPRESS DIVISION, RAILWAY EXPRESS AGENCY 
Representing the AIRLINES of the United States 


— 
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New York Distributor Pledges 
End to “Discount” House Selling 


The D. W. May Corp., exclusive 
distributors of Farnsworth television 
and radio receivers, Ken-Rad tubes, 
Wilcox-Gay Recordios, Coolerator 
refrigerators and home freezers, Filter 
Queen vacuum cleaners, Electromaster 
ranges, Capitol steel kitchen cabinets 
and sinks, Speed Queen washers and 
ironers and Coleman heating equip- 
ment in the New York City metro- 
politan area, have notified all local 
retailers of their intentions to sell 
all their products under the State 
Fair Trade Laws,, and put themselves 
on record to enforce their contract. 


Cites Pent-Up Demand 


D. W. May, president of the firm, 
sums up the situation in this way: 

“We are in a period of reconversion 
with a resulting production of con- 
sumers’ goods. Now there is a ‘pent- 
up’ demand for merchandise. The 
dealer will be sorely tried to obtain 
sufficient merchandise to supply the 
large volume of sales easily obtain- 
able. Let us recognize, however, that 
when the hysteria of early buying and 
retail sales shall cease and we enter 
the normal production and retail con- 
sumption, many retailers will very 
well again regress to the prewar days 
of industrial and cut-price selling, and 
other well-known evils. These prac- 
tices, while seemingly granting an 
advantage to one as against the other, 
are in truth a cancer to the good 
retailer, as well as the manufacturer, 
ravaging and eventually undermining 
the entire fabric of controlled and 
profitable business.” 


Main Points in Pledge 


The main points of the May pledge 
to its dealers are: 

1. Firms who by the nature of their busi- 
ness cannot accede to Fair Trade re- 
quirements, such as discount houses and 
retailers engaged in industrial selling, 
will not handle May Corp. merchandise, 
nor will they be sold directly or indirectly. 
2. There will be no sales to industrial 
concerns such as factories, banks, large 


Strict Adherence to Fair 
Trade Laws Promised 
By D. W. May 


D. W. MAY 


industrial organizations and related firms 
who purchase merchandise for the use 
of their plants or for their employees; 
sales will be made only through fran- 
chised dealers. 


Other promises made to dealers are: 


1. Sale of only nationally-known products 
of recognized quality. 

2. Enforcement of compliance with State 
Fair Trade Laws against any retailer, 
regardless of size. 

3. Reduction of number of outlets on 
each product line, giving exclusive terri- 
tories in many cases. 

4. Tagging and sale of all merchandise 
on floors of all retailers without discount, 
and conducting of advertising at full 
Fair Trade price. 

5. Refusal of sales to May Corp. em- 
ployees, directly or indirectly. 

In conclusion, the D. W. May Corp. 
requests its friends, business associates 
and employees not to ask for viola- 
tions of this code. Distribution will 
be on a wholesale basis only, to author- 
ized franchised dealers, without any 
exceptions. 








Asks Dealer Selling 
Job On Dishwashers 


Seventy-five per cent of General 
Electric dishwashers and 70 per cent 
of G-E garbage Disposalls are sold by 
electrical dealers, it has been an- 
nounced by C. J. Enderle, manager of 
the General Electric Co.’s electric sink 
and cabinet division. 

“Only about 20 per cent of dealer 
sales, however, came about as a re- 
sult of educational work by the dealers 
themselves,” Enderle said. “Most 
people first learned about the dish- 
washer and Disposal! through adver- 
tising or friends. 

“Customer satisfaction indicates 
that many hundreds of thousands more 
of these two appliances can be sold by 
dealers if they will do a more aggres- 
sive selling job,” he added. 

Citing the results of a recent survey 
of dishwasher and Disposal! users, 
Enderle disclosed that 94 per cent of 
these interviewed would not dream of 
parting with their G-E dishwasher 
regardless of the price offered. Ninety- 
two per cent of Disposall users feel the 
same way. 
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Practically 100 per cent say the dish- 
washer is simple to operate; 60 per 
cent say it is self-cleaning; 82 per- 
cent say they have less dish breakage 
using the dishwasher. 

In the case of the Disposall, 99 per 
cent say it is easy to operate, 88 per 
cent say it is self-cleaning. 

As seen by the users, the dishwash- 
er’s outstanding advantages, in order 
of their importance, are that it saves 
time, is more sanitary, makes for 
cleaner dishes, saves labor, keeps 
hands out of water. 

People like the Disposall primarily 
because of its convenience and time- 
saving advantages. 


Trade Show at Minneapolis 
March 10-14 


An all industry convention and trade 
exposition will be held by the North 
Central Electrical Industries at the 
Radisson Hotel in Minneapolis, March 
10 to 14, 1946. The show will be a 
coordinated activity of eight electrical 
trade associations. 
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Southern California Edison Co. 
Quits Appliance Merchandising 


Latest Pacific Coast power company 
to join the ranks of those who plan 
to leave the merchandising of electrical 
appliances solely in the hands of the 
dealer, confirming utility activities to 
promotional work of all types, is the 
Southern California Edison Company, 
Los Angeles, Calif. According to an an- 
nouncement recently issued by R. R. 
Walbridge, vice-president, the com- 
pany is discontinuing the direct sale 
of all types of electrical merchandise 
to its customers, including mazda 
lamps, and will engage in a vigorous 
promotional campaign ffor _ sales 
through dealers. 


Factors Influencing Decision 


“Many factors contributed to this 
decision,” Mr. Walbridge said, “one 
of the most important being the greatly 
accelerated interest in electrical labor 
saving devices for home use during the 
war years, and the resultant increase 
in the number and quality of dealer 
outlets in the Edison Company service 
territory. 

“A large backlog of purchasing 
power for electrical appliances and 
equipment has been stored up during 
the war years, and for the future an 
inadequate supply of these appliances 
to meet all demands is indicated. 

“This consumer backlog of buying 
power is by no means inexhaustible, 
of course, and after the first rush to 
make replacements, competition for 
the homemakers’ dollar will require 
sound, constructive selling methods 
aimed at the long term objective of 
increasing the (kilowatt hour) con- 
sumption of our consumers. 

“We believe that the domestic sales 
department, which is directed by H. C. 
Rice, will be most effective in aiding 
the development of these long term 
selling programs—working directly 
with the dealers and distributors in 
this market area in coordinating sales 
plans and promotional activities. 

“The residential load building pro- 
gram resolves itself into selling the 
homemaker increased usage and new 
appliances. Entirely new appliances 
will await introduction to the public 
and there will be several others whose 
past acceptance has been sufficiently 
low to warrant placing special efforts 
on making them attractive to the 
homemaker. 


Utility Promotional Helps 


“A corps of experienced Edison men 
will soon be in the field working with 
dealers, architects, builders and con- 
tractors to promote range and water 
heater sales, adequate wiring and bet- 
ter lighting. Market surveys will be 
made and training programs for dealer 
salesmen will be held. Materials and 
suggestions for store and window dis- 
plays will be supplied, fair exhibits 
will be used and seasonal campaigns on 
appliances will be held. 

“These activities will be supported 
by a vigorous advertising program 
using newspapers, direct mail, bill- 
boards and other effective media. 

“A staff of Edison home economists 
will conduct cooking schools and will 
be available to assist purchasers of 
electric ranges to receive the fullest 
measure of convenience and economy 
from this modern cooking method. 


Past Experience Recalled 


“Throughout its history, the Edison 
Company has taken a leading part in 
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Sales Dept. To Aid 
In Long Term Planning 


the introduction and sale of new 
electrical appliances in its service ter- 
ritory. This has been true from the 
first introduction of appliances in the 
early 1900’s through to the streamlined 
equipment of prewar days. Because the 
public mind is relatively slow to accept 
new ideas, the Edison Company felt 
that its vigorous and coordinated efforts 
were necessary to effect a general 
acceptance of appliances. 

“During the war, this picture was 
changed. Electricity came before every- 
one’s mind forcibly as it helped win the 
war in radar, factories and in many 
important ways. The public is much 
more conscious of electricity’s con- 
veniences and comforts than before 
the war. Although the war lasted three 
and three-quarters years, it advanced 
electrical acceptance about ten years. 

“This public acceptance has been 
equaled by interest on the part of deal- 
ers in selling electrical equipment to 
the point that today there is an ade- 
quate number of well qualified elec- 
trical merchants to meet the sales 
needs in Edison territory. 

“As a result, the Edison Company 
feels that we can best advance the 
interests of dealers, wholesalers, man- 
ufacturers and the public by devoting 
our energies to developing promotional 
ideas and sales helps.” 


Round Table Elects Officers 


Elizabeth Beveridge, home equip- 
ment editor, Woman's Home Compan- 
ion, was elected chairman of the Elec- 
trical Women’s Round Table, Inc., of 
New York for the 1945-46 season at a 





] - 
ELIZABETH BEVERIDGE 


recent dinner meeting Mrs. lice- 
Mary Schnirring, Swartzbaugh Mfg. 
Co., was elected secretary, and Frances 
Armin, director of consumer education 
National Adequate Wiring Bureau, 
was made a member of the executive 
committee. 


G. E. Credit Corp. 


Reopens in Louisville 


The General Electric Credit Corp. 
reopened its Louisville office in the 
Starks Building, at 4th and Walnut 
Streets, Louisville, Kentucky, on 
November 1, 1945, according to an 
announcement by D. O. Thomas, 
Southeastern district manager. S. W. 
Dail has been appointed manager. 
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JUMPING THE HURDLES 


Got a new product to sell? Want 
broader distribution for an es- 
tablished one? Put it in the News- 
Post — the paper that takes you 
over the sales hurdles in Balti- 
more. First in circulation in the 
sixth largest city, it won its 
“blues” by knowing what the 
solid citizens of Baltimore want 
... and giving it to them. The 
News-Post is the best bet — and 
the best buy in Baltimore. 


Baltimore News-Post 


NATIONALLY REPRESENTED BY HEARST ADVERTISING SERVICE 


PAGE 
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\ Randolph Was 
Ready for Reno! 





He loathed lumps in his mashed potatoes. (The little woman just squashed 


‘em by HAND!) 











So she said, ““Get' me a mixer."’ Imagine saying “‘mixer,"’ not ‘‘a powe~*' 
versatile KitchenAid.” But she did, and that’s what she got, so she siill 
got lumps. (Randolph got a time-table.) 








But in the nick of time, along came KitchenAid (Note: Any minute now). 
It does everything! Better! And Reno's repulsive to Randolph now! 


EXPERIENCE HAS 
PROVED THAT NO 
MIXER COMPARES 
WitH KITCHENAID! 


It’s a fact, there’s never been a bigger mixer 
market. Customers have never been more quality- 
conscious. You'll sell the KitchenAid line as you 
never did before . . . Ask your distributor about 
this complete line of mixers, attachments and 
coffee mills—all guaranteed, nationally adver- 
tised, competitively priced with full margins. 
You'll do business with KitchenAid. 


“Kitchen thd 


The Hobart Manufacturing Co. * KITCHENAID Division - Troy, Ohio 
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West Penn Power Meetings 
Draw Large Dealer Attendance 


Almost a thousand Western Penn- 
sylvania electric appliance dealers to- 
gether with representatives of appliance 
distributors and manufacturers attended 
a series of eight regional meet- 
ings sponsored by West Penn Power 
Co. in the second and third weeks of 
November. At these meetings the com- 
pany outlined its cooperative plans and 
promotions for the coming year. 
Market surveys, both from dealer and 
customer viewpoint, were also high- 
lighted to give dealers an inside picture 
of the appliance market in the territory 
where West Penn furnishes electric 
service. 


Harry Restotski Presides 


At each meeting the guests were 
welcomed by the company’s division 
manager who introduced as the meet- 
ing’s chairman, Sales Promotion Man- 
ager Harry Restofski who outlined the 
purpose of the meeting and gave a 
brief resume of the history of the de- 
velopment of the appliance market in 
Western Pennsylvania since 1921. 

T. G. Allan, assistant to the manager 
of West Penn’s Dealer Section, high- 
lighted the customer survey the com- 
pany had conducted. 

W. D. Peters, manager of the Dealer 
Section, followed with a tribute to deal- 
ers for the wonderful service job they 
accomplished in keeping electric appli- 
ances running during the wartime 
period. He pointed out, however, that 
because of this experience dealers 
should be ready to meet increasd con- 
sumer demands for electric appliances 
and be better prepared to handle en- 
larged markets. He warned that com- 
petition in this field makes it very 
necessary that dealers be prepared to 
carry on an active merchandising oper- 
ation. Mr. Peters then presented a 
survey based on dealers’ reports indi- 
cating what their plans were to meet 
the growing customer demand for elec- 
tric appliances in their locality by an 
accelerated program of store modern- 
ization, advertising, display, and out- 
side selling by trained personnel. 





How Old Is A Dealer? 


Deciding fairly who is and who is 
not going to be a General Electric 
dealer is one of the most difficult 
jobs assigned to a GIE electrical 
appliance distributor. Ask A. R. 
Tessmer, sales counsellor of the 
Company's Pittsburgh Appliance 
Distributing Branch. He knows. 

Traveling in Ohio not so long 
ago Tessmer followed up one re- 
quest for a dealer appointment and 
found himself in the tiny town of 
Unionport, population about 350. 

Pursuing his quest to the door- 
step of the dealer hopeful, he rang 
the bell of a private home and was 
told by the lady of the house that 
the gentleman requesting the fran- 
chise was not at home but could be 
found at the playground where he 
was “playing with the kids.” 

The “gentleman” turned out to be 
a 14-year-old boy, Tessmer reports. 

Considering his tender age no ob- 
stacle to success, the young hopeful 
said he could see the possibilities 
in the General Electric appliance 
business and “wanted in on the act.” 
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8 Regional Meetings 
Outline Company 
Appliance Plans 


Advertising Program 


To give dealers a “behind the scenes” 
picture of how West Penn’s advertising 
is planned and executed for their bene- 
fit as well as the company’s, advertising 
manager H. S. Metcalfe presented a 
preview of a series of six advertise- 
ments to appear in local newspapers in 
West Penn’s area of service during 
November and December. He also 
told the company’s use of illuminated 
bill boards, radio, publicity, window 
displays and a residential direct mail 
piece, “Homemaking Today,” of which 
about a million copies are issued each 
year. 

West Penn’s policies and dealer 
helps were outlined by Sales Promotion 
Manager Harry  Restofski. He 
pointed out how tens of thousands of 
customers were reached and influenced 
by the company’s program helping 
dealers do a better, bigger, and more 
profitable job of selling home electrical 
appliances and lighting equipment. 

Vice President P. H. Powers also 
complimented the dealers on their fine 
cooperation with West Penn—making 
possible the stepping up of sales peaks 
in this rapidly growing electric appli- 
ance field, especially after the company 
discontinued merchandising at the end 
ot 1937. 


$175,000 Plant Expansion 
For Lau Blower Co. 


Lau Blower Co., Dayton, O., have 
acquired a building in Dayton, five 
blocks from their present plant which, 
when readied for occupancy and full 
operation, will practically double the 
company’s present manufacturing ca- 
pacity. The new structure was a war 
plant until recently and, since being 
taken over by Lau Blower, has been 
modernized in every way, including flu- 
orescent lighting throughout, for effi- 
cient manufacturing. 

Ed Lau, president, who announced 
recently a new blower wheel, claimed 
to be radically new and different from 
anything thus far placed on the mar- 
ket, said that the increased manufac- 
turing capacity will further improve 
the company’s competitive position in 
the industry. 


Farm Income Higher 


A recent release from the U. S. 
Department of Agriculture shows esti- 
mated farm marketing cash receipts at 
$20,400,000,000 compared with $19,- 
790,000,000 in 1944, the previous high, 
and $7,877,000,000 in 1939. Cash re- 
ceipts in first nine months of 1945 
were 3 per cent above 1944, and crops 
were about 16 per cent higher than 
last year, with tobacco and wheat 
showing large gains. Cash receipts 
from livestock and livestock products 
ran 5 per cent below 1944, due to de 
cline in slaughter. 
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Bendix 'Launderette" 
School Started 


[Twelve men enrolled recently in a 
two-day launderette school, first of 
its kind, to receive instruction in 
demonstrating Bendix automatic home 
laundrys in Launderettes. Their 
teacher is Miss Edwina Nolan, director 
of the Bendix Home Laundry Institute. 

Representing Telecoin Corp., New 
York, franchised distributor for Bendix 
coin-operated laundries, the students 
will teach Launderette owners and em- 
glovees how to demonstrate the auto- 
matic washers to customers and resi- 
dents of apartment buildings. 





EDWINA NOLAN 


Grant Layng, manager of the apart- 
ment house and builder division, Ben- 
dix Home Appliances, Inc., told the 
opening session that 50 more Launder- 
ettes are in the process of being opened 
in various parts of the country. Hun- 
dreds of inquiries from prospective 
operators of Launderettes are being 
received by Telecoin and Bendix, he 
said. 

In attendance were: 


B. B. Brown, George Cory, Don 
Borg, E. C. Hill, and Don Whalen, 
of Chicago; A. W. Christopher, Har- 
old Steigler, A. W. Melroy, Robert 
G. Alexander, and W. N. Kirschner, 
of New York City; Kenneth Guy and 
Wayne Leach, of South Bend; Mrs. 
Addie Tracy, of New York City; and 
Miss Leah Parker and Miss Elizabeth 
Davis, representing the Tennessee 
Valley authority, Chattanooga, Tennes- 
see. 


FM Radio Will 
Sell More Tubes 


Good news for tube counters was 
that released recently by the Raytheon 
Manufacturing Co., on tube sale pos- 
sibilities for postwar sets. 

Radios with an additional FM band 
take 8 to 9 tubes in comparison to 6 
to 8 required in popular model one- 
band radios. 

A popular priced television set will 
employ from 18 to 20 tubes and the 
high quality television sets with FM 
band and record changer is going to 
take from 25 to 30 tubes. 

All of which means a lot more busi- 
ness for the tube counters. 

Laurence K. Marshall is president 
of Raytheon. The firm did a business 
for the year ended May 31, 1945 of 
$173,017,934 net sales, compared to 
$112,994,448 for 1944. 
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Ohie readers are different! 


Their Christmas Holiday Is A Household Holiday 











This Christmas and throughout the next year, you'll make greater profits if you 


feature the products advertised in The American Home Magazine, because its 





exciting pages make this audience the choicest market for quality merchandise. 


THE AMERICAN HOME 


1, 1945 PAGE 197 





Outstanding 
FEATURES 


that Make 


ll 


“0 Broilers 


The Nation’s Favorite 


The original hammered design Cast Aluminum 
Electric Table Broiler polished to a silver finish. 
Larger capacity. . 

Two heats. 

Uniform heat. 

Top locks in place when raised. 


Top and heating element easily removed for 


cleaning. 

Bakelite handles and legs improve appearance. 
No smoke—No muss—No fuss. 

Simple, economical and easy to operate. 

Use right on dining room table. 


Handsome well and tree platter for table serving. 


Our supply is still limited but more Holliwood 
Electric Table Broilers are coming off the line every 
day. Soon you'll be able to get all of these PROFIT 
BUILDING appliances you need. Holliwood 
Electric Table Broilers are WORTH WAITING FOR. 


FINDERS MANUFACTURING CO. 


3669 S. MICHIGAN AVE., CHICAGO 15, ILL: 


THEY SERVE YOU RIGHT! 
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NEW LITERATURE 
AND DEALER HELPS 





Aireon Mfg. Corp. 


Aireon Mfg. Corp. is now supple- 
menting its advertising and sales pro- 
grams with a one reel natural color, 
sound film, titled “Railroading by 
Radio”, which the corporation is mak- 
ing available to railroad operators and 
related groups. The film is made with 
dimensional animation and live action, 
depicting the two-way combined induc- 
tion and space radio telephone equip- 
ment which Aireon builds for instal- 
lation on trains. 

Copies for showing may be had on 
request through writing or wiring Clay 
Crane, director of advertising and pub- 
lic relations, Aireon Mfg. Corp., Kan- 
sas City 15, Kansas. 


American Rolling Mill Co. 


“Know Your Steel When You 
Build or Remodel”, is the title of a 
new illustrated 24-page booklet that 
describes the uses of special-purpose 
sheet steels in building construction, 
built-in equipment, and appliances. 
Published by the American Rolling 
Mill Co., 1717 Armco Ave., Middle- 
town, Ohio, the booklet is designed to 
help home builders understand the 
applications and the reasons for 
special-purpose sheet steels. Copies 
may be had by writing to the company 
at the above address. 


Art Metal Co. 


An authoritative new brochure on 
the principles of electronic air disin- 
fection is ready for release by the Art 
Metal Co., makers of Disinfectaire 
ultraviolet germicidal § equipment. 
Crammed with non-technical informa- 
tion on germicidal ultraviolet and the 
nature of air-borne bacteria, the new 
book provides the installation data 
needed for both health and product 
application. 

Documented by forty eight long-term 
researches by the best-known scien- 
tists in the germicidal field, the Disin- 
fectaire book is of especial interest to 
men who install and service protective 
ultraviolet in office and public build- 
ings, stores, schools, theatres and fac- 
tories, as well as home and farm 
markets. Copies may be obtained from 
the Art Metal Co., Cleveland 3, Ohio. 


Associated Pot and Kettle 
Clubs of America 


After four years’ suspension of pub- 
lication due to the war, the Associated 
Pot and Kettle Clubs of America are 
now beginning work on a new 1946 
National Housewares Directory to be 
published next January, national presi- 
dent Harry O. Davis (Lisk-Savory 
Corp., Los Angeles) announced re- 
cently. For 12 years—from 1931 
through 1942—this housewares group 
has successfully promoted and pub- 
lished this national trade directory. 

The Directory Committee includes 
chairman Harry C. Gleason of the 
General Sales Corp. Seattle, Weldin 
R. Read, California Hardware Co., 
Los Angeles, and Arthur J. Hitt of the 
W. C. Hitt Co., San Francisco. Pub- 
lishing office is at the Western Mer- 
chandise Mart, 1355 Market St., San 
Francisce 3, Cal. 
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Bell & Howell Co. 


“Movies Go to Work,” a booklet 
giving industry the reasons for adopt- 
ing motion pictures as a management 
tool, has just been announced by Bell 
& Howell Co., pioneer producer of 
motion picture equipment. It is ready 
for distribution, at no charge, to in- 
dustrial plants, sales organizations or 
others. 

The booklet is divided into five 
chapter headings: “Training Sales- 
men”; “Selling Your Product” ; “In- 
creasing Production” ; “Improving 
Personnel Relations’ ; and, “Interpret- 
ing Your Material.” 

Copies may be obtained by address- 
ing requests to Bell & Howell Co., 
7100: McCormick Rd., Chicago 45, II. 


Bright Star Battery Co. 


New crystal-clear plastic dispensing 
unit for Bright Star batteries and 
flashlights may be obtained from the 
Bright Star Battery Co., Clifton, N. J. 


Burgess Battery Co. 


A new, more complete guide for the 
replacement of all radio batteries has 
been issued by Burgess Battery Co 
It combines a listing of the correct re- 
placement batteries for portable and 
farm radios. It also includes a listing 
of the private brand portables. Many 
new manufacturers are listed, and the 
number of sets covered exceeds 1,000. 
Also available is a numerical and al- 
phabetical listing of all Burgess Bat- 
tery products, which enables a quick 
identification of any stock number. The 
guide is available, free of charge, by 
writing to Burgess Battery Co., Dept. 
RG, Freeport, Illinois. 


Council of Electrical Operating 
Companies 


“Power for War” is the title of a 
booklet just published by the Council 
of Electric Operating Companies. Pro- 
fusely illustrated with photographs and 
charts, it reports the activities of the 
power companies during the war. 








NEW RED JACKET PACKAGE — The 
Red Jacket Mfg. Co., Davenport, lowa, 
manufacturers of water pumps, adopted 
a new slogan—"The choice that makes 
friends"—which they plan to carry on al! 
shipping cartons, packages, literature, 
national advertising and stationery. 
Above is the new Centri-Jet "RC" pump 
and water system for shallow well com- 
pactly enclosed in a dustproof carton 
ready for shipping. 
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NEW LITERATURE 
AND SALES HELPS 





General Electric Lamp Dept. 


How to add beauty, convenience and 
safety to a product is the theme of a 
ew General Electric Lamp Depart- 

nt publication entitled “Big Jobs 

Small Bulbs”. This 24-page Nela 
Park brochure contains many illus- 
trated suggestions for use of minia- 
ture lamp bulbs in illuminated dials, 
indicators of a wide variety, illumi- 
nated tools, household devices and 
appliances, safety devices, toys, coin 
machines, and many other articles. 

Featured in the brochure are more 
than 80 sketches of novel applications 
of small lamps. The effective use of 
light behind translucent colored plas- 
tics is demonstrated in radio and clock 
dials, lighted house numbers and coin 
machines. A variety of examples is 
given, the way in which small lamp 
bulbs add to the usefulness of electric 
irons, safety devices and fuse panels. 
Copies of the booklet (M-5108) may be 
obtained at any Electric 
wholesaler 


General 


National Association of Better 
Business Bureaus, Inc. 


The third revised edition of “A 
Guide for Retail Advertising and Sell- 
ing” has just come off the press, pub- 
lished by the National Association of 
Better Business Bureaus, on a non- 
profit basis. It is of great value to 
anyone in the business of producing or 
marketing goods for public consump- 
tion t is the result of years of in- 
tensive work by men whose vocation 
is that of curbing unfair merchandising 
practices and straightening out mis- 
understandings between business and 
its customers The 
btained for $1 from any local Better 

direct from 308 
Building, Cleveland 15 


Guide may be 
Business Bureau, o1 
Fre lerick 


Ohio 


Radio Corp. of America 


The important role which television 
advertising 
medium for de- 
graphically de- 
scribed in a new illustrated brochure 
announced by Thomas J. Bernard, ad 
vertising manager of RCA Victor's 
Home Instrument Division. Titled 
“RCA Victor Television—Opening a 
New Merchandising Era for Depart- 
ment Stores,” the new publication is 
being distributed to store executives 
and leaders in the fields of advertising 
selling and marketing throughout the 
country 
Progressive 


is destined to play as an 
and merchandising 
partment stores is 


store management -an 
profit by the use of video in four ways, 
according to the RCA booklet. The 
store can operate a complete televi- 
sion station, broadcasting entertain- 
ment and educational programs. Op- 
eration of a commercial video station, 
the booklet points out, is a means of 
extending the store's 
advertising 

A second way retail stores can use 
video to increase profits is to operate 
a studio within the store itself, tele- 
vising fashion shows, product displays 
and “open” demonstrations. These 
productions can be linked to the sight 


prestige and 
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and sound transmitters of a local broad- 
casting station and from there tele- 
vised to the public as a regular com- 
mercial program. 

A third use of television is the use 
of an intra-store video system. This 
type of television system can make 
additional sales to customers already 
in the store and increase the dollar 
per customer average. Viewing re- 
ceivers can be placed at carefully se- 
lected locations in the store, providing 
a greatly extended audience for vari- 
ous demonstrations and a means of 
directing customer traffic to depart- 
ments featuring special merchandise 
opportunities. 


D. E. Sanford Co. 


A circular has been prepared by the 
D. E. Sanford Co., 981 Mission St., 
San Francisco, Calif., on store fixtures 
designed for housewares trade. It 
contains photographs, specifications 
and prices. As a service to their cus- 
tomers they have designed a simple line 
of basic display fixtures now being 
built in money-saving quantities, for 
improving the sale of: ‘china, glass, 
housewares, appliances and radios. 


Scott Radio Laboratories, Inc. 


A book discussing t! symphony 
and symphonic music under the title, 
“Instruments of the Orchestra”, has 
been prepared by the Scott Radio 
Laboratories in response to many 
radio listeners who requested further 
information of the symphony and its 
music. Finely bound and beautifully 
illustrated with all the various instru- 
ments of the orchestra, each instru- 
ment is discussed as well as the sym- 
style of the 
non-technical and 
will afford many hours of enjoyment 
and instruction. Copies are available 
through franchised Scott dealers. 


\ Ole The 
ae and 
Citar alld 


phony as a 


book 


Utah Radio Products 
Div. of International Detrola Corp. 


A new Radio Parts Catalog has just 
been announced for 1946 by Utah Radio 
Products, a division of International 
Detrola Corp. It covers the complete 
line of transformers not only for radio 
sets but for public address equipment, 
radio transmitting equipment, and other 
industrial uses. It will be available 
shortly after January Ist, from the 
Utah Radio Products, 812-820 Orleans 


i 


Street, Chicago 10, Ill 


Westinghouse Electric Corp. 


“The Fluorescent What It 
Is, Construction, Advan- 
tages” is the title of a booklet pub- 
lished by the Westinghouse Electric 
Corp., Lamp Div., Bloomfield, N. J. 
It defines what the fluorescent lamp is, 
tells how it is made and explains how 
it operates, in simple, understandable 
language, with detailed diagrams and 
photographs 

The booklet is designated as “Num- 
ber 1” in the “Know How” series, and 
may be obtained from the Westing- 
house Electric Corp. Lamp Div., 
Bloomfield, N. J. 


Lamp, 
Operation, 
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The first of the year sees Lear 
Home Radio Sales Division set 





up headquarters in Chicago's 
Furniture Mart. 


Here in these new quarters of ours you'll be 
able to see the new Lear Radios, the Lear 
Wire Recorder, the new and exclusive 











| means of convenient tuning, and all the 
other features being made reac'y. 


| It’s the place to shake hands with Nate Hast, 
Manager, and hear about the advantages 

| that lie in the Lear Franchise. 

| 


Whenever you can, be sure to drop in and 
say “Hello.” 


LEAR, Incorporated 

Home Radio Sales and Merchandising Division 

Nate Hast—Merchandise Manager 

FURNITURE MART, SPACE 1730 B&C, CHICAGO II, ILL. 
Until January Ist: Home Radio Sales Division, 


230 E. Ohio St., Chicago 1, Ill 


LEAR RADIO 





| 


PAGE 199 





200 


KELLOGG 


Koiled Koide 


No Tangling—No Dangling 


—No Kinking 


“A Kellogg Koiled Kord is just 


swell on flatirons—fine for a 
lot of other appliances, too.” 


"... certainly gets rid of along- 
time nuisance—long cords 
dragging all over the place.” 


te 


- just the right length of 
cord all the time—never too 
much —never too little.” 


“... makes it a lot easier to 
store an appliance—no long 


cord to wind up.” 


APPLIANCE c oR OD THAT 


Here is one of those once-in-a-blue-moon naturals—an item so visibly 
better and more practical—that sales are almost automatic. Why? Because 
prospects can visualize the advantages of Kellogg Koiled Kords at a 
glance: No more kinking, no more trouble with dangling cords, an end 
to frequent repair and replacement. 

Kellogg Koiled Kords, perfected before the war, proved during the 
war, are now available to the public for the first time—through your 
store. They use no metal springs, no elastic bands. The rubber covering 
itself is permanently formed into spiral shape providing permanent re- 
tractability and maximum conductor life. Outlasts ordinary cords! 

Be the first in your area to offer Kellogg Koiled Kords—the appliance 
cord sensation with applications in every electrified home. We can make 
immediate shipment on early orders through your jobber. Order today! 


KELLOGG KOILED KORD DIVISION 
KELLOGG SWITCHBOARD & SUPPLY COMPANY 
6626 South Cicero Avenue, Chicago 38, Illinois 


leading Manvfacturers of Telephone Systems, Radio Apparatus and 
Industrial Electrical Equipment 
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ities Onder Ylow- For QUICK DELIVERY Packed in 
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ae se FROM YOUR JOBBER seit: 


' Self-Display 
pliance Yes— Kellogg Koiled Kords are available 


n make for immediate shipment. Don’t delay—get 
today! ‘ __.them on your counter now. They'll move in _ 
_ profitable volume the first day you show 
them. Remember—there’s no competition 
ION for this patented, exclusive item. 
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Aca your best bet is DayTON, Simple 
and durable in construction, easy to regen- 
erate, reliable and economical, DAYTON 
offers all the features your customers 
demand in a water softener. It’s pee 
good business today to select 
DayTON Sorreners because they’re 
available Now. 


DAYTON PUMP & 
MANUFACTURING CO. 
DAYTON, OHIO 


39 





HAVE YOU HEARD 





A RECENT ANNOUNCEMENT by the 
Navy Bureau of Ordnance revealed 
that 8 plants of Sylvania Electric Pro- 
ducts Inc., received a total of 22 
special awards granted to contractors 
who worked on the Navy’s secret VT 
proximity fuze program, also known as 
“Project A”. 


Tae Orecon State CoLiece has 
engaged Dr. Louis Elegel, specialist 
in heat transmission at Purdue Uni- 
versity, to make a study of house heat- 
ing in the Pacific Northwest. The 
study is being financed by the Bonne- 
ville Power Administration. 


Epwarp J. Wattis, who for 37 
years was associated with the Graybar 
Electric and its parent company, the 
Western Electric Co., on the Pacific 
Coast and elsewhere, died recently in 
San Francisco at the age of 71. He 
had served as Pacific Coast manager 
for the companies from 1916 to 1933. 


Tue SouTHERN CALIFoRNIA EDISON 
Co. announces its intention of changing 
over during 1946 from 50 to 60 cycles 
that portion of its system still operat- 
ing under the old frequency. Cus- 
tomers have been notified and promised 
that all household equipment will be 
adjusted to the new system without 
charge. 


ELectric HEAT will be used in new 
homes to be built for government 
workers at Coulee Dam, the Bureau 
of Reclamation has announced. The 
installation will conserve fuel supplies 
and help to give the government a 
partial return on its investment in the 
two 10,000-kw. station-service gener- 
ators which supply the area. Should 
additional power be required to meet 
the demand, electricity can also be sup- 
plied from the main units of the plant. 


Joun Meck, president of John 
Meck Industries, Plymouth, Ind., has 
announced that to facilitate company 
transportation of personnel and equip- 
ment, the firm has purchased a Cessna 
T 50 twin engine monoplane, to be 
used only by company executives on 
matters of business. 


HOUSEWIVES AND OTHER MEMBERS of 
the fair sex lead in the number of 
stockholders of the General Electric 
Co., which as of September 21 totaled 
239,824, an all-time high. Approxi- 
mately 45% of the company’s stock- 
holders are women, as compared with 
men, 43%; and business enterprises, 
12%. 


Rex C. Jacoss, president of F. L. 
Jacobs Co., Detroit, Mich., announces 
that the company has already received 
orders for several thousand bottle-vend- 
ing machines the sale of which will be 
restricted to authorized Coca-Cola 
dealers. The machines, which sell for 
$150 each, are so constructed that they 
can handle only Coca-Cola bottles, and 
include a coin-changer. 


Tue VU. S. Census Dept. has esti- 
mated there were about 1,441,000 
marriages in 1944, a decrease of 133,- 
000 from 1943. 


Tue Sex Co., Hartrorp, Conn., 
has opened offices and display rooms at 
99 Bedford St., Boston. The new 
location, which will include facilities 
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"Something New Has 
Been Added" 
To Old Racket Line 


The Better Business Bureau « 
Chicago tells this one. Newest in 
the line of “gyps” is the phone call 
to a housewife, asking her to repeat 
slogan of a particular bakery, offer- 
ing as a prize two loaves of bread 
and an overhaul job on her radio. 
Man comes with the bread, walks 
off with the radio. That’s all. Loss 
—one radio; reaction—plenty of 
suspicion of all radio repair men. 











for servicing the company’s products, 
will be under the direction of R. C, 
Shinnick, for the past 11 years district 
manager for Silex Co. 


Max J. L. Scnutre has resigned as 
vice-president, secretary-treasurer and 
general manager of the Rawlplug Co., 
Inc., 98 Lafayette St, New York 
City, after 21 years of association with 
that organization. Mr. Schulte has 
not yet announced his plans for the 
future. 


LIGHTOLIER announces the appoint- 
ment of an all-star Board of Design 
to create an entirely new line of lamps. 
The Board includes Dorothy Liebes, 
known for her creative textiles, who 
is creating a special series of fabrics 
for Lightolier lampshades; Edward J. 
Wormley and Tommi Parzinger, in- 
dustrial designers; Carl Moser, chief 
of design at Lightolier; and Alfred 
Auerbach, home furnishings specialist, 
who is coordinating the program from 
the retail point of view. 





Edgar S. Riedel, for 13 years general 
sales manager of the Receiving Tube 
Division of Raytheon Mfg. Co., Newton, 
Mass., resigned recently. “Eddie” Riedel 
has been engaged in radio merchandis- 
ing since the beginning of broadcasting, 
when he manufactured Thorola sets, parts 
and speakers. When National Carbon 
Co. took over Raytheon tube sales, Eddie 
Riedel resigned and accepted the posi- 
tion of vice-president and general sales 
manager of Utah Radio Products Co. 
In 1933 National Carbon turned tube 
sales back to Raytheon and Eddie was 
induced to rejoin Raytheon as genera! 
sales manager, which position he has held 
until his present resignation. 
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HRISTIAN STEENSTRUP, the “Daddy 
e G-E Hermetically Sealed Refrig- 
tor Mechanism” and consultant for 
's Refrigeration Engineering Di- 
n, retired September 1 after 44 
years of service with the company. 
Best known of his accomplishments 
the hermetically sealed refriger- 
n unit which he developed and built 
1925. 
hris Steenstrup’s story is typically 
American. As a Danish machine shop 
apprentice, he saved enough money to 
gain the equivalent of a college educa- 
tion and come to America, where he 
dreamed of becoming a master me- 
chanic. The little English he knew 
wasn’t enough to get him by, how- 
ever, and he wound up digging ditches 
in Bridgeport, Conn. But you can’t 
put a good man down, and after he 
had studied nights for a while, Chris 
got a job closer to the machines he 
loved. 

General Electric took him on in 
Schenectady in 1901 as a toolmaker, 
ind his inventive genius wasted no 
time in showing itself. His sugges- 
tions were so good that before long 
he was chairman of the Suggestion 
Committee. 

Chris Steenstrup has 113 different 
patent assignments to his credit. He 
has done his part in both wars, in 
munitions the first time, and in the 
development of airplane cabin super- 
chargers for regulating air pressure 
during World War II. And in 1940 
the National Association of Manu- 
facturers named him winner of its 
Modern Pioneer Award. 


Macy’s oF New York have pur- 
chased O’Connor Moffatt Co., pioneer 
department store of San Francisco, and 
intend to expand. Also in San Fran- 
cisco, the building now occupied by 
Nathan Dohrmann Co., unique house- 
wares firm, is to be taken over by 
I. Magnin, exclusive ladies’ ready to 
wear store. And there is a report of 
a three-story Woolworth five and 
dime to be erected on Market and 
Powell Streets. 


Kaiser Propucts oF OAKLAND, 
CaL., ready to manufacture a dish- 
washer that operates on water pressure 
alone, a tray washing machine, and a 
refrigerator with a home freezer unit 
included, is still considering the best 
avenues of distribution. Both gas and 
eléctric ranges are on the list of items 
for consideration as products of the 

mpany. 





Idea! 


George Spiegel conducts a little 
electrical shop in Clintonville, Wis- 
consin. Two women came to his 
shop looking for towel racks, which 

e not to be had anywhere. 

While closing up his shop that 
evening, Spic gel picked up some 
burned out fluorescent light tubes, 

» dump on the junk pile in. the 
lley ... but he stopped; those two 
vomen and the fluorescent tubes 

ad given him an idea. 

He set to work, and with hand 
fashioned wall brackets, he made 
is first set of the swellest looking 
towel racks ever seen. 2000 pairs 
ave already been delivered, and 
hundreds of orders are on hand 
vaiting to be filled—towel racks 
made from burned out, discarded 
fluorescent light tubes. 

















Easily demonstrated advantages 
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FIBERGLAS insulation 





Whether you’re selling ranges or refrigera- 
tors, home freezers or hot-water heaters, 
you'll find “insulation” one of your best 
selling features when those products are 
insulated with Fiberglas*. 

Fortunately for you—and for us (and for 
appliance buyers, too)—Fiberglas Insula- 


tion is going into more and more household 


- equipment. More manufacturers are using 


it... and for more products . . . because 
no other insulating material offers so many 


advantages. 














DID YOU KNOW... 


Fiberglas Insulation is used exclusively in 
the huge, concrete floating refrigerators 
that even now are bringing meat, vege- 
tables and dairy products to our armed 
forces in the Pacific. Absorbing less than 
1% of water by weight under high humid- 
ity conditions, Fiberglas retains its great 


insulating efficiency, even in the tropics. 


q 2 











Made of fine glass fibers, Fiberglas 
is immune to time and decay. It’s a 
“lifetime” insulation of great efficiency 


—a swell feature to sell! 


FIBERGLAS wnt:. 


*T. M. Reg. U. S. Pat. Off. 
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*Copyright 1945 
American Gas 
Machine Company 


Today, when selling is not yet a problem, you want friend-making 
merchandise to build loyalty to your store. AGM appliances will 
do that for you. Your customers will like them now . 
from now. 


.. and years 


AGM Sun Flame HEATING STOVES 


Through and through quality at a competi- 
tive price. Ask your service man. He'll tell 
you: "AGM Sun Flame is a reliable heating 
stove.” Ask your salesmen. They'll say: 
“AGM Sun Flame is favorably known to 
the public.” 





AGM Sun Flame WATER HEATERS 


Oil and gas-fired automatic storage 
type—each with a customer margin of 
preference based on plus quality, plus 
styling and complete safety approval. 


AGM Sun Flame FLOOR FURNACE 


A spectacular improvement in floor 
furnace design, featuring a horizontal 
oil burner that delivers efficient com- 


bustion in reduced bulk. be 








AGM Kampkook, lanterns 
and portable ice box are 
profitable, quality small 
appliances you can sell 
with real satisfaction. 


Complete “Cold Centers” Envisioned 
in R. E. M. A. Forecast of Future 


Complete “cold centers,” serving en- 
tire communities and offering services 
ranging all the way from the storage of 
furs and blankets to the processing and 
storage of frozen foods, now are en- 
visioned by leaders in the mechanical 
refrigeration industry. 

Their forecast is based on two fac- 
tors: (1) the steady growth in popu- 
larity of frozen food locker plants, at 
present numbering more than 6,500; 
(2) the increase in essential services 
performed by mechanical refrigeration ; 
and (3) the fact that vast improve- 
ments in refrigeration equipment make 
possible a more efficient centralization 
of facilities. 


“General Refrigeration Stores” 


The idea of “general refrigeration 
stores” is just as logical as super 
markets, department stores or even 
hospitals, officials of the Refrigeration 
Equipment Manufacturers Association 
point out. The chief difference would 
be that the “cold centers,” in addition 
to serving retail customers, also could 
supply commercial refrigeration re- 
quirements—aging meat for nearby 
butcher shops, for example, or storing 
perishable foods for restaurants and 
hotels. 

“These centers would not interfere 
in any way with existing refrigeration 
facilities in homes, stores, offices or fac- 
tories, but would supplement them by 
becoming headquarters for any type of 
refrigeration service,” one REMA offi- 
cial said. 

“In all probability,” he continued, 


“such centers would start in the form 
of an expansion of locker plants or 
even of ice plants. A locker plant, for 
instance, would have as an excellent 
nucleus the existing facilities for pre- 
paring food for freezing, freezing it 
and then storing it for its customers. 


Retail Department 


“A retail department might be added 
where ‘fresh-frozen’ home-grown fruits 
and vegetables, ice cream and many 
frozen products would be sold. In the 
commercial department would be the 
storage of such products as frozen 
cream for ice cream makers, facilities 
for pre-cooling fruit before it goes 
through processing machines, storage 
of frozen foods for merchants and 
brokers and operating as a substation 
for milk routes. In addition, a sales 
and service department would handle 
refrigeration and air conditioning 
equipment, including household refrig- 
erators, home and farm frozen food 
units, and other types of home, com- 
mercial and industrial installations.” 


Pre-packed Frozen Foods 


Business in pre-packed frozen foods, 
with 2,000 or more frozen food pack- 
ers predicted in the not too distant 
future, may give further impetus to 
the “cold center” idea, REMA officials 
say. Localized facilities for processing 
and freezing foods in bulk and then 
packaging them in much the same 
manner as local canneries operate 
would be provided. 




















TO ASSEMBLE SIMPLY INSERT WIRE AND SCREW ON CAP 


WATERBURY HANDY PLUGS 


are available again! 





® No Bare Wires—No Short Circuits 
@ Easy To Attach—Handy To Use 

® Long Uninterrupted Service 

® Safer For Public Use 
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P/E Giicager or write tor Meretre and Write for complete information 
[\ iM franchise information 


(cae AMERICAN GAS MACHINE COMPANY WATERBURY COMPANIES, Inc. 


ane ALBERT c iN FORMERLY WATERBURY BUTTON CO., EST. 1812 


VOLT WAY, WATERBURY, CONNECTICUT 
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from MAINE to FLORIDA 


Expand your new product 
distribution quickly and eas- 
ily with this already estab- 
lished, efficient sales organi- 
zation. Our sales crew of 
trained men can work for 
you through leading depart- 
ment store and housefur- 
nishing outlets from Maine 


to Florida. 


E. J. McAleer & Co., is one 
of Philadelphia’s largest and 
best established jobbers of 
nationally famous house- 
wares, including O-Cedar 
products, and Pyrex oven- 
ware, Wecan entrench your 
products now for bigger 
consumer acceptance. Write 
today—stating your sales 
problems. No obligation. 
Inquiries will be kept 


confidential. 













In peacetime, in addition 
to being a leading distrib- 
utor of nationally known 
housewares, E.J .McAleer 
& Co. make metal kitch- 
en cabinets, wall cabinets 
and wardrobes 








AND COMPANY, INC. 
1422 N. 8th Street 
PHILA, 22, PA. 











State Polls Indicate 
lowans' Buying Intent 


Figures Reveal Preferences 
in Home Construction, Radio 
Purchase and Installment Buying 


A series of polls taken recently by 
the Des Moines Sunday Register shows 
purchasing preferences in Iowa which 
can probably be viewed as typical of 
the country as a whole. The appliance 
industry figures importantly in the 
results. 

In regard to home construction, the 
Iowa Poll indicates that Iowans plan 
to spend more than 600 million dollars 
for 140,000 new homes. The cost of 
these homes corresponds well with the 
accepted norm of 100 times the present 
rent that the family is paying. 

Iowans will buy 238,000 radios when 
they are available, the poll shows, and 
are willing to spend about 12 million 
dollars for them. Interest was affected 
to some extent by the fact that many 
sets are out of order at present. 

There seems to be doubt in the minds 
of Iowans as to the advisability of 
restoring peacetime installment buying 
practices, and at the same time they 
favor a limitation on the amount of 
installment contracts people should be 
allowed to sign at any one time. The 
wartime regulation on a long list of 
items—a down payment of one-third 
and 12 months to pay the rest—seems 
to have more supporters than other- 
wise. Most of those who favor restor- 
ing peacetime standards have had pre- 
war installment buying experience. 
There seems to be a marked sentiment, 
even among this latter group, for con- 
trol of installment buying to prevent 
people from signing up for payments 
representing more than a proper pro- 
portion of their incomes. Sixty-two 
per cent advocated such a plan. 


Garod Increases 


Plant Capacity 


Garod Radio Corp. reports increased 
plant capacity in its Brooklyn, N. Y. 
factory, by acquiring an additional 
floor for their final assembly and ship- 
ping division, according to Max Wein- 
traub, president. 

“In making way fot the 1946 Garod 
line, including ten consoles and chair- 
side models, seven table models, three 
table combinations, four farm radios, 
and a line of portables,” explains Mr. 
Weintraub, “we must be assured of 
sufficient plant facilities for uninter- 
rupted production. In addition to the 
designs mentioned, most of these 
models are available in various wood 
finishes and plastic color combinations, 
for a total of over 50 individual re- 
ceivers.” 





1,300,000 MORE COUN- 
TRY CUSTOMERS FOR 
ELECTRICITY | 


News comes out of St. Louis 
that the Rural Electrification Ad- 
ministration has financed the ex- 
tension of electrical services to 
1,300,000 more country consumers, 
according to Administrator Claude 
R. Wickard. The same statement 
declares that the REA during its 
ten years existence has loaned $432 
million and has received repay- 
ment totalling $95 million. Less 
than $500,000 is overdue more than 
30 days, he added. 
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Here’s the Washer You’re Looking For~ 





One Minute is back 
from war and the 
craftsmen who produce 
America’s most beauti- 
ful and practical 
Washer are building 
the NEW ONE MIN- 
UTE you have been 
waiting for. 

One Minute dealers 
throughout the land 
will soon have this 
wonderful laundry ser- 
vant on their floors 
ready for delivery. 

A few dealer oppor- 
tunities are still avail- 
able and we invite ap- 
plications from respon- 
sible firms. The One 
Minute line will earn 
consistent profit and 
prestige. 


ONE MINUTE WASHER CO. 


Washer Craftsmen Since 1898 
KELLOGG, IOWA, U. S. A. 
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WHEN OUR WAR JOB 
IS COMPLETED 


New PINCOR Products 


WILL GO TO WORK FOR YOU 


@ There will be a new line for the sales- 
minded dealer —PINCOR Products —the 


result of careful planning and research, POWER LAWN 


skillful designing and engineering, and a 
exhaustively tested to insure user satis- 
faction. 

Built with many exclusive construction 
and operating features, and backed by an 


ae 


Cor BN 


— 


aggressive sales and merchandising pro- 
gram, PINCOR Products will make a fast- 
selling, profitable line for the progressive 
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HAND LAWN 


dealer who has his eye on the future. MOWERS 


Not ready now, because of war de- 
mands; but watch for the new, depend- 
able PINCOR Products and write for 


further information now. 


PINCOR ¥ 


en 


WOR AT 3k Bee 


PAGE 205 




























































B. AUSE it lightens 


endless chores in the milk shed and the 
kitchen, farm families will be delighted 
with this Rheem Series 700 Farm Elec- 
tric Water Heater. 

It’s a portable unit designed for use 
where there's electricity but not neces- 
sarily piped water. The Series 700 plugs 
into regular 110 volt A.C. circuit. Water 
temperature is controlled by thermostat. 
Added cold water creates pressure 
needed for withdrawing hot water —a 
guarantee against running dry. 

Use is not limited to farms. The handy 
“700” is also ideal for camps, resorts and 
first-aid stations. Write today to any of 
the Rheem offices below for more details 


on this popular water heater. 


- 
\s 
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The Rheem “700” elimi- 
nates drudgery in the milk 
shed ... in the kitchen 


RHEEM 


MANUFACTURING COMPANY 
General Sales Offices 
New York . San Francisco . Los Angeles . 


* PLANTS COAST T 





Chicago 
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HOTPOINT WATER HEATERS—Electric water heaters, the first built by Edison 


General Electric (Hotpoint) Appliance Co. since 1942, coming off the assembly 


lines for shipment to Hawaiian Islands for Naval housing. 


Models to follow for 


civilian use will be in stores in October, officials said. 





COMPANY EARNINGS 
AND SALES REPORTS 





Altorfer Bros. Co. 


1944: Net income, $270,777, equiva- 
lent to $1.24 a common share, com- 
pared with $214,885, or 88 cents a 
share in 1943. Report states renego- 
tiation with Chicago Ordnance District 
for 1944 has been completed and re- 
serve has been provided for refund 
agreed upon, subject to final Govern- 
ment approval. 


American Central Mfg. Corp. 


Six months to May 31: Net profit, 
$212,243, equal to 60 cents each on 
354,538 common shares on net sales 
of $10,162,300. For year to Nov. 30, 
1944, net profit was $400,016, or $1.13 
a share, on net sales of $29,833,888. 


Apex Electrical Mfg. Co. 


The Apex Electrical Mfg. Co. of 
Cleveland, electrical appliance manu- 
facturers, report sales of $15,174,000 
from January 1 to June 30 of 1945. 
Of this total an estimated $14,476,000 
covered war contract sales. Unfilled 
orders totaled $15,173,000. 


Briggs and Stratton Corp. 


Nine months: Net profit, $734,256 
equal to $2.47 a share, against $731,- 
968, or $2.46 a share, last year. 
Twelve months to Sept. 30: Net 
profit, $967,593, or $3.26 a share, com- 
pared with $1,016,089, or $3.42 a share, 
for twelve months to Sept. 30, 1944. 


Coleman Co., Inc. 


Six months to June 30: Net income 
$358,005, equal to 84 cents each on 
400,000 common shares on sales of 


$6,392,127. 
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Crosley Corp. and Subsidiaries 


Nine months: Net profit, $1,380,902, 
or $2.53 a share, on net sales of $66,- 
494,348, compared with net of $3,571, 
388, or $6.54 a share, on sales of 
$72,667,120, last year. 


Decca Records, Inc. 


Nine months: Net profit, $640,289 
or $1.65 a share, against $743,832 or 
$1,91 a share last year. 


Electrol, Inc. 


Year to March 31: Net income 
$195,378, or 68 cents a common share, 
against $144,775 or 50 cents a share, 
for preceding year; net sales, $4,215,- 
674 against $4,776,069. 


Electrolux Corp. 


Nine months ended with Sept., net 
profit of $730,996, after all charges 
including provision for estimated taxes 
and renegotiation, equal to 59 cents a 
share. For the corresponding period 
of last year, net profit was $314,659, 
or 25 cents a share. Net profit re- 
ported for three months to Sept. 30, 
last, increased to $213,053, equal to 17 
cents a share on the 1,237,500 shares 
of common stock, from $76,240, or 6 
cents a share, earned in the third 
quarter of 1944. 


Emerson Radio & Phonograph 
Corp. 

Thirty-nine weeks to Aug. 4: Net 
income, $647,173, equal to $1.62 a 
common share. No comparisons avail- 


able. 
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General Electric Co. 


General Electric Co. profit available 
for dividends for the first nine months 
of 1945 amounted to $36,242,727, or 
$1.26 a share of common stock, Presi- 
dent Charles E. Wilson announced re- 
cently. This represented an increase 
of 14 per cent over the $31,705,830, or 
$1.10 a share, earned during the cor- 
responding period of last year. 


Hoskins Mfg. Co. 


Six months to June: Net profit, 
$209,986, equal to 44 cents each on 480,- 
000 shares, against $190,574 or 40 
cents a share last year. 


F. L. Jacobs Co. 


Nine months to April 30: Net in- 
come, $1,265,206, equal to $1.99 each 
on 637,261 common shares. For year 
to July 31, 1944, net income was 
$1,266,036, or $1.99 a common share. 


Motor Products Corp. 


Net profit for the fiscal year ended 
with June, after all charges and taxes, 
amounted to $1,008,808, equal to $2.58 
a share. Net sales were $23,980,792. 
For the preceding year the net profit 
was $1,119,861, or $2.87 a share, on 
net sales of $51,931,461. 

$300,000 representing part of a re- 
serve for losses on pre-war commercial 
inventories no longer required was 
credited in 1945. Renegotiation for 
the year ended on June 30, 1944, has 
been completed. Provisions in the last 
annual report were ample to cover the 
settlement. 


Philco Corp. 


The net income of Philco Corp. in 
the first six months of 1945 totaled 
$1,644,623 or $1.20 a share of common 
stock, after estimated Federal and 
State income and excess profits taxes 
and after provision for adjustment and 
renegotiation of war contracts, John 
Ballantyne, president, stated in a letter 
to stockholders. These earnings com- 
pare with $1,907,711, or $1.30 per 
share in the first half of last year. 


Radio Corp. of America 


Total gross income from all sources 
amounted to $222,002,801 in the first 
nine months of 1945, compared with 
$239,936,717 in the same period in 
1944, a decrease of $17,933,916. Pros 
vision for Federal Income Taxes 
amounted to $16,592,400 for the first 
nine months in 1945, compared with 
$21,745,500, for the corresponding 1944 
period, a decrease of $5,153,100. Net 
income, after all charges and taxes was 
$8,204,470 for the first nine months of 
1945, compared with $6,734,670 in 1944, 
an increase of $1,469,800. The por- 
tion of net income resulting from war 
production contracts is subject to re- 
negotiation by the government. After 
payment of preferred dividends, earn- 
ings applicable to the common stock 
for the first nine months of 1945 were 
42 cents per share, compared with 31.5 
cents per share in the first nine months 
of 1944. 


Rheem Manufacturing Co. 


Nine months: Net income, $1,426,- 
503, or $1.76 each on 796,975 common 
shares against $1,003,701, or $1.36 each 
on 666,634 shares last year; net sales 
$70,995,000 against $54,025,000. 
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Sparks-Withington Co. 


Year to June 30: Net profit, $789,- 
254, equal to 85 cents a common share, 
against $802,386, or 87 cents a share, 
the year before. 


Stewart-Warner Corp. 


An unaudited statement, subject to 
year-end adjustment and review under 
the Renegotiation Act, indicating a 
net profit carried to earned surplus of 
$1,028,711, for the first nine months 
of 1945 ended Sept. 30, equal to 81 
cents per share of capital stock, was 
reported recently by Stewart-Warner 
Corp. The net profit carried to earned 
surplus was after a provision of $500,- 
000 “for post-war plant rehabilitation 
and for contingencies arising out of 
war conditions.” 

This compares with a net profit car- 
ried to earned surplus, for the first 
nine months of 1944, of $1,524,170, 
equal to $1.20 per share of outstand- 
ing stock. This was after a provision 
of $750,000 for rehabilitation and con- 
tingencies. Earnings carried to earned 
surplus for the full year of 1944 
amounted to $1.54 per share, after 
provision of $1,000,000 for plant re- 
habilitation and contingencies arising 
out of war conditions. 


Sylvania Electric Products, Inc. 


An increase in employment by next 
January Ist of more than 100 per cent 
over the 1941 level was predicted by 
M. F. Balcom, vice president and treas- 
urer, at a special meeting of the com- 
pany’s stockholders recently. Mr. 
Balcom estimated that the company’s 
sales volume for 1945 would be over 
$100,000,000. 

The stockholders authorized the 
issuance of 100,000 shares of new 
$4 cumulative preferred stock and 
approved a charter amendment neces- 
sary to provide for a change in the 
capital structure. Mr. Balcom said 
that the company will use a portion of 
the proceeds of this financing to retire 
the outstanding 34 per cent sinking 
fund debentures due June 1, 1957. 


Westinghouse Electric Corp. 


First nine months, net sales, $518,- 
869,515, a decrease of 15 per cent from 
the same period in 1944. Net income 
for the first three quarters of this year 
dropped 18 per cent—from $16,711,097 
for the first nine months of 1944 to 
$13,673,825 for the first nine months 
of 1945. Net sales billed in Septem- 
ber 1945 were $27,287,955 compared 
with $45,000,946 in August of this 
year. Orders booked in September 
amounted to $34,340,773 compared 
with $54,113,852 in August. The com- 
pany’s backlog of unfilled orders as of 
September 30 amounted to $284,067,180, 
excluding all held or terminated orders. 
This compares with $665,509,213 in 
unfilled orders at the same time a year 
ago. 


Zenith Radio Corp. 


Operations of Zenith and its wholly- 
owned subsidiaries during the quarter 
ended on July 31 last, resulted in a net 
profit of $993,336 after all charges and 
reserve for voluntary price reductions 
on war contracts, E. F. McDonald, Jr., 
reported recently. The profit, equiva- 
lent to $2.02 a share, compares with 
$1,066,278 or $2.16 a share earned in 
the corresponding three months of last 
year. 
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Sun-Kraft 


COLD QUARTZ ULTRAVIOLET 
RAY THERAPY LAMPS 


Are Sold by 
MAY & HALAS, INC. 


Authorized Distributor 


37 $. WABASH AVE. 
CHICAGO 3, ILLINOIS 


IMMEDIATE 
DELIVERY 


DEALER'S PRICE 





$43.00 each 


in lots of 3 or more $38.70 


each 


RETAIL 
PRICE 


Fair Traded at 


$64.°° 


F.O.B. CHICAGO, ILLINOIS 
(See Page 9 for Suncraft Adv.) 
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G-E TUBE CHECKER uicx, 


easy, accurate tube checking which saves you time 
and trouble and keeps your customers happy— 
that’s the job the TC-3P is built to do. Line 
Voltage and tube quality, or shorts, may all be 
checked on one selector switch. Individually oper- 
ated switches permit placing the proper voltage on 
the proper pin of the tube. The G-E Tube Checker 
is available in the Portable (TC-3P) or Counter 
Model (TC-3). Write today, Specialty Division, @ 
Electronics Dept., General Electric Company, . 
Syracuse, New York. ‘g 
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For 15- and 20-watt Lamps 





This new starter will find a wel- 
come in your neighborhood. Users 
of 15- and 20-watt fluorescent 
lamps in stores, offices and homes 
will be pleased to obtain Watch 
Dog starters that previously have 
only been available for the higher 
powered lamps. 


The FS-20 Watch Dog starter for 15- and 20-watt lamps is added 
to the line of Watch Dog starters serving 30-, 40- and 100-watt 
fluorescent lamps. It has all the advantages of the other Watch 
Dog starters. It has an average rated life of three years under 
specified test conditions. Two features are outstanding: precision 
lamp starting and quick, positive dead lamp lockout. 


Display this new, highly efficient starter prominently in your 
store. It will help you build up fluorescent accessory business. 
For further information see the nearest G-E Merchandise Distrib- 
utor or. write to Section D1252-28, Appliance and Merchandise 
Department, General Electric Company, Bridgeport, Conn 
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YOUR 
AND DOMESTIC 
RAEI RIE 
DISTRIBUTION... 


oe 


DISTRIBUTION of your products necessitates a 
consideration of foreign markets on the same 
plane as domestic. Now is the opportune time to 
become affiliated with an organization capable of 
handling the distribution of your line in markets 


all over the world. 


Our organization, whose background covers seventy- 


two years of world-wide commerce, is interested in 
securing the export representation of manufactur- 
ers of quality products in the electrical and elec- 


tronic fields. 


Besides our facilities for export merchandising, our 
domestic sales network is available for securing im- 





| mediate sales and distribution throughout the Metro- 
| politan New York area, as well as all present 





export markets. 


FOREIGN 























“HENRY KELLY TRADING COMPANY, INC. 








Distributors of Electronic and Electrical p 








413 WEST 14th STREET e NEW vous 14, 








N.Y 
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Advises Window Change 
Every Three Days 


That appliances are not beyond the 
educational and promotional stage, and 
respond best when accorded proper dis- 
play, was the message that Robert O. 
Johnson, display director of the Com- 
monwealth Edison Co., Chicago, had 
for member dealers of the Electric 
Association in a recent talk. 

Mr. Johnson has had charge of the 
windows in the Commonwealth Edison 
Electric Shop, which face on three 
treets in the Loop, and the outlying 
stores. 


Should be Best-Lighted 


He advocated changing windows 
every three days for dealers. You also 
need display cards to help tell the 
story, he said. An electric shop 
sho..ld be the best lighted shop on the 
stree. Five times more light will at- 
tract 50 percent more people and he 
suggested that inside the store, the 
merchandise be lighted, not the aisles. 

He advocated grouping merchandise 
according to kind, in order to permit 
the customer to make comparisons. 

Store layout should make merchan- 
dise easy to find, light should make it 
easy to see, color should be used to 
make it attractive to the eye. The 
store should be fitted to human beings. 

Three fourths of the people coming 
into the store turn to the right in- 
stinctively and this tendency should be 
taken advantage of. To draw people 
back to the rear of the store, the cash 
register should be placed away back, 
he said. 


"Planning Homemaking Dept." 


New Pennsylvania Booklet 


“Planning the Homemaking Depart- 
ment” is the title of a new State of 
Pennsylvania bulletin now being dis- 
tributed to 10,000 school people 
throughout the State. 

Floor plans and perspective views 
showing several arrangements of one- 
teacher, all-purpose homemaking de- 
partments; the small all-purpose de- 
partment: the home management 
center; the workshop-weaving room; 
the foods room; the clothing room and 
other room combinations are given in 
detail 

Furnishings and equipment are dis- 
cussed, and a complete list of small ap- 
pliances is suggested for each kitchen 
such as waffle iron, coffee maker, 
toaster, mixer. Local homemaking 
practice determines the selection of 
larger appliances. For instance, it is 
considered advisable to use both gas 
and electric ranges in the school; 
refrigerator, dishwasher, garbage dis- 
posall, water heater, and home freezer 
are recommended for the kitchen. In 
the clothing room a battery of sewing 
machines is suggested, together with 
such small equipment as irons, ironing 
boards and cleaning equipment. Com- 
plete laundry units are also recom- 
mended in all types of departments. 
Lighting, ventilation, heating, floor 
treatment, and the importance of color 
are other topics given consideration. 

The booklet was prepared with the 
cooperation of the Pennsylvania Elec- 
tric Association, under the Residential 
Committee chairmanship of T. O. Mc- 
Quiston, of Duquesne Light Co., Pitts- 
burgh, Pa., and may be obtained from 
the Department of Public Instruction, 
Commonwealth of Pennsylvania— 
reference Bulletin 324. 
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EEZALL 


- * Frost > 
Type pe ee 


Before FREEZ-ALL originated the 
drawer type freezer—FREEZ-ALL 
research men spent many months 
finding out what America wanted in 
a home freezer. This took time, pa- 
tience and a great deal of money, 
but it resulted in America's most 
talked about home freezer, the 
FREEZ-ALL drawer model. FREEZ- 
ALL distributors are now franchising 
dealers. Write for literature and 
name of distributor in your terri- 
tory. 


FREEZ-ALL 


FREEZ-ALL 
Division 
PORTABLE ELEVATOR MFG. CO. 


Dept. 11 Bloomington, lil. 
Quality since 1899 















CAL 
EVEN AN ELECTRI 

MAN WANTS A HOME OF 
wis OWN. 








Regardless of whether YOUR 
“dream home” is a cozy cottage or 
a mansion, “How to Plan the Home 
You Want” will bring you up-to-the- 
minute. 
Its 32 pages, profusely illustrated, 
are packed full of home planning 
and new equipment ideas. 

Our own staff of practical authori- 
ties whose lives have been dedicated 
to building progress have put into 
eight easy-to-read chapters the 
trends and possibilities of a much 
discussed industry. Covering every 
subject from financing to solar 
heating, it therefore can be used as 
a textbook on building industry 
nomenclature. 

Send for your copy today. 


PRACTICAL BUILDER 
59 E. Van Buren Street, Chicago 5 


at 25¢ I can’t lose—Send me “How To 
Plan The Home You Want.” M 
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Made to GIVE Service 


.not require it! 





Quality components and rugged 
construction make Dixie-Maid Elec- 
tric Churns give long trouble-free 
service. Recent improvements in- 
clude larger, round Splash Plate. 
recessed Supporting Arms and 
heavier Cord with Switch, as illus- 
trated. Slow-speed, Heavy-duty 
Motor. Thumb-screw adjustment to 
fit 3 to 6 gallon containers. Agi- 
tates all the milk—makes more 
butter faster. Production now be- 
ing expanded. Sold thru jobbers 
only. Write for descriptive folder. 


SOUTHERN ELECTRIC PRODUCTS 
Anderson, S. C. 


“latd~ 


“Dirt 


ELECTRIC CHURN 




















APPLIANCE 
DISTRIBUTORS 


Here is the line of frozen food 
cabinets you have been looking 
for—smart, distinctive, beauti- 
fully designed — sound engi- 
neering—including a 3 cu. ft. 
home storage cabinet — farm 
freezers—and a visual display 
self-service retail cabinet for 
frozen foods and packaged ice 
cream. Deliveries 
January. 


begin in 


We are now screening distribu- 
tor applications for our client. 
- a nationally prominent 
manufacturer who will soon 
announce this unusual line. 


For immediate information— 
and early. deliveries—write or 
wire 


BOB WHITE ORGANIZATION 
Food Field Consultants 
56 E. Walton Place 
Chicago |}, 


Illinois 
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EWRT Gives Electrical 
Living Training Course 


The Electrical Women’s Round 
Table of New York, Inc., are plan- 
ning a course of training in electrical 
living beginning with their January 
meeting—Tuesday, January 8, 1946. 

This course is in no way intended 
to take the place of home economics 
training, or of individual product train- 
ing given by manufacturers to their 
personnel, but is intended to serve as 
a general refresher course to aid men 
and women engaged in selling, teach- 
ing, writing and otherwise promoting 
the use of electrical appliances in the 
home, and to bring them up to date 
in their post-war electrical thinking. 

The programs will be presented in 
the Herald-Tribune Auditorium, 230 
W. 41st St. New York City. Each 
topic will be presented by recognized 
authorities in the appliance industry. 
Registration fee for the course will 
be $5. 

The programs are as follows: “The 
Language of Electrical Living and 
Preparing the Home for Electrical 
Living,”"—January; “Electricity and 
Home Laundering,” — February; 
“Electricity and Food Preperation,” 
—March; “Electricity—Its Relation- 
ship to Homemaking, Health and Com- 
fort,’—April; and “Illumination for 
Beauty and Duty,”"—May. The latter 
is to be given in conjunction with 
the New York Residence Lighting 
Forum. 


Coleman Heater Plans 
New Building 


Adding a new building to its present 
facilities on January 1, 1946, The Cole- 
man Company will up its production 
two and one half times, according to 
officials of the company. The building, 
of brick and concrete construction, 
three stories in height, will add 30,000 
sq. ft. to accommodate an enlarged 
welding plant and paint section, with 
a completely conveyorized paint baking 
oven. A 25 percent increase in em- 
ployees over wartime payrolls is €x- 
pected. 








FRENCH FRIED ONIONS BEST—There 
is no member of the scallion or onion 
tribe that has not been tested on the 
sensitive palate of John C. Voss, service 
manager of Voss Bros. Mfg. Co., Daven- 
port, lowa. Reason: John married the 
daughter of the onion king of that 
region, and his wife has about every 
recipe known for cooking the succulent 
bulbs. John's favorite is french fried 
onions. “Can't be beat," he says. 
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GET YOURS NOW 


Deal “C-D” 


This is a miniature of the wooden 
floor display. It’s beautiful. It will 
move lamps. It’s a small unit packed 


deal. 

Quant. Watts List Total 
12 4O $.25 $3.00 
36 60 -25 9.00 
36 100 25 9.00 

6 150 45 2.70 
6 50-100-150 .75 4.50 
Total List $28.20 


FULL DISCOUNT APPLIES 


This is the kind of display-dispenser YOU have 


been waiting for. 


A real “ 


drive” can be made 


in your store if YOU will properly place several 


of these units. 


Write TODAY if YOU wish to see a full-color 
reproduction of the display before buying. 


VERD-A-RAY CORP 


-TOLEDO 5, OHIO 





(sc NYKELKROM 


REPLACEMENT ELEMENTS 





they will 
BuitD Your 
SERVICE and 

PROFITS 


Prompt deliveries—The highest 
quality materials and careful 
workmanship assures you of 
profitable service and satisfied 
customers. 


Complete line of Replacement 
Coils for most Electric Ranges 
— special heating units — flat 
iron elements — Cone Elements 
for space heaters, and spooled 
coiled resistance wire. 


Write for Complete Catalog 





Fiat Iron Elements 
Fits 90% irons in Use 
Approx. 600 Watts 





6, and 5% inch bricks 
wired for single heat— 
also wired for 2 or 3 heat switches. 





Cone , for ed | eee 
600 Watt and 1000 W. 


H.W. TUTTLE & COMPANY 


ADRIAN, MICH. 
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CREATE A MODERN 


APPLIANCE DEPARTMENT 





















GENUINE ORIGINAL 


STRUCTURAL Benps 


OF TEMPERED MASONITE PRESDWOOD 


















Made of strong tempered Masonite presdwood, Structural 
Bends are a practical, inexpensive material for creating stream- 
lined, dramatic merchandise settings. Whole departments can 
be modernized . .. new window backgrounds installed . . . out- 
standing effects created at little cost. There are seventeen basic 
shapes available in 8’ and 12’ lengths. Flexible . . . easy to cut 


. construct... finish and install... durable... modern. 


practical to hundreds of different treatments. In stock. 
WRITE FOR CATALOG + PLAN YOUR NEEDS + PLACE ORDER NOW 


Designed and Distributed Exclusively by 


W. L. STENSGAARD AND ASSOCIATES, INC., 


346 NORTH JUSTINE STREET + CHICAGO 7, ILLINOIS 



































Another SALES CLINCHER for today’s 
FASTEST SELLING DOLLAR VALUE! 


Colorful “Action’’ 
Demonstrator 
Speeds Sale of 


LumiNite 
LIGHTED SWITCH 
PLATE! 


Complete 
Demonstrator 
at our cost 


{ ont took wr LumiNite’, 


Lights a 
Utomati 
G '0Om lights on” when you turn 
es 
phan when 100M igh 
ents are turned 
Ends fumb) 


Provides a 


mg In dark for Swite 
‘Safet : 
aV0id stumbling | 


, hes! 
ve Blow, hel 

Keeps £ PS you 

Walls free of 

ing hands! smudg 


LumiNite is rapidly changing the nation's ges from grop. 


ideas about switch plates — making a useful, Sh 
convenient safety device of what used to be ro when you've forcor 
merely a decorative item. And the graceful ote lights off! Botten to turn 
flowing lines of LumiNite’s patented design erves as comf 
set a new pace in switch plate beauty Nursery or b, Orting night.-jj ht 
Thousands of enthusiastic users in homes, erat €droom! ent in 
hotels, offices, etc. Cash in on LumiNite’s es for le 
ready acceptance complete merchandis- 
ing helps free posters, envelope stuffers d rout! 
. national advertising! Write today! Y an UNCondit 
Buarantee | ional renewaj 


LUMI, ASSOCIATED PROJECTS CO. 
VTE 80 East Long St., Columbus | hio 
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Yes, we’re back on the job... 
once again filling the needs 
of the people who insist on 
sure, dependable USALITE 
Flashlights and Batteries. 
Very much in evidence in 
the USALITE line is the expe- 
rience of many years in qual- 
ity flashlight and battery 
manufacture... plus the 
added knowledge gained in 
supplying huge quantities of 
USALITE 
Flashlights 
and Batteries 
to our Armed 
wve. Forces. 
. There’s 
profit, there’s 
customer sat- 
isfaction in 
selling USA- 
LITE Flash- 
lights and 
Batteries. Or- 
der from your 
cei rresu pare, JODber today. 








Flashlights & Batteries 


“A” & “B” Batteries for Portable Radios 


UNITED STATES ELECTRIC MFG. CORP. Factory and 
Exec. Off.: New York 11, N.Y. Branch Off.: Chicago 7, Ill. 
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Philco Corporation. rn) 
Pioneer Gen-E-Motor Corp..... 205 
Portable Elevator Mfg. Co..... 208 
Poultry Tribune................ 10 
Practical Builder............... 208 
Pressed Steel Car Co., Inc..... 129 
Proctor Electric Co., Div. of 
Proctor & Schwartz, Inc....... 75 


Queen Stove Works, Inc.....66, 67 


Radio Corp. of America, RCA 


rind oro angie e ere cit tak 181 
Railway Express Agency, Air 

Express Division............. 194 
Raytheon Mfg. Co..........78, 79 
Red Jacket Mfg. Co........... 185 
Rheem Mfg. Co sa arameeaean 206 
Rhodes, Inc., M. J............. 114 
Rittenhouse Co., Inc., The A. E. 17 
Rival Wiha, Ges i655 eecsse ces. 215 
Robertshaw Theromstat Co..... 120 
Ree Bile. GNs. bs cident. . 


Samson United Corp........... 167 
Sav-U-Time Sales Co........... 166 
Searchlight Section............ 214 
Sentinel Radio Corp........... 27 
Sessions Clock Co...........72, 73 
Seth Thomas Clocks............ 24 
Signal Electric Mfg. Co........ 100 
Silent Sioux Oil Burner Corp.... 6 
ou i WA 2 


Smith Corporation, A. O...163, 172 
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Masour “aac 


The Torrington Manufacturing Company 


FAN PERFORMANCE 


Yes, Meier Nu-Air Quiet Props .. . precisely designed and sturdily con- 
structed, will sell any air motion unit. Near mirror finish aluminum blades 
are insulated from the cadmium plated spider and hub for smooth, quiet 
performance. All Nu-Air propeller blades are static balanced and 


guaranteed to be accurate. Available in sizes 10" to 54" and from 11° 
to 34° pitch. 


To improve the performance of your ventilating equipment, use Nu-Air 


Quiet Props. We will be happy to send prices and technical data. Write 
for Bulletin No. 2100. 


; ELECTRIC & MACHINE CO. 
Meier 3525 E. WASHINGTON STREET 











INDIANAPOLIS, INDIANA 


ELECTRICITY ad 


For Any Job—Anywhere 


Reliable, economical electric service is yours 
anywhere, anytime with an Onan Electric 








POWER AND LIGHT FOR EVERY NEED 


over 
Generating Plant. From the 65 basic models, 9 900 
the right plant for any job or application, 259: sie 
large or small, can be selected. in set¥ 


Driven by Onan built, 4cycle gasoline 

engines, these power plants are of single- Models range from 350 
unit, compact design and sturdy construc- to 35,000 watts. A.C. 
tion. Suitable for all mobile, stationary or types from 115 to 660 
emergency service. volts; 50, 60, 180 cycles, 
Model shown is from W2C single or three-phase; 
Wigton Swcres wer eee 400, 500, and 800 cy- 
Sooine.” vinder Onan built cles, single phase; also 

special frequencies. 

D.C. types range from 
6 to 4000 volts. Dual 
voltage types avail- 
able. 






Write 


for engineering 
assistance or 
detailed literature 


D. W. ONAN 


3246 ROYALSTON AVENUE 
MINNEAPOLIS 5, MINNESOTA and SONS 
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UNDISPLAYED RATE: 


$1.00 per line or fraction per 
insertion—minimum $4.00. First 
line small black face type. 
Discount 10% full payment in 
advance for 4 consecutive in- 
sertions. 





WHERE TO BUY 


Parts, Services & Accessories <"".;; 


DISPLAYED RATE: 


$12.50 per inch per insertion. 
contract rates on request. (An 
advertising inch is %” on one 
—48 inches 














WASHING MACHINE REPLACEMENT PARTS & SUPPLIES 


“30-MINUTE" 
HIGH POST CHANGE-OVER 
For 
EASY and G. E. WASHERS 
Send for Descriptive Circslar 


oma @:\) 000), Move] abe) 





ONE SOURCE OF SUPPLY 
1913 Washington Ave., Houston 10, Tex. 
Goodrich White Wringer Rolls for all makes 
WASHER & CLEANER PARTS 


eit wa ts 


Vacuum APPLIANCE co 











Our 132-page 


fatsles of FREE 


Washing Machine & Vacuum Cleaner Parts. 


Save by ee all your supplies 
eas one dependable source 
Quality, Service, Low Parts 


MIDWEST APPLIANCE PARTS CO. 
2720-22 W. Division St. Chicege 22, il. 











Your Vacuum Cleaner Belt Problem . . . Solved 


NO MORE WORRYING ABOUT: 


—the Makes and Models they fit because: Every bag is marked with Make and 
Model Numbers and the transparent bags keep the belts fresh and clean. 
—the Price Problem because: The price is prominently printed on each bag. 


auaury| ORDER NOW! 


VACUUM CLEANER | 8 assorted belt cards consisting of 
| 


96 belts will fit 130 makes and 
models 


Your cost 
plus postage 


Retails for $24.00 


FREE—with above 
OUR NEW CATALOG 


Listing 4531 items and 2911 illustra- 
tions giving list prices and your cost 
in code 


THE JESSE COMPANY 


2438 W. NORTH AVENUE 
CHICAGO 47, ILLINOIS 


usr 3m 1 map $10.08 net 
= = oe aa . = same ame 
STANDARD § STANDARD, 


| 
| 














WASHING MACHINE PARTS 


“Any Part For Any Washer” 


Distributor for All 
Leading Manufacturers 
Write In 
For Complete Catalog 


WASHER SALES & SERVICE CO 


10 Federal Street 


PENNA 


[Gensine P ARTS Exciusively | Exclusively 


PREMIER - ROYAL - G. E. - EUREKA 
VACUUM CLEANERS 
Write for complete details 
BROCKWELL ELECTRIC CO. 
106 E. 9TH ST., CHESTER, PA. 





Genuine 














WASHING MACHINE PARTS 
“For any and all makes” 


Most complete stock in N. W. 
Prompt Service 


Minnesota Appliance Parts Co. 


191 W. 7th St., St. Paul, 2, Minn 











Fiat tren Repair Kits Terminats, Square Ball Bearings for Easy etc.. 


BIG PROFITS 
Points, insulators, per kit $2.75 = 50425, $13.00 per C. 
doz. kits ea. $2.25 ON 
Fiat tron fits all handles with tong Original 1900 Worm £5020 $1.10 ea. SMALL PARTS 


bolt & nut ea. i8c, per C. $15.00 "er C on Request 

1’ ‘ Original 1900 Worm Gear 

Fiat iron Small Cord Piug fits some =$7002A $1.80 ea. 

tank type cleaners, ea. .09¢, per C Per C on Request 

$6.75 Original 1900 Drive Block 
#12376 


Switches—Toggle with Shank and $ .36 sa. 


Lock Nut 3-wire two speed, ea 
25e, per C. $15.00 


Per C on Request 


Original Apex Rack Guide =52064, 
530 ea. 


Round Gall Bearings for Easy 
Wringers 250439, $16.00 per C 


WYNAR 


Easy 3 Cup Aluminum Yoke £67004, 
Price on Request. 


155 State St., Rochester 4, N. Y. 








Repair your own 


NOW N ELECTRICAL APPLIANCES 


Seif Titan Generous Soren 


instruct! s snconed 2 compe. Guaranteed 

nothing like it. 00 doz. 
CHANITE P Sales: Cc sPANY 

914 Seuth Main Fort Worth 4, Texas 





" e Family ix $1.00, to oo 
size $2.50. Satisf 
Armstrong Mfg. Co., Box 86(/E Minneapolis, Minn. 











Vacuum Cleaner Armatures 


Our low price includes COMMUTATORS when required. NO CHARGE 
FOR EXTRAS. Osr large stock of new and rebuilt vacuum cleaner 
armatures permits shipment same day order is received. Exchange basis 
on all popular makes. Armatures, fields and bearings installed at 
nominal fee. 


VACUUM CLEANER BAGS and BELTS 


FLAT BELTS (seven sizes) .. $6.95 per hundred 
HOOVER BELTS (two sizes) .$8.95 per hundred 
No belt trouble when you use our high grade Neoprene belts. SEND FOR FREE 
BELT CHART, showing correct size belt for all makes. Bags for all popular makes. 
Fine cloth. Beautifully tailored. 


PENN APPLIANCE DISTRIBUTORS 


126 S. 2nd Street ° 
Quality Material — PROMPT SERVICE 





Harrisburg, Penna. 














Resistance wire. Heating Units. 
Switches for Standards and all 
makes of Electric Ranges. 
F. N. CUTHBERT CO. 
Olstributer and Manufacturers’ Agent 
Toledo 2, Ohio 











= 
SEARCHLIGHT 


SECTION 


(Continued on page 214) 

















OPPORTUNITIES WANTED 





RADIO AND electrical lines wanted. Colum. 
bus Jewelry Company, 22 West Gay Street, 
Columbus 15, Ohio. 





LT. COL. Sig. Corps discharged from the 
Army, former General sales mgr. for 
South's largest industry. Married, 38, one 
child, B.S. in E.E. Request lines as manv- 
facturers representative in South Eastern 
states—Atlanta headquarters. Exceilent 
references. RA-847, Electrical Merchandis. 
ing, 520 N. Michigan Ave., Chicago 11, I). 





MANUFACTURERS REPRESENTATIVE (de- 

sires additional lines, electrical and 
appliances, refrigeration and radio lines ad. 
dress Box 595 Kansas City, Mo. 


MANUFACTURER'S REPRESENTATIVE 

wants electrical appliance, radio, houschold 
and kindred lines for distribution in northern 
N. J. Many years experience in the sale of 
these lines guarantees thorough distribution 
with the finest merchants in this area. Mod. 
ern, streamlined ideas are the basis of our 
operation. RA-848, Electrical Merchandising, 
330 W. 42nd St., New York 18, N. Y. 


CANADIAN MANUFACTURER is desirous of 
consumating agreement with oil burner 
manufacturer in United States on a royalty 
basis for sale exclusively in Canada. Send 
complete details, descriptive literature, etc 
-849, Bilectrical Merchandising, 330 W. 
42nd St., New York 18, N. Y. 


AGGRESSIVE, EXPERIENCED aalesman lo- 

cated in South desires connection with 
reputable manufacturer of home and com- 
mercial appliances, commission or salary 
basis, covering La., Miss., Ala., Tenn., Ark., 
age 39 years, married, excellent reference. 
Available January Ist. SA-850, Electrical 
oo; eo 520 N. Michigan Ave., Chicago 
1l, 


HOME-APPLIANCE EXECUTIVE 
AVAILABLE 


Wide experience in top-fi national and retail 
bee eg ‘ors, washers, heat = 


on planning, sales promotion and a profitable 
organizing producer. 

PW-839, Electrical Merchandising 
330 West 42nd St., New York 18, N. Y. 


MAJOR and SMALL 


Appliance Manufacturers 
A very active and well organized 
SERVICE STATION in 
METROPOLITAN NEW YORK 


with a thoroughly efficient and well 

trained force of mechanics, shop and 

years of experience, financially re- 

sponsible and capobly managed is 

seeking additional Factory Authorized 

Services. 

We can increase the sale of your 

products through our service. 

We can relieve you of your service 

problems. 

We serve homes, hospitals, ships, hotels, 
e 4 P " a 1 and 


























larg: 
others. 


RA-844, Electrical Merchandising 
330 West 42nd St., New York 18, N. ¥ 








AVAILABLE 
Exceptional Representation 


Appliance Distributor, well known am 4 

dealers of home appliances in Northern 

desires additional lines. An unusual eopertaatty 

for manufacturers with lines open in this territory. 
RA-851, Electrical Merchandising 

68 Post Street, San Francisco 4, California 











SPECIALTIES 


Electrical Mangle Roll Pads and Covers 
Vacuum Cleaner Bags, Ironing Board Pads 
and covers, washing and ironer covers. Ohio 





Textile Specialty Co., W. 54th, Cleveland, O. 


NEW ADVERTISEMENTS 


Received by December 7th will appear in the 
~ ceed 15 issue subject to space limita- 
ons. 








this or other advertising in this issue 
does not supply the information 

s wanted, of parts, services and acces- 
sories, write 


9 Find what you are looking for? If 


Electrical Merchandising 
330 W. 42nd St., New York, N. Y. 














* 
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DECEMBER I, 


Sou. California Distributor Wants 
Household Appliances—Large Volume 
—Established Accounts. Full Rei- 
erences. 


RA-858, Electrical Merchandising 
621 S. Hope St., Los Angeles 14, Calif. 








5 
Manufacturers’ Representative 
Secking an additional line for MICHIGAN— 
INDIANA——-WESTERN OHIO. Personal and direct 
contact with athe jobbers, wholesalers and dis- 
tributors on e and Autome- 
tive items, on commission basis. 


RA-852, Electrical Merchandising 














330 West 42nd Street, New York 18, New York 





(Additional Searchlight ads on page 214) 
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Looking Backward 
then 


FORWARD! 


This year, more than any other, we 
are happy to send you Season’s 
Greetings. And too, you have been 
tolerant, . Dealer . . . tolerant 
to the extreme when we have been 
unable to satisfy needs for the 
Gits line of molded plastic prod- 
ucts. For this we thank you .. . 
sincerely. 


Wrapped up with these greetings 
is our promise to supply you 
(through the dependable jobbers) 
with the biggest line of lustrously 
colored, ty plastic items on the 
market—in °46. Again, Mr. Dealer, 
thank you for your patience. 


4656 West Huron St., Chicago 44, IIL. 


Manufacturers of the famous Gits Flashlights, Knives, 
Savings Banks, Games, Protect-o-shield, etc. 





ELECTRIC 
TRIMMER 


@ Both blades move 
in opposite direc- 
tions — an exclu- 
sive HEDGEMASTER 
feature. Nothing to 
obstruct shrubbery 
from entering the 


om cutting blades nor 
to limit the size of 
THE stalk that may be 


ONLY admitted to them. 
TRIMMER No vibration— 


th tion, 
WITH DOUBLE} geo endable per. 


ACTION formance and long 
é t life. Models for the 
home owner, and 
caretaker, landscape gardner, nurseryman, etc. 
Well balanced to fit the hand without wrist 
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LARGER MARKET 
FOR Sizc/ér, APPLIANCES 


The STENZLER ORGANIZATION, is the keynote to devel- 
oping your Sales in the vast SOUTHWESTERN United 
States and Latin American markets. 


Operating on a jobber-distributor basis and seasoned re- 
tail background, The STENZLER ORGANIZATION spe- 


cializes in Smaller Electric Appliances: 


© TOASTERS © IRONS & IRONERS « FANS 
¢ COFFEE MAKERS * WASHERS e RADIOS 
e MIXERS e HEATERS e P A SYSTEMS 


The STENZLER ORGANIZATION Maintains an intelligent, 
aggressive, Sales Staff . . . Modern Display Rooms and 


Ample Warehouse Space. 


The STENZLER service only starts with selling your lines. . . 
as they are followed through by a vigorous merchandising 
program to speed up dealer sales. 


MANUFACTURERS | 


Although your post-war lines may not yet be ready for shipment; per- 
mit us to suggest that you communicate with us immediately so that 
we can forward you completely detailed information. 


Lh SYNILER 





1812 TRANSIT TOWER 





SAN ANTONIO, TEXAS 

















BUSINESS OPPORTUNITIES .......... 214 
strain. May be used to trim hedges, shrub- POSITIONS VACANT ..........0000s0s 214 
bery, trees, grass, etc. Powered by Universal SELLING OPPORTUNITIES ....... 212, 214 
Motor for use on AC or DC current. Will cut DISPLAY ADVERTISERS 
heavy stalks without stalling motor. Model 7 American Merchandise Distributors Ce., 
shown here has 7!/2" cut; overall length of Rie 5i58csceceanaseudgsialsceancens 214 
handle, 18"; weight, approx. 5 Ibs. All models REN O Gin acc secdduediciveeces 214 
reasonably priced. Mattias Gil’ Qicccccckeccccccceces 214 
Roburn Agencies ........c-cccecceeees 214 
Rescell B COccccccccccccccccccccccess 214 
KAUFMAN GF (0 Gust @ Ven Tebargis..s..ose.asa-oee: 214 
- . Wale Bil GBichisiccevedccetsuctecce 214 
MANITOWOC. WISCONSIN 
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74s Convenient 744 The 
Caching Range... 





.. . This BEN-HUR Farm and Home Freezer for the Livable Kitchens 


of New Homes Now Building. 


Home-frozen foods will bring better 
living to added thousands of American 
homes. Up-to-date home planning demands 
the convenience and satisfaction of a 
BEN-HUR Farm and Home Freezer in 
utility room, kitchen, or basement. 


Ben-Hur Dealers are in direct line to 
profit by today’s widespread popular de- 
mand for dependable Freezers. A BEN- 
HUR Dealership will increase your cus- 
tomer-prestige and profits. Write regard- 
ing franchises still available. 


BEN-HUR 
MANUFACTURING CO. 


324 East Keefe Ave., Milwaukee 12, Wis. 
Continuous Manufacturing Since 1911 


Here ere the “Stand-Out" Fea- 


tures of the Quality-Built B EN - 
4) ee 


% ALL STEEL CONSTRUCTION 
w% LIFETIME TESTED 

% FOOD SURROUNDED BY COLD 
we SIZE FOR EVERY FAMILY 


*% THICK INSULATION 
(Hermetically Sealed) 


% MODERN DESIGN 
% ECONOMY-ENGINEERED 


% INSULATED AGAINST POWER 
FAILURE 








a ) 





AEN- FARM & HOME FREEZERS 
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UNDISPLAYED RATE 


Undisplayed Style: Not available for equipment 


advertising. 
15 cents a Word, Minimum Ghares $3.00. 
POSITIONS WANTED (tull 


© advance. 
Box NUMB ERS—Count as 10 w 


ords. 
DISCOUNT of 10% if full payment is made in 


advance for 4 consecutive insertions. 


or part time sal- 
oe employment only) 42 the above rates pay- 


SEARCHLIGHT SECTION 


(Classified Advertising) 


SELLING : 
EMPLOYMENT : 





WANTED 


SALES MANAGER 


Household Electrical Appliances 


By established medium sized manufacturer of small appliances 
and electrical specialties whose regular customers comprise the 
nation’s finest hardware-electrical jobbers and department stores. 

Must be a .sound aggressive merchandiser, experienced in 
planning and executing promotions and preferably familiar with 


the above mentioned outlets. 


Age 35-45. 


Please give complete details of your sales experience, age, 
education and a recent snapshot of yourself. 


P. O. Box 322, Rochester, N. Y. 


“OPPORTUNITIES” 


: MERCHANDISE 
: BUSINESS 


DISPLAYED RATE 


ACES with easter rules for 
of advertisemen' 


INDIVIDUAL 
Drominent d 
The advertising rate is $8.00 per a for all ad. 
vertising appearing on other than a contract basis 
Contract rates quoted on request, 

AN ADVERTISING INCH is measured %”’ ver 


— on a column—4 columns—48 inches to a 
age 








WANTED 


SALES EXECUTIVES 
AND SALESMEN 


for 


INDUSTRIAL, COMMERCIAL 
AND 
RESIDENTIAL DIVISIONS 


An excellent opportunity to join 
one of the larger light and power 
companies with a successful past 
and a good future. 

Age limit 25 to 40. In first letter 
please give complete information about 
training, experience, salary expected, 
and how soon available. 

All replies held in confidence. Our 
salesmen know about this advertise- 
ment. 


SW-775, Electrical Merchandising 
620 North Michigan Ave., Chicago 11, Il. 








WANTED 


JUNIOR EXECUTIVE 


Experienced in buying and selling 
home appliances, freezers, air condi- 
tioning units, etc., to handle purchasing, 
promotion and sales correspondence 
for large mid-west manufacturer whose 
sales run over 20 million per year. In 
reply give complete resume of expe- 
rience and qualifications. Replies will 
be kept confidential. 


P-835, Electrical Merchandising 
520 N, Michigan Ave., Chicago 11, Ill 








Roburn Agencies, Inc. have represented 
leading manufacturers of radio and 
electrical equipment, parts and acces 
sories, in world-wide markets since 1935. 
Extensive facilities relieve you of all 
export headaches — correspondence, 
advertising, sales, finance, packing and 
shipping. A few additional clients seek- 
ing experienced, reliable representation 
are invited. Write for information on 
Profits Through Exports. 


CS% Rebun Agencies, Inc. 


115M Fulton Street New York 7, N. ¥. 


OLD-ESTABLISHED, 
PUSHING TECHNICAL AND 
COMMERCIAL FIRM 
IN THE NETHERLANDS 

appesting on sole-sale basis, first- 
selesenees, during war 100% true 
and loyal to the cause of the 
United Nations, with large own 
pone me ye 
warehouse—for more than 25 


years successfully handling other 
leading American lines; 


convinced that most of the Dutch 
and European households will be 
of servants: 
electrical household appliances!— 

and confident that this change 
will open up revolutionary new 
paetneatee for products of stand- 

ig: 


WANTS TO COME IN CON- 
TACT WITH FARSIGHTED 
AMERICAN MANUFACTUR- 
ERS OF ALL KINDS OF 
MODERN ELECTRICAL 
HOUSEHOLD APPLIANCES 


ay kitchen appliances, wash- 


etc.), 
- F are interested in exporting 
their products to Holland or the 
whole of Europe as soon as Gov- 
ernment regulations are with- 
drawn. 


A FINE OPPORTUNITY TO 
GRASP OR DEVELOP 
EUROPEAN BUSINESS! 


Rogie ¢ are a, to write 


SNEL & VAN ‘TUBERGEN 


Nic. Witsenkade 45, 
AMSTERDAM (C), HOLLAND 














APPLIANCE 
FRANCHISES 
WANTED 


WELL FINANCED DISTRIBU. 
TOR WANTS ADDITIONAL 
APPLIANCE LINES FOR STATE 
OF ALABAMA. WE CAN 
SATISFY YOU AS TO OUR 
ABILITY TO MERCHANDISE 
THE RIGHT PRODUCT. 


MORRISON SALES CO. 


2100 Avenue G. South 
BIRMINGHAM 3, ALABAMA 











LINES WANTED 


New aggressive selling or cover- 








with 
pliances, aI ny lighting fixtures, elec- 
trical —,. Contacts established {or 
outstanding sales. 
RA-838, Electrical Merchandising 
620 North Michigan Ave., Chicago 11, Ill. 











Rocky Mountain Region 


Distributor with warehouses in Denver. 
Pocatello, Grand Junction and Salt 
Lake City open for the following lines: 
Washers, Radios, Water Pressure Sys- 
tems, Stoves, Home Appliances, Ironers. 
Clocks, will consider distribution of all 
or part of above territory. 


TEDE & ETCHINGHAM 
1708 16th St. Denver, Colorado 














WANTED GRADUATE 


for product development work in domes- 
tic laundry equipment and electrical ap- 
pliance field. Must have broad me- 
chanical background or preferably ex- 
perience in engineering development of 
washers, ironers, dryers, ranges, etc. 
Address— 


P-840, Electrical Merchandising 
330 West 42nd St., New York 18, N. Y. 


MECHANICAL ENGINEER 


RUSSELL & COMPANY 


MANUFACTURERS REPRESENTATIVES 


Lh 
OFFICE AND SHOWROOMS 
WESTERN MERCHANDISE MART 
1355 Market St +> San Francisco 3, Calif. 





Sales Executive 


with fifteen years experience dealing with 
America's leading manufacturers and 
distributors of home appliances and now 
associated with DEEPFREEZE, the origi- 
nal home freezer, desires connection with 
nationally recognized manufacturer or 
distributor in any part of this country or 
abroad. Reference gladly furnished. 


SA-841, Electrical Merchandising 
620 North Michigan Ave., Chicago 11, Ill 








Oregon - Washington 


MANUFACTURERS’ REPRESENTATIVE 


now representing nationally ad- 
vertised radio manufacturer. Wants 
a high class line of electrical ap- 
pliances. Must be the best on the 
market! 


McMILLAN & CO. 


DEXTER HORTON BUILDING 
SEATTLE 4, WASH. 














APPLIANCE 
SALES MANAGER!! 


One capable of taking complete charge 
of entire operation and sales force. Na- 
tionally advertised major and small ap- 
pliances for large territory. Most at- 
tractive proposition to one qualifying. 
Located in central New York. State full 
experience in replying. 


SW-843, Electrical Merchandising 
330 West 42nd St., New York 18, N. Y. 








PROGRESSIVE WHOLESALE CO. 


wants lines for Texas and Southwestern 
Territory. Large and small appliances, 
household specialties, etc. Dun and Brad 
street rating. Write 


Springfield Advertising Agency, 
1707 Main Street, Dallas 1, Texas 


SALES ENGINEERING-REPRESENTATION 
in MICHIGAN AND OHIO 
Distri 


RA-824, Meehan 
520 North Michigan Ave.. Chicago 11, 





Sales Manager 


long experience appoint "thaln storen Gletributors, 
promoter, import, export, 


stores, jobbers, res 
dent buyers contacts. go In the 
electrical appliance and urnishing lines. 
Originally introduced and marketed the Electric 
Household Steam iron. Full or part time. 
SA-S42, Electrical Merchandising 
330 West 42nd St.. New York 18, N. Y 








Two or three additional lines wanted 
by manufacturers’ aoe cover- 
ing Mo.; Kans.; Ia.; & Neb. Whole- 
salers in electrical, grocery & automo- 
tive fields, drug. 


RA-S46, Electrical Merchandising 
620 North Michigan Ave., Chicago 11, Il. 











your organization in W. 

geles County, Calif. Write— 
JAMES F. HARDY 

Berr — Washington 











AIR CONDITIONING EQUIPMENT 
REFRIGERATION 


Compressors — motors — automobile spere parts. 
ies and electrical equipments and motors. 
firm in rep ions for 





yon ina. 
Good references offered. 


Reply to: JUAN G. TOL 
176, Buenos 





CANADA CALLING 


Experienced ba =p seeks exclusive | 
Ailetcihk “i. 1 A ate. of all types. | 
Replies confidential. — 


American Merchandise Distributors Co. | Inc. 


1470 Peel Street, Montreal,- 
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BRAND BRAND 
NAMES MANUFACTURERS OR SUPPLIERS NAMES MANUFACTURERS OR SUPPLIERS 
Maytes The Mayteg Co., 512 N. 4th Ave., West, Newton, Speeday Apex-Rotarex Corp., Cleveland, Ohio 
lowa i Speedex The Dexter Co., 506 N, Ninth St., Fairfield, lowa 
Maytag The Maytag Co., Ltd., Winnipeg, Canade Speed King Barlow & Seelig Mfg. Co., Ripon, Wisconsin 
Meadow Lark The Meadows Division, 1945 So. 54th Ave., Chicago Speed Queen Barlow & Seelig Mfg. Co., Ripon, Wisconsin 
, Ui. Spinner Alltorfer Bros. Co., Washington St., East Peoria, Ill. 
Mead: Meadows Division, 1945 S. 54th Ave., Chicago 50, Ill, Star Barlow & Seelig Mfg. Co., Ripon, Wisconsin 
Mermaid be = Bros. Mfg. Co., 1355 W. 2nd St, Davenport. Sterling ty Bags ine Div., Cermak Rd. & 54th Ave. 
we , 
Menidey Maxwells, Ltd., St. Marys, Ontario, Canada Sterro Vidrio Products Co., 134 West 54th St., Chicago, Ill. 
Mini M iis, Ltd., St. Marys, Ontario, Canada Sunlite The Coffield Washer Co., Ltd., Hamilton, Canada 
Miracle Horton Mfg. Co., 731 Osage St., Fort Wayne 1, Ind. Sunny Dey The Dexter Co., 506 N. Ninth St., Fairfield, lowe 
Modem Home Horton Mfg. Co., 731 Osage St., Fort Wayne 1, Ind. Sunny Mondey Hurley Machine Div., Cermak Rd. & 54th Ave... 
Modern Holland Rieger, inc., Sendusky, Ohio Chicago, lil. 
Modem Maid Holland Rieger, Inc., Sendusky, Ohio aaeeinens a Sie Aad, ie 
* “ ’ u Pa. 
Mole — — ry Modem Div., 4140 Fullerton Sunshine Voss Bros. > Co., 1355 W. 2nd St., Davenport, lows 
+, Chicago, lil. Sunset Maxwells, Ltd., S. Marys, Ontario, Canada 
Monee eee eee Super 66 Altorter Bros. Co., Washington St, East Peoria, Ill. 
~- prem eh Super Electsic  A\ltorfer Bros. Co., Washington St. East Peoria, ill. 
7 . ae Marys, Ontario, aos Gnee Superi Meadows Division, 2115 S. 54th Ave., Chicago 50, lll. 
other ye A Electric ~— oy Utilities ns Symphony Gilson Manufacturing Co., Ltd., Guelph, Canada 
ve., Chicago 50, Ill. Taylor Automatic Washer Co., Newton, lowa 
a at. Le Tecowey Falrgrieve & Son, Ltd., 40-50 Dovercourt Road, 
“ " Toronto 3, Canada 
Vecuum . 
ptow Dey Contes Corp., 1824 S. 52nd Ave., Cicero 50, ul. Thermo a hy Machine Co., Cincinnati, Ohio (Out of 
ewton Maid ., Kellogs, 
Niagara Nineteen Hundred Cor. Se Joveoh, Michisen — Se eee 
eat a : Co., . wad Thor Electric Household Utilities Corp., 2119 S. 54th Ave., 
1900 Beatty Beatty Bros. Ltd., Hill St., Fergus, Ontario, Canede Chicago 50, Ill. 
a Nineteen Hundred Corm., st Joseph, Michigan _ a ary _ Utilities Corp., 2119 S. 54th Ave., 
N Norge Division, Bors-W _M | Mich. Thor Thor-Canadien Co., Ltd., Toronto, Canada 
ll aay oy ceca Thor (lroner)  Thor-Canadian Co., Lid., Toronto, Canada 
One-Minute One Minute Washer Co., Kelloggs, lowe Thor-O-Bread Thor-Canadian Co., Ltd., Toronto, Canede 
One Minute One Minute Washer Co., Kellogg, lowe Thriftwin The Dexter Co., 506 N. Ninth St., Fairfield, lowa 
Bergman Time Saver Beatty Bros. Ltd., Hill St., Fergus, Ontario, Canada 
One Minute One Minute Wesher Co., Kellogg, lowe Triple Tub Voss Bros. Mfg. Co., 1355 W. 2nd St., Davenport, lowa 
Rotary Triumph Hurley Machine Div., Cermak Rd. & 54th Ave., 
Oxcillator Alltorfer Bros. Co., Washington St., East Peoria, iil. Chicago, Ill. 
Oscillator Haeg Bros. ag te mM. Tru Test The Barton Corp., on —— = 
Packard The Dexter Co., 506 N. Ninth St., Fairfield, lowe True Value Hibberd, Spencer, ett Co., Chicago, Ill. 
Paramount Automatic Wesher Co., Newton, lowe Trump The Dexter Co., 506 N. Ninth St., Fairfield, lowe 
Paramount Holland Rieger, Inc., Sendusky, Ohio Uneeda Boss Washing Machine Co., Cincinnati, Ohio (Out of 
Pastime The Maytag Co., 512 N. 4th Ave., West, Newton, lows Business) 
Peerless The Barton Corp., West Bend, Wisconsin Universal Landers, Frety & Clark, 47 Center St., New Britain 
Peerless National Motor Co., Inc., E. Grand Blvd. at Riopelle Conn, 
(water power) Detroit, Michigan Vecuum Cup Alltorfer Bros. Co., Washington St., East Peoria, Ill. 
we = : Frantz Mfg. Co., Canton, Ohio Venity = Bros. Mfg. Co., 1355 W. @nd St., Davenport, 
ow owe 
Peoples "6" Horton Mig. Co., 731 Osage St., Fort Wayne 1, Ind. Victory Maxwells, Ltd., St. Marys, Ontario, Canada 
Perfect 36 Horton ae Co. 731 Osage ~ Fort Woevne 1, ind. Victory “84" Maxwells, Ltd., St. Marys, Ontario, Canada 
Putection Bow Washing Mashine Co., Clacianal, Ole (Oust = Vine Menwella, Lad’ Su Marys, Gute, Conede 
) wells, ’ D 0, 
Perfection Maxwells, Ltd., St. Marys, Ontario, Canada Viking DeLuxe Maxwells, Ltd., St. Marys, Ontario, Canada 
(lroner) Viking Standard Maxwells, Ltd., St. Marys, Ontario, Canada 
loneer on . Co., 1355 W. , Davenport, lowe « Toronto, Canede 
Playmayd Alltorfer Bros.-Co., Washington St., East Peoria, lil. Vortex Haas Bros. Co., Peoria, lil. 
~ “—_ pees Se oe = Vem-Mode! Meneene ae Shows anna - 
s - e 
Portable Vidrio Products Co., 134 West 54th St, tH “1AM 
Grande were Vom-Model Maxwells, Lid., St. Marys, Ontario, Cenede 
Premier Maxwells, Ltd., St. , Ontario, Canada 41BM 
Prime Astomatic Washes Fag em oe vPD Horton Mis. Co., 731 Osage St., Fort Wayne 1 Ind. 
Princess Felrwieve & Son, Lid., 40-50 Dovescout Rood, bane oy ee + 
Priscila The Barton ees Bend, Weshmater F & Son, Lid., 40-50 Dovercourt Road, 
Progress Aiendes Bese, Co. Welitnsinn O., Set Poate, U - T — om 
Queen Horton Mfg Co., 731 Osage St., Fort Weyne 1, ind. Water Whirl The Berton Corp., West Bend, Wisconsin 
Rapid Prince Fairgrieve & Son, Lid., 40-50 ‘ Water Witch Sears Roebuck & Co., Chicago, Ill 
Toronto 3, Canada Wellington Gilson Manufacturing Co., Ltd., , Canada 
Red Electric ie Seats Sie, Cans teed’ s BES Aan, Western Beam Mfg. Co., 600 Stockdale St., Webster City, lows 
Reliable Helland Rico —e Western Conlon Corp., 1824 S. 52nd Ave., Cicero 50, lil. 
Rideau Branford Wethng Machines, Lid, Brentford, Canada Eloctsis 
Rideeu Feirgrieve & Son, Lid., 40-50 Dovercourt Road Westinghouse Canadian Westinghouse Co., Ltd., Hamilton, Canada 
Tovente 3, Caneda ‘ Westinghouse ae Electric yey Ohio 
Roanoke P Alltorfer Bros ineteen Hundred Corp., St. Joseph, Michigan 
— tai Whirl Wesh Holland Rieger, inc., Sendusky, Ohio 
1 “ Quick Service Electric Co., 3000 Liberty A Pitts- 
Roto Vero — Landers, Frary & Clark, 47 Center St, New Britain, Witty a zm ate 
oom. Nineteen Hundred Corp., St. Joseph, Michigan 
The Easy Washing Machine Co., Lid., Toronto, Canade a oe bw gf pen a 
— Division, Sach Ave., Chicago 50, I adele illesiesa 
, 2115S, Ave., 50, Ml. 
Sefety Ber Bom Washing Machine Co., Cacinnat, Oblo (Out of La yg by 
Whitehouse The Barton Corp., West Bend, Wisconsin 
ee Sie ee. Williams Horton Mig. Co., 731 Osage St., Fort Wayne 1, ind 
| wa Soe ee ee ee... Windsor The Dexter Co., 506 N. Ninth St., Fairfield, lowe 
N ’ oo ‘ Winner Fairgrieve & Son Ltd., 40-50 Dovercourt R 
atte Toronto 3, Canada 
Sea Wave Voss Bros. Mig. Co., 1355 W. 2nd St., Davenport, low w 's Friend The Biaffton Mig. Co., Findlay, Ohio 
Silcking Horton Mis. Co., 731 Sete, Fas Samne 3 tnd. Woman's Friend The Dexter Co., 506 N. Ninth St., Fairfield, lowe 
Simplicity  W. A. Kelbs Co., Lid., Hespeler, Ontario, Canad _— Peg yee = Sa yee 
Saow-Bird Gilson Manufacturing Co., Ltd., Guelph, Canada — “ 
Saowdrift Alltorter Bros. Co. Washi ¢ St., Eest Peoris, til. Zenith Zenith Machine Co., 259 S. 1st Ave., E., Duluth 2, 
, 7 . Minn. 
———— y= a oe Zenith Do-All Zenith Machine Co., 259 S. 1st Ave., E., Duluth 2 
oronto 3, Minn. 
Sao- White Hollend Rieger, inc., Sandusky, Ohio Zenith Dominion A; Co.. F Ontario, Canade 
Seow! Sil , Co., Lid. . ppliance Co., Fergus, 
Southern Holland Rieger, Inc., Sandusky, Ohio Zenith Lifetime Zenith Machine Co., 259 S, 1st Ave.; E., Duluth 2, 
Special Minn. 
Spee-Dee sy  ~onmee Co., 259 S. ist Ave., E., Dulsth 2, Zenith Time Dominion Appliance Co., Fergus, Ontario, Canada 
Zenith Machine Co., 259 S. 1st Ave., E., Duluth 2, Zenith Dominion Appliance Co., Fergus, Ontario, Canad 
Dw-All Minn. Washweil 
Gas Engine Zephyr Voss Bros. Mfg. Co., 1355 W. 2nd St., Davenport, lowe 
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LETTERS 





More On Appliance Design 


To the Editor:— 

The attractive cover and thick body 
of the October ErectricaL MercHan- 
DISING tempted me to look through it 
promptly. As I turned the pages, not- 
ing the new designs and glowing prom- 
ises, always in the back of my mind, 
and frequently in the front, were the 
thoughts I found so admirably ex- 
pressed by Mr. Lyle W. Knapp on 
the last page. 

For many years I have been amazed, 
and vexed, at the great number of 
electrical appliances put together seem- 
ingly with no thought whatever that 
they would ever develop any trouble or 
ever have to be disassembled. Many 
times in taking apart some appliance I 
have thought of some simple thing that 
could have been done to make it im- 
measurably easier to get into. It has 
long been a mystery (mixed with re- 
sentment) why manufacturers, both 
large and small, overlook this most 
important thing in design. 

I have also been amazed many times 
in ordering parts for appliances that 
the manufacturers (and the largest 
ones are the worst) do not seem to 
know any more about what kind of 
switch, control, or handle, goes on a 
certain appliance than does the first 
man you'd meet on the street, even 
though the complete name plate reading 
has been given, plus a description of 
the particular part. I have had to re- 
turn a part, two and three times, be- 
fore getting the correct one. This 
inexcusable delay and comparatively 
great expense, with time wasted in 
writing letters, has often amounted to 
more than the total amount that could 
fairly be charged for the job. And this 
state of affairs cannot be attributed to 
the war. It has been a little worse the 
last few years, but not much. 

Another thing I’ve noted is that in 
placing dealerships apparently all that 
is considered is whether or not the one 
selected is in a position to sell. Little 
thought is given as to whether or not 
he can service. Many times I have 
been called by someone saying, “I 
bought a from but he has 
nobody that knows anything about re- 
pairing it, can you do it?” 

I certainly appreciate Mr. Knapp’s 
letter and your printing of it. I hope 
it makes some impression on manu- 
facturers. 

A.rrep S. Branp 
Culpepper, Virginia. 


Liked Montana Story 


To the Editor: 


On behalf of The Montana Power 
Company let me thank you for the ex- 
cellent article covering the dealer out- 
look in Montana which appears in your 
September issue. At the time I sent 
you this company’s post-war dealer 
booklet I had no idea you would give 
it such splendid analysis and such 
prominence. This story will do a great 
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deal for the entire industry in Montana. | 
As a result of it requests are already | 
coming in from manufacturers for 
copies. 


Will you kindly convey to the staff | 


member who prepared the article our 

appreciation. Thanking you again, I 
am, 

D. J. McGonicte, 

General Sales Mgr. 

Montana Power Co. 

Butte, Mont. 





SHOP TALK 





URING the early days of the elec- 

tric washing machine, it was touch 
and go whether the public would buy 
enough to keep the first factories going, 
or whether the initial firms would fold 
up before the new device took hold. 
The September-October issue of the 
Pacific Power and Light Co. Bulletin 
tells how George I. Drennan, field 
superintendent of the company at 
Walla Walla, Wash., started the Hur- 
ley Machine Co., manufacturers of 
Thor washing machines, on the road 
to success. 

According to the account, the Hurley 
Co. was making two or three machines 
a month in a barn, but advertised suffi- 
ciently widely so that one of their ads 
caught the eye of Drennan at the time 
he was local manager for the Pacific 
Power & Light Co. at the small town 
of Pomeroy, Wash. He ordered a 
washer as an experiment. 


Makes First Sale 


The day it arrived in Pomeroy he 
was uncrating it on the sidewalk, when 
a local citizen came along and wanted 
to know what the thing was. 

“It’s an electric washing machine,” 
Drennan replied. 

“Will it work?” 

“T don’t know anything more about 
it than you, but it ought to be worth 
trying.” 

“Then send it up to my house,” the 
man said. 

Encouraged, Drennan ordered two 
more machines. These went as quickly 
as the first, so he ordered a dozen. 

When the order arrived at the 
factory, it found the manufacturers in 
a despondent frame of mind. . Sales 
elsewhere weren’t going very well, and 
the factory thought the order must be 
a mistake. They telegraphed to find 
out if he didn’t mean two instead of 
twelve. The reply came back that 
twelve was correct. 

The Hurleys then were really inter- 
ested and they got out a map of Wash- 
ington to find out where this enterpris- 
ing community of Pomeroy might be 
located. They couldn’t even find it on 
the map! 

“Well,” they said to themselves, ac- 
cording to the Bulletin, “if an unknown 
out there in a town that isn’t even on 
the map can sell these machines of ours 
by the dozen, there isn’t anything 
wrong with the business we are in. 
The trouble must be with us.” 

So instead of closing up shop, as they 
were on the verge of doing, they 
stepped out, built a real factory and 
became one of the big washing machine 
manufacturers of the country. 
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card system on orders 


Checking Appliance Performance ... .By Mildred Nichols 


Third of a series on home service practices in utility companies 
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Items which stimulate store traffic will be retained, says Henry Wall 
of Valley Appliance Co., Fresno, Calif. 
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Palmer House First... Furniture and 
Merchandise Marts January 7 to 19 
Complete List of Exhibitors—Page 2 


Since the days of Canterbury and 
Chaucer, there has been in the mind 
f man, the idea of making a pilgrim- 
age. A trip to Chicago that merchants 
ill make the first of the year is as 
listoric an occasion as any of the 
manifold markets that ever graced 
Rouen or Orleans. For the first time 
n nearly half a decade they are going 


into the Windy City to see what wares 
can be had and in and in what quanti- 
ties. 

Eagerly awaiting them will be manu- 
facturers showing not only merchan- 
dise available, but products that 
promise to come off the production 
line in the near future. No doubt 
many of these models will be handmade, 


fresh with paint and polish, but 
nowhere else in the United States can 
a dealer get so good an idea of what 
is to come. For the merchandising 
hat “has been tossed up for scraps”, 
as one distributor has put it, and no 
one knows what models are going to 
be sold, what the price range will be, 
nor what the spreads promise. 


First Post-War Market 


It is a time in which new distribu- 
tion men, new factory men, new dealers 
must get acquainted with one another 
and start anew after the interregnum 
of four years. If it were not for the 
urgent necessity of starting anew, the 
country would do well to do without 
the markets at a time when merchan- 
dise is being produced in eye-dropper 
quantities. Transportation is difficult, 
hotel facilities are breaking down, and 
any visitor to Chicago is likely to find 
himself loaded into the taxicabs with 
eight others. 


This is not a market which will 


resound with girlish laughter of visit- 


ing wives and daughters. It is not 
elbow-bending and 


a market for 
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theatre-going. It is an event to which 
the old man himself will come, clap 
his hat firmly down over his ears, and 
prepare for hitches in travel that have 
not happened since Civil War days. 
While trains are not as crowded as 
they were last summer, it is well to 
clamp down a reservation plenty of 
time in advance and not be surprised 
to find that the railroad has sold your 
berth to someone else. Chicago hotels 
have thrown up their hands over the 
room situation, and if you don’t have 
any space nailed down with friends 
or relatives it might be a good idea 
to try to come the second week of the 
markets. Or you can get in touch 
with hotels in Milwaukee, Racine, 
Kenosha, Elgin, Joliet, Aurora or 
Gary 


Even Stay at Tourist Camp 


There are even people planning to 
drive in and stay at tourist camps dur- 
ing the siege. If possible, arrive in 
the morning and go back that evening, 
the sleeper situation making it pos- 
sible for nearby western visitors as 
far as Kansas City to use the sleepers 
as hotels. An attempt was made to 
get the Great Lakes steamer com- 
panies to park their boats for hotel 
space, but they refused on account of 
the OPA and because they had laid up 
their boats for the winter. 

Once arrived and bedded down, how- 
ever, the visitor to the markets should 
be able to eat pretty well. The Palmer 
House still serves its famous chocolate 
ice cream, and steaks have begun to 
appear over the horizon in the pack- 
ing house city 4 dozen good restau- 
rants are able to supply these, and 
potable beverages, 
be had that will 
except the gourmet 

However, never has a market been so 
important to a dealer who wanted to 
get the touch of new things, to check 
things with people who are going to 


sell him merchandise. While a man 
} 


while scarce, can 


satisfy everybody 


may return home footsore and weary, 
everything promises to add up to some- 
thing worthwhile in his cash register 




















LIST OF ELECTRICAL APPLIANCE 


MANUFACTURERS AT THE PALMER HOUSE 


Company Room No 
Ade Precis on P oducts C rp 73-74-75 
Affiliated Factories 71-72 
Alabama Mtg C. R. Rew's room 
Altorfer Brothers C 4-5-5 
American Central Mfg. C 57-58 
Automat Washer Cc 18-19-20 
Bendix Home Appliances, In 
38-39-40-4 | —42 
Bersted Mfg. Cc 831 
Birtman Elect e 44 
Camfield Mfg. C 882 
Carlstein & Associates, Martin 725 
Casco Products Corp 910W 
Chicago Electric Mfg. Cc 760-761 
Chicago Flexible Shaft Co 644 
Clark Water Heater Div. McGraw 
Elect. C 12 
Clements Mfg. C 60 
Conlon Corp 54 
Cords, Inc 882 
Cory Glass Coffee Brewer Co 859 
Dominion Electrical Mfg. Inc 888 
Empire Appliance Dist. Co 13 
Eveready Co., Inc., The 660 
Faraday Electric Corp 1074 
Finders Mfg. Co 1010 
Fresh'nd-Aire Co 15 
Geier Co., P. A 1-2 
General Electric Co 676-677-678-685 
General Mills, Inc 683-684 
Gilbert Co.. A. C 796 
Hamilton Beach Co 734 
Hamilton Mfg. Co 28-29 
Hankscraft Co 642 
Health-Mor, Inc 7 
Hill-Shaw Co 757 
Hoover Co 21-22 


Hurley Machine Div. of Electric 
Household Utilities Corp. 
33-34-35-36-37 
International Appliance Corp 855 
lronrite lroner Co 24-25-26 
Kent Products Co 975-976 
Kitchenaid (Div. of Hobart Mfg 
Co 635 


Room No. 
885-886 
80-842-843-844 


Company 
Knapp Monarch Co 
Landers, Frary & Clark 


LIST OF ELECTRICAL APPLIANCE 
MANUFACTURERS IN THE FURNITURE MART 


Company Room No 
Admiral Corp 526-527 
American Refrigeration & Machine 

Inc. 5378 
Allen Mfg. Co 
Altorfer Brothers 17/80-8 1-82 
American Ironing Machine Co 

17/126—-127 

Apex Electric Mfg. Co 17/84-85-86 


Appliance Industries of America. 17/125 
Appliance Mfg. Co 17/96-97 
Barlow Seelig Mfg. Co 530 
Bendix Home Appliances, Inc 

17/90-9 1-92-93 


Bendix Radio Div. Bendix Aviation 


Corp 17/69-70 
Ben-Hur Mfg. Co 528 
Blackstone Corp 17/77-78 
Calkins Products 17/48 
Conlon Corp 17/100—101 
Coolerator Cc 529 
Crosley Corp 525 
Dexter Mfg Co 17/114-115 
Dormeyer Electric Co 17/"9 


Duo-Therm Div. Motor Wheel 
Corre 116-117 
Easy Washing Machine Co. 17/"V"-Sec.3 


Lindemann & Hoverson Co., A. J 14 
Levy Sons, | 848 
Loeb, Ben S 745 
Manning Bowman & Co 905W 
McGraw Electric Co 705 
Miracle Products, Inc 930W-931W 
Morton Co., R. P 30 
Multi-Products Tool Co 725 
National Pressure Cooker Co. 748-49 
National Stamping & Electrical 

Works 682 
Naxon Utilities Cor 1052-1053 
Noma Electric Cor; 632 
Nu Tone, Inc 89, 5-896-897 
One Minute Washer 46 
Porcelier Mfg. Co 887 
Premier Div Electric Vacuum 

Cleaner Co., Inc 63 
Presco Co 978 
Proctor Electric Co 636 
Regina Corp 782 
Rittenhouse Co 971 
Rival Mfg. Co 707-708 
Samson-United Corp 638 
Sanford Co., D. E 882 
Seal Sac, lac. 719-720 
Silex Co. 907W 
Son-Chief Electrics, Inc . 883 
Sparton Co. 1054W 
Sperti, Inc. 974 
Stern, A. W 85) 
Stern-Brown, Inc. 709 
Sun-Kraft Inc. 1ol3W 
Sunlite Mfg. Co 904 
Tennessee Valley Associated 

Marketeers 925 W-926W 
Toastmaster Products Div 705 
Toastwell Co. 964W-965W 
United States Electric Mfg. Corp 948 
Vidrio Tool Co 849 
Waring Products Corp 882 
Waverly Tool Co 957W 
Wesson Houseware Products Co 800 
Winsted Hardware & Mfg. Co 882 
Company Room No. 
Electric Steam Radiator Co. 17/67 


Emerson Radio & Phonograph Corp.!747a 


Estate Stove Co 1740-43 
Eureka Vacuum Cleaner Co 17/68 
Evans Products Co. 5408 
Excel Electric Co 17/94-95 


Farnsworth Radio & Television Corp. 


5358 

Frigidaire Div. General Motors Corp. 
523-524 
Galvin Mfg. Co 17/69A 
General Electric Co 539A 
Gibson Electric Refrigerator Corp. 538B 
Health-Mor, Inc. 17/35 
Holland-Rieger Corp. 17/106—107 


Hoover Vacuum Cleaner Co 17/87-88-89 
Horton Mfg. Co. 17/S-N & 120-121 
Kelvinator Div. Nash-Kelvinator Corp. 


520-52! 
Kent Products Co 602 
Lear Inc. Home Radio Div 17/308 


Majestic Radio & Television Co... 17/"O' 


Major Home Appliance Co 536B 
Merit-Made Products 17/37-38 
Midwest Mfg Co 911 


Morton Mfg. Co 





Company Room No. 
Nineteen Hundred Corp 17/73-74 
Noblitt Sparks Industries, Inc 17/"P" 
Norge Div. Borg Warner Corp 522 
Paragon Utilities Corp. 1044 
Philco Corp. 128 
Pressed Steel Car Co 533B-534B 
Sanitary Refrigerator Co 528 





Company No 
Sentinel Radio Corp " 
Sparks Withington Co K 
Stewart-Warner Corp. 17/10 ~109 
Templetone Radio Mfg. Corp. 46 
Utility Electric Co. @) 
Westinghouse Electric Corp 50) 
Zenith Radio Corp 55 


LIST OF ELECTRICAL APPLIANCE 
MANUFACTURERS IN THE MERCHANDISE MART 


Company Room No. 
American Central Mfg. Corp 1476 
American Wall Tie Co 1235 
Apex Rotarex Corp 1472 
Associated Projects Co 1240 
Bersted Mfg. Co 1467 
Brammer Mfg. Co 1822A 
Brewer, Charles, & Sons 1422 
Casco Products Co.... 1492 
Chamberlin Metal Weatherstrip 140! 
Christen, J. C., Mfg. Co 1485 
Corning Glass Works 1470 
Deepfreeze Corp. 1446, 47 
Dominion Elec. Mfg. Co 1422 
Dunber Glass Corp 1555 
Duro Test Lamp Bulb Service 1224A 
Easy Washing Machine Corp 1237 
Edison G. E. App. Co 1457 
Eldredge Sewing Machine C 1468 
Eureka Vacuum Cleaner Co 1475 
Eveready Co., The 955 
Farber, S. W., Inc I419A 
Florence Stove Co 1459 
Free Sewing Machine Co 1450 
Free Westinghouse Sewing Machine 
Co. 1459 
General Construction Corp 1488 
General Mills, Inc 1453A 
hilco Engineering Co., The 14-101 
Hill-Shaw Co. 1584 
Jewel Equipment Corp 140! 
Kay Co., The 14-101 
Kelvinator Div., Nash Kelvinator 
Corp. 2220 
Knapp-Monarch Co. 1483 
Landers, Frary & Clark 1479 


Company Roon No 
Lauer Co. 8-9 
Manning, Bowman & Co 466 
Martin Co. 103 
Means & Dysart 14-195 
Metal Ware Corp 423 
Michigan Wide Goods Co 944 
Mirro Aluminum Co 424 
Moore, Walter B., Inc 1400 
Mudon, T. J., Co 1240 
National Sewing Machine Co 1468 
Nelson Machine & Mfg. Co 1482 
New Home Sewing Machine Co . 1450 
Noblitt-Sparks Ind. 17th floor 
Nolen Austin Co 1466 
Pachter, D. A., Co 1412 
Paramount Sales Co 1599 
Parkwood Co. 15-101 
Peerless Mfg. Corp 1485 
Polar Ware Co 404 
Plymouth Mfg. Co 1485 
Porcelier Mfg Co 1422 
Proctor Electric Co 1473 
Regina Corp. 1464 
Republic Precision Mfg. Co., The. 14-10! 
Samson-United Corp. 14-103 
Silex Co., The 14-109 
Son-Chief Electric, Inc 14-12) 
Southwestern Household Equipment 
Co. 1583 
Swartzbaugh Mfg. Co 1498 
Toastmaster Prod. Div.. McGraw 
Electric Co. 1455 
Wagner Mfg. Co 1497 
Washburn Co., Andrews Div 944 
Waverly Tool Co 1492 











DEEPFREEZE DISCUSSIONS are held at an indoctrination course for new field 


and factory personnel of the Deepfreeze Division, Motor Products Corp. 


Shown 


after graduation are, from left to right in the front row, Miss Margaret E. Bicknell 
director of the home economics department, and F. F. Duggan, general sales man- 
ager. Standing are Avery C. Jones; Harold Jones, eastern region product service 
engineer; R. H. Fredberg, Cleveland district sales manager; C. T. Redding, central 
region industrial sales engineer; Thoben F. Elrod, Atlanta district sales manager; 
L. R. Diemand, sales department; and R. V. Newbell, advertising manager. 





McGRAW-HILL 


James H. McGrew, Jr. 
President 





Curtis W. McGraw 


Senior Vice-President Joseph A. Gerardi J. E. Blackburn, Jr. : eu Sy Be é, at. 4 st OM . 2 ba ¥ kT, 
and Treasurer Secretary Director of Circulation lishing Co., Inc. All Rights Reserved ow 42nd St 
Publication Office, 99-129 North Broadway. Albany 1, N. Y. Editorial and Executive Offices, 330 W. 42nd St., 


Howard Ehrlich 
Vice-President 
For Business Operations) 


PUBLISHING 


JAMES H. McGRAW, Founder and Honorary Chairman 


Willard Chevalier 
Vice-President 
For Editorial Operations) 





Ele 


11 M andising, December 1 4 \ 
ast ten da f change of addres Publirat 





COMPANY. 


AB.P Memt 


INC. 





A.B.C. Copyright 1945, by McGraw-Hill |! 
t, New York 18, N. Y. Return postage guarant 


New York 18, N. Y. 








~_—- - ~~ 65 Aa Pb 






a9 


1482 


412 


15-10) 

485 

404 

1485 

1422 

473 

1464 

» 14-10 

14-103 

14-109 

14-12| 
nent 

1583 

1498 
raw 

1455 

1497 

944 

1492 


»w field 
Shown 


Bicknel! 


es man- 
service 
centra 


anager 


ra H 
ge guarant 








ELECTRICAL 





Railley Corp.'s newest pin-it-up fixture, 
the Valancia, provides an inexpensive 
source of modern fluorescent cove light- 
ing over windows. 


An interesting application of “Circline” 
in a table lamp, designed by Royal 
Hickman Studies and exclusively distri- 
buted by Sun Glo Studios. 


Progress in Lighting Art Shown 
At N. Y. Victory Lighting Jubilee 


For the first time in the history of 
the lighting industry a complete range 
of light sources and lighting equipment 
ior commercial and domestic use was 
assembled in one place at the Victory 
Lighting Jubilee held in the 17th Regi- 
ment Armory, New York City, No 
vember 26 to 30 inclusive, under the 
sponsorship of the Lamp Department 
of General Electric Co. 

About 135 leading light equipment 
manufacturers participated in this ex 
hibition of the advances in the art and 
science of illumination 


G-E Display 


The General Electric exhibit featured 
2,000 kinds and sizes of bulbs and 
fluorescent tubes, including a complete 
assortment of germicidal -lamps for 
office, factory, and farm, and 40 of 
these germicidal lamps were installed 
n the Armory during the exhibit to 
rotect visitors from infectious respira- 
tory diseases. 

Fluorescent lighting, until now used 
almost exclusively for commercial and 
industrial applications, has taken vast 
strides in household application with 
the introduction of the “Circline” and 
“Slimline” bulbs. The use of archi- 
tectural glassware by many of the 
xhibiting manufacturers brings fluor- 
escent lighting into harmony with 
smartly appointed interior decorations. 
Ceiling fixtures completely shielded 
by ceramic-finished molded glass were 
shown by some manufacturers, provid- 
ing directional light without glare; 
egg-crate” louvres and “Plastox” 
glass were also used in shields for ceil- 
ug fixtures to eliminate “trapped 
ight” in stem or flush mountings 

One of the most interesting appli- 
ations of fluorescent lighting for the 
1ome was displayed by Railley Corp., 
Cleveland, O., a prefabricated window 
fixture that holds the regular 10-in 
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135 Manufacturers Display 
latest fixture designs for 
commercial and home use 


fluorescent channeling and is slotted 
to hold curtain and drapery fixtures as 
well. The device is called the “Valan- 
cia” and comes in 40- and 50-inch units 
to accommodate 32-, 36- and 38-inch 
and larger windows. A standard cas- 
ing may be covered with fabric or 
painted the color of the room. 





A new wall bracket installation shown 
by Spero Electric Corp., again using the 
“Circline" fluorescent. 
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This ceiling fixture —a replica of an old 
colonial oil lamp — contains a “Circline" 
for downward illumination with an 1.E.S. 
reflector 3-way upward illumination unit. 


Another lighting series that should 
interest renters particularly is the 
“Add-A-Light” units shown by Moe- 
Bridges Corp., Sheboygan, Mich., 
which can be plugged into any outlet 
and used as a single unit or strung in 
a series for continuous strip-lighting, 
since each unit is capable of being 
plugged in end-to-end. These units are 
available in 24- and 48-in. sizes; and 
there is a choice of five shields and re- 
flectors to provide downward or up 
ward illumination. These units have a 
wide variety of uses in the home. They 
can be used over sofas and pictures 
horizontally; vertically they can serve 
as decoration alongside mirrors. and 
over kitchen work surfaces and laun- 
dry tubs, in addition to the usual ceil 
ing installations 

The Spero Electric Corp., Cleve- 
land, O., exhibited a variety of lumi 
naires for ceiling, cove and decorative 
wall installations with flush or re- 
cessed mounting, the light being com- 
pletely shielded by ceramic-finished 
molded glass providing “low surface 
brightness.” One interesting application 
was a corner installation with the 
architectural glassware mitered to form 
a continuous strip of lighting in the 
corner of the ceiling. 

For the kitchen, Art Metal Co. of 
Cleveland had a fluorescent work unit 
that could be attached to the under 
side of the kitchen cabinets above the 
work surface. This fixture can also be 
plugged into existing outlets and has 
included in its base three additional 
outlets for plugging in appliances such 
as toasters, and mixers used on the 
kitchen work surfaces. 

A 100-watt kitchen ceiling unit es 
pecially good for use in a long, narrow 
kitchen was displayed by The Garden 
City Plating & Mfg. Co., Chicago, Ill 

Gruber Bros., New York City, had 
on display a complete line of shielded 
fluorescent ceiling fixtures for use i 
the bathroom and kitchen. 

Virden Co., Cleveland, O., had an 
inexpensive kitchen ceiling fixture with 
egg-crate louvres which is a partic- 
ularly practical method of shielding to 
provide directional light without glare 
and which does not collect dust 


Westinghouse Announces 


The “Circline” fluorescent was used 
by many of the manufacturers in table 
and floor lamp applications. One inter- 
esting table lamp on display in the 
Sun Glo Studios, New York City, ex- 
hibit had a pottery base and a swiv- 
elled shade over a “Circline.” “Cir 
cline tubes were also displayed in wall 
and ceiling installations with frosted 
glass shieldings. 

Camfield Mfg. Co., Grand Haven 
Mich., displayed a lighting shield of 
metal which snaps on a Slimline fix- 
ture, which is only good on ceiling fix- 
tures installed vertically. 


Distributor Meetings 


Approximately 600 distributor exec- 
utives and wholesale salesmen asso- 
ciated with the Westinghouse Electric 
Appliance Diwision were scheduled to 
meet for their first convention in four 
years at the company’s Mansfield, Ohio, 
plant from December 6 to December 14, 
it was announced recently by T. J 
Newcomb, sales manager. 

Two of the meetings, one on Decem- 
ber 8 and the other on December 11, 
will be conducted by the Westinghouse 
Home Radio Division and the other 
days will be taken by the Electric Ap 
pliance Division. 

The sessions will mark the first 
statements concerning Westinghouse 
distributor and dealer policies as well 
as introduction of the company’s full 
line of appliances and radios. Speakers 
will include A. W. Robertson, Chair- 
man of the Board of Westinghouse; 
J. H. Ashbaugh, vice-president in 
charge of the Electric Appliance 
Division; T. J. Newcomb, Appliance 
Division sales manager; C. H. Guy, 
assistant sales manager, and Roger H. 
Bolin, manager of advertising. 

Speakers for the Home Radio 
Division include Harold B. Donley, 
manager of the Home Radio Division ; 
W. S. Lefebre, assistant sales mana- 
ger, and Georges Faurie, advertising 
and sales promotion manager. 


5,500,000 Farm Radios 
In 5 Years Seen by RMA 


Rural electrification may bring 
radio to 3,150,000 more farm families 
in the next five years and, by 1950, 
there may be nearly 5,500,000 new 
radios on America’s farms—even on 
a one-set-per-family basis, according 
to the RMA. 

The prediction is based on sales es- 
timates by manufacturers in connec- 
tion with an analysis of the program 
of the Rural Electrification Adminis- 
tration. Completion of the program 
would electrify more than 3,500,000 ad- 
ditional farms, bringing the total to 
nearly 6,100,000 based on the number 
of farms counted in the 1940 census, 
of which some 2,600,000 have been 
electrified to date. 

Latest available figures show that 
90 percent of electrified farms are 
equipped with radios for a total of 
2,340,000 sets—the percentage, as well 
as the total, showing that radios 
are the most widely purchased of all 
available electric household appliances 
and equipment used on farms. If the 
same percentage is maintained, the 
1950 total will approach the 5,500,000 
mark estimated by the association. 

Using the administration's 1943 fig- 
ures, farm purchases of radios in the 
five-year period would total nearly 250 
billion dollars. 
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Interstate Aircraft ers, for the water softener had been 
. in engineering development over the 
Buys Revelation Co. 


past four years and has only recently 
been perfected and ready for volume 








To Make Water production. The new softener went 
Coolers and Softeners into production the latter part of No- 
vember 


De = eside Inter Interstate’s sales department is ac- 
state Air 1 Engineering Corp cepting orders for immediate delivery 
I megrun La la as announced on the electric coolers and softeners, 
the addit Interstate’s roster of through the national and export sales 


post-war cts of a complete lin distribution organization previously de 
elec ater coolers and water veloped by The Revelation Co. In 
softenc On October 1, Interstate addition, Interstate is establishing new 
ircha entire assets and busi sources for both domestic and export 


listribution 


Additional Products 












4 ‘ cies ( 
vater cox and ; Produc In addition to plans for the produc- 
tion is conti st the present Rev tion of the electric water coolers and 
ation locat while Interstate is a softeners, Interstate has made tenta- 
ly uw oving nent tive plans for the manufacture of a 
1 ‘ wcturing d an ymplete line of cooling units especially 
lesigned for industrial and commercia) 

















































Seg ‘ ale uses 
( De | Interstate, in addition to the produc- 
tion of the electric water coolers and 
Softener in Production softeners, is continuing work on the dishwashers to completion. 
Audited re dicate a steady in levelopment and production of soft 


rease in sales volume ver the past irink vending machines, vacuum clean- nounced as lower than in 1942. 
year >a e confined almost en rs, refrigeration compressors and gas 
tirel t electric water cool ine motors 


Hotpoint Breaks 1942 
Dishwasher Price 


NEWS: REPORTERS ARE BOBBING UP 
AT APPLIANCE CONVENTIONS 


News these days is the fact that 
newspaper reporters go boiling out to 
appliance manufacturers whenever new 
levices are announced. 

At Edison General Electric Appli- 
ance Co., Chicago, recently such a 
crowd listened to Ray W. Turnbull, 
president, break the news of the first 
drop in price on an appliance. It was 
the automatic dishwasher which cost 
$265 in 1942, and, will sell for $198 
including federal tax and transportation 
costs from now on in the U. S. The 
lowest cost model of the automatic ma- 
chine will sell for $184.50 while the 
model which includes the cabinet sink 
will retail at $249.50. All of these 
prices are approximately 30 percent 
below 1942 list, Mr. Turnbull said. 

“We are not able to jump into full 
production at once, therefore it is not 
possible to say that we will immedi- 
ately make money at the new price,” 
he stated. 

The assembly line producing dish- 
washers occupies approximately 50,009 
sq. ft. of the main building. Hotpoint 
has produced about 85 percent of the 
dishwashers used in this country, an@ 
the device has been on the market 
29 years, Mr. Turnbull said. 

It was when the device became fully 
automatic, permitting packing of 
breakfast, lunch and dinner dishes, with 
the washing taking place in the even- 
ing, that the corner to popularity was 
turned 





HOTPOINT'S TURNBULL INTERVIEWED—Hotpoint unveiled a dishwasher at lower 
than prewar price, and who swarms in to interview president Ray Turnbull but—you ve 
guessed it—the press. Here is Mr. Turnbull trying to answer questions for Doris 
Goodwin, Chicago Sun, and Royal Jansen, Chicago Daily News. 


almost 


The dishwasher today cycles, 
iries the dishes and stops itself after 
being started 


First Arvin Radios 
Delivered to Dealers 


First deliveries of Arvin table model 
radios were made to distributors early 
in November as the Noblitt-Sparks 
Industries swung three of its eleven 
plants into production to fill more than 
a million distributor orders, it was 
announced by G. W. Thompson, vice- 
resident in charge of sales. 





CORY'S ALSDORF DITTO—When J. W. Alsdorf, president Cory Glass Coffee 
Maker, had a few new models to show to his convention, in rolled Seymour Rudolph, Mr 
International News, fresh from snapping a motor bus accident 
pictures of those gadgets these days 


“There is plenty of evidence,” said 
Thompson, “that all orders are 
nmitted to 1 


franchised dealers as 
he muttered ast as the company can deliver.” 


“The papers want 
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FROM DEATH TO DISHWASHERS: Converted from war production to peace 
endeavors, Edison G. E. (Hotpoint) Appliance company's assembly line carries new 
The new machine, described as working without soap, 
is being mass produced to meet accumulated wartime demands. 





Prices were an- 


The Arvin line is scheduled to in 
clude 20 models—from a four tube re- 
ceiver with an unbreakable cabinet to 
a large radio combination with three 
wave bands and FM. The company 
expects to begin deliveries of large 
table model sets in December, with 
radio combinations, 
portables, and farm sets reaching the 
distributors early in 1946. 

Arvin’s radio production will be ac- 
companied by a stepped-up ‘schedule of 
national radio advertising. Execu- 
tives of the company expect that lead- 
ing their line in consumer appeal will 
be a four tube miniature model in a 
white ivory design 


outdoor sets, 





Scheduled Meetings 


Following is a listing of meetings 
scheduled to be held in the near 
future: 


National Association of Home Build- 
ers 

Hotel Stevens, Chicago, Ill. 

February 25-28, 1946 

Paul S. Van Auken, Convention Direc- 
tor 


Housewares Show 

Convention Hall, Atlantic City, N. J. 
May 13-17, 1946 

Flo English, Managing Director 


Western Merchandise Mart, 
Spring Market Week, 
Seb. 7-11, 1946 


astitute of Radio Engineers, 

Winter Technical Meeting and Radio 
Engineering Show, 

Hotel Astor, New York City, 

San. 23-26, 1946 

Edward J. Content, Chairman 


International House Furnishings 
Market, 

The Merchandise Mart, Chicago, Ill. 

Jan. 7-19, 1946 


John G. Goodall, Manager 


Southeastern Electric Exchange, 
Commercial section meeting, 

Atlanta Biltmore Hotel, Atlanta, Ga. 
Dec. 5-7, 1945 

J. W. Talley, Executive Secretary 


Pacific Coast Electrical Association 
Business Development Committee, 
Hotel California, Fresno, Ca’ if. 

/, W. Hartley, Managing Director 
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STOP AND GO: Charles Ballinger, Universal appliance salesman, demonstrates the 
stopping and starting of a Universal washer to representatives of the Electric Appli- 





ance Distributors of Williamsport, while E. L. Farquharson, sales manager of the 


Home Laundry Division, watches. 


Sample Model Universal Appliances 
Delivered to Dealers, Meeting Told 


Moderate quantities of Landers, 
Frary and Clark major appliances were 
lelivered to distributors and dealers 
early in November. The list of post- 
var productions on their way to con 
sumers includes electric ranges, water 
heaters, vacuum cleaners, washing ma- 
chines, and ironers. Accelerated pro- 
luction is expected to result in wide- 
spread distribution by early 1946 
Other Universal products, not manu- 
factured since 1942, including perco- 
lators, toasters, and hot plates also 
were released for shipping in Novem- 
ber 

The availability of these items was 
announced by Bret C. Neece, vice 
president and general sales manager, 
at the annual sales conference of the 
company in New Britain 


Allen Reviews Engineering 


First of the speakers at the five day 
meeting was A. E. Allen, chairman of 
the board of directors, who reviewed 
the engineering and manufacturing 
developments of recent months and 
emphasized the importance of effective 
sales and commercial development. 
R. L. White, president, discussed the 
adjustments in distribution and sales 
technique necessary to successful ac- 
complishment in the post-war markets 

“Moderneering” and “Systemeer- 
ing”, two phases of Universal’s dealer 
help program, were discussed by W. ] 
Cashman, di 
publicity 


rector of promotion and 
“Moderneering” is assist 
ance to dealers in planning the physi- 
cal layout of their post-war stores; 
“Systemeering” is a plan to help deal- 
ers conserve and create profits through 
improved operating procedures and 
controls. Other types of dealer assist 
ance were also being planned, Mr. 
Cashman stated 

The new Universal pressure cooker 
was introduced to the meeting by W. J. 
Russell, vice president in charge of 
engineering. 


Other Lines Presented 


The greater portion of the conference 


vas devoted to the presentati yt 


Landers, Frary & Clark Sales 


Conference Reviews Progress 


new goods in the small appliance line 
by Mr. Russell and H. E. Metz, chief 
engineer, and a discussion of the small 
wares allocation system and merchan- 
dising policies by Mr. Neece and E. J 
Van Buskirk, vice president. 

The meeting was concluded by a 
similar presentation of the major appli- 
ance line, followed by discussion on 
Universal electric range and water 
heater sales programs by H. M. Pars- 
ons, vice president, home cleaning di 
vision by Lee Moss, sales manager, 
and the home laundry division by sales 
manager E. L. Farquharson. 


Westinghouse Enters 
Electric Heater Field 


Westinghouse Electric Corp entered 
the electric heater manufacturing field 
recently when West Coast officials an 
nounced the acquisition of rights from 
the Wesix Electric Heater Co. of San 
Francisco to use basic principles of 
an existing heater. 

The company plans immediate manu 
facture in their Emeryville, Calif., 
plant of a 1,250-watt, 110-volt portabl: 
floor model, and a 4-kw., 220-volt wall 
model with an automatic thermostat 
control 

Spokesmen for the company said 
they expect that major markets for 
the heater will be in California, Wash- 
ington, and Oregon where ample 
power is available at low cost. Mar 
keting will be through established 
Westinghouse distributor and dealer 
channels 

Stuart L. Forsyth, formerly of Pitts 
burgh, Pa., 
new Home Heating Section 


will head the company’s 
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SOUTH OF THE BORDER: Export of Universal products to Latin America is dis- 
cussed by R. L. White, president of Landers, Frary and Clark, on the extreme right, 
with Enrique Bascuas, left, of Meneses, Bascuas and Germendia in Havana, and Ralph 
Jugo, export manager at Universal. 





COFFEE CONNOISSEUR: The perfect brew comes out of a Universal Coffeematic, 
says W. J. Russell, vice president, to a group of Landers, Frary and Clark colleagues 
at the recent Universal sales conference in New Britain, Conn. To the right: H. E. 
Metz, V. J. Girardin, Edward Powers, William |. Meyers, Ill, and Chef Russell. 








TATTLE TALE: Sales manager Lee Moss, of the home cleaning division of Landers, 
Frary and Clark, quips about the dust distinguisher on Universal's tank type cleaner 
to his salesmen during the recent Universal sales conference. Left to right: H. M. 
Conlin, Chicago; Mr. Moss; V. J. Girardin, Texas; and B. B. Luce, New England. 





TIP OFF: Canadian representatives of Landers, Frary and Clark get an earful about 
Universal's “Help-the Dealer" program from W. J. Cashman, director of promotion 
and publicity. Clockwise: H. C. Way and H. Nelson of Northern Electric Co 
Montreal; G. D. Ward, divisional export manager at Universal; W. J. Valin, North- 
ern Electric Distributing Co.; and Mr. Cashman. 
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exas 


M. E. TUCKER, JR. 
Moore & MeCord, Ltd., 
Atlanta, Ga 


HK legum Distributing Co., 
Baltimore, Md. 





4. KYLE HOLLEY 
Southern Furniture 
Sales Co., Chatta- 
nooga, Tenn. 


J. H. NORTHEY 
Southern Bearings & 
Parts Co., Inc., Char- 
lotte, N. C. 


PETER SAMPSON 
The Sampson Com- 
pany, Chicago, Ill 


T. C. STEVENSON, JR. 
The Home Appliances 


Co., Charleston, 5. ( 





se A. J. O'CONNOR YE Car Parts Depot, Inc., 
Western Appliance lroners Detroit Co., E! Paso, Texas 
Detroit, Mich 


Corp., Denver, Colo 


ARTHUR ALLEN H. H. HOLLIBAUGH 
Allen Sales Co., Hous- Radio Equip. Co, 
ton, Texas Inc., Indianapolis, Ind 


HARRY BLOOM = }&_ Woolley-O' Brier 
Coffield Washer Co., & Quealy, Honolulu; 
Hamulton, Ont Hawaii. 





m_ 


F. A. FORSTER 
Forster Distributing Co., 
Minneapolis, Minn 


GEO. B. GRAY 

Florida Radio & Ap 
" ance Corp., Mian 
Jacksonville, Tampa 


LT. J. A. TAYLOR, JR. 
Taylor Electric Co., Mil- 
waukee, Wis 


ROBT. W. CALVERT 
Monroe Hardware Co., 
Monroe, La 





HAROLD A. GLASSER WM. MEE A. &. BENNETT SOL. J. SCHIFF 
Colen-Gruhn Co., Ine., Wm. Mee Co., Ine., Appliance Distributors, Philco Distributors, Inc., 
New York, N. Y Oklahoma City, Okla. Inc., Omaha, Neb. Philadelphia, Pa 


John Jone) tone Con 
Providence, R. L. 





R. BRUCE LIVIE 
Radio Sound Corp., 
Richmond, Norfolk, 
and Roanoke, Va. 


A. J. EDM 
First Colony Distribu- 
tors, Inc., Raleigh, N.C. 


RAY F. HEALY 
Rochester, N. ¥ 





K. A. CONNELLY LEO C. LIPPERT 
F. B. Connelly Co., L. C. Lippert Co., Sioux 
Seattle, Wash. Falls, 8. D. 


R. T. MARRIOTT 
Northern Elec. Co., 
Paull te Marie, Mich 


F. E. MIHOLICH, JR. 
South Bend, Ind. 


For VOLUME... SELL TFONTI 
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Erskine-Healy, Inc., 


Femco Distributing Co., 





RONALD RIES 


Midland Implement 
Inc., Billings, Mo, 








A. C. BUSEMEYER 
ng Cineinnat 
Co., Cincinnat), 0 


R. J. NUBER 


W. A. Case & Sor 


Co., Ene, Pa 


lroner 





Mfg 





J. E. DANFORD 


Lows 


Brothers 
Knoxville, Tenr 


Ir 





KARL H. SOLLMAN 


‘umberland 


Nashville, 


ing Co., 





Dist 


nmbut 


F. tL. KOONS 
W. G. Walz Co., 


Phoenix, 





Ariz 


M. J. HACKEL 
Vermont Elec 
Co., Rutland, Vt 





CHARLES W. FLETCHER 


Supply 


Huletz Electric Co., 


Spokane, 


Wash. 
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} Wishing You a Grand Christmas 


-..and Many More to Come ! 


YOUR a ron rl © pistrisurors 


} WORLD’S FINEST IRONER ORGANIZATION ae 
















Now Going into Our > 
_ “SILVER ANNIVERSARY” | 
' | Year with the Greatest 
ba Sales Program in 
lronrite’s History! 


Once again, it’s going to be a joyous, white Christmas 
... and we, the Ironrite Distributor Family, extend you, 
our thousands of Ironrite dealers, the Season’s Greetings 
and wish you a Happy and Prosperous New Year! 





And make no mistake, it will be one of the busiest, 
most prosperous new years Ironrite dealers have ever 





known! 
Our distributor organization is complete and stronger vm) 
than ada Ovr peg gst training ond pane ri manently aligned, center-support roll. All three are basic 
™ eee ull a Greatly increased — lronrite patents and all three are exclusive Ironrite 
tion is underway . . . with a further 300% increase to 


foll Nee" bi ' features! 
ollow shortly in our big, new plant. . aoe ‘ — 
y 9 P Sell lronrite for volume in '46! As lronrite distributors, 


we pledge our fullest cooperation in the development of 
maximum volume and profit for every Ironrite dealer! 


In a few weeks, we will be in our “Silver Anniversary” 
Year . . . marking a quarter century's unquestioned ironer 
performance and sales’ leadership! After a quarter cen- 


tury, there is still only one Ironsite . . . with 100% open THE Iron rile |RONER COMPANY 


end design, rigidly mounted, safety-type shoe and per- 38 Piquette Ave., Detroit 2, Mich. 










u] % Photos Not Available 
=“¢ Where Ironrite 
— 
F * ears 
as -4 App 
J. N. MARGOLIS V. J. McGRANAHAN iH. C. STEPHENSON PAUL JONES RUSSELL C. STROUSE JOSEPH R. GOOD Cc. D. CRAWFORD 
Mascon Distributors, V. J. McGranahan Dis- Capital Wholesalers Co., Jones-Cornett Elec.Co., Biehl's Auto Parts, Electric Appliance Dis- Garrett Miller & Co., 
Inc., Springfield, Mass. _tributing Co., Toledo, O. Washington, D. C. oe and Charleston, Wilkes-Barre, Pa. omen, Williamsport, Wilmington, Del. 
. a a. 





Quality Leader for a Quarter Century 
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ULU 


Aes. U. S. PAT. OFF- 


Back again, 
to help you sell more 
































FAVORITE FINISH. The 
average homemaker knows DULUX for a tough finish 
that can take plenty of wear and tear. Its durable, high- 
gloss film is easy to keep clean. It stays brilliantly white 


. resists yellowing, grease and oil . . . won’t stain. 


IMPORTANT PART OF YOUR SALES STORY. 
Prospects for appliances invariably ask about the finish. 
To them, it’s an important factor—often decisive in 
their selection. When you say the finish is Du Pont 


DULUX, you establish a sales-plus that dispels doubt. 














POINT TO THE DULUX SEAL. Appliances fin- 
ished in long-life DULUX are identified with the DULUX 
seal. This seal builds prestige for the manufacturer, 
builds sales for your store. You’ll find it soon—on re- 
frigerators, washing machines, kitchen cabinets and 
many other appliances. Point to the seal that stands for 


“quality finish.’” DULUX helps move more merchandise. 


E. |. du Pont de Nemours & Co. (Inc.), Finishes 


Division, Wilmington 98, Delaware. 

















BETTER THINGS FOR BETTER LIVING 
. THROUGH CHEMISTRY 
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E. G. STAHL IN NEW ROLE—Lt. Col. 
E. G. Stahl, well known to members of 
the electrical industry in California 
through his many years of service with 
the San Joaquin Light and Power Corp. 
and as sales manager for the Pacific Gas 
& Electric Co. at Fresno, Calif., now 
holds the position of Military Governor 
of the Steglitz Borough of Berlin. Col. 
Stahl entered the army in August, 1943. 
A veteran of World War |, when he 
served in the Signal Corps, he was as- 
signed to the Civil Affairs School at 
Pittsburgh University. He went to the 
European Theater of operations in Janu- 
ary, 1944, and in July, 1944, was as- 
signed to France, where he served as 
commanding officer of the military gov- 
ernment attached to the XV Corps. He 
holds four campaian stars and has re- 
ceived a letter of commendation from 
the Commanding General, XV Corps. He 
is shown handing the burgermeister an 
order abolishing all block leaders in the 
Steglitz-Berlin area. 





Hotpoint Dishwashers 
Hit 100-a-Day Rate 


Automatic electric dishwashers will 
stream off the assembly lines at Edison 
GE (Hotpoint) Appliance Co. at a 
rate of more than 100 daily during the 
first quarter of 1946. . . So predicted 
John Fellman, manager of the kitchen 
sales division, at the recent launching 
f production. 

Mr. Fellman asserted that the 100 
unit schedule was aimed at immediate 
production and that new manufacturing 
methods would permit any expansion 
within reason as the market develops. 

The company only recently an- 
nounced a 30% cut in selling prices 
below 1942 levels. Sales manager Fell- 
man called the reduction “a stimulant 
needed to broaden the market for the 
automatic dishwasher and assure a 
strong demand among consumers.” 
Speeded production is expected to give 
lealers full displays by early 1946. 


Health-Mor Cleaners 
Uses Television 


Vacuum cleaners broke into tele- 
vision in* Chicago recently when 
Health-Mor, Inc., manufacturers of the 
Filter Queen, sponsored a demonstra- 
tion program over television station 
WBKB, Chicago. Albert E. Kramer, 
vice president of Health-Mor, managed 
the performance, which took 30 minutes 
and brought out such facts as that the 
cleaner was bagless and had a dust 
mop which is used specially for floors 
and linoleum. With only 400 receiving 
sets in the Chicago television area, 
the demonstration was largely a stunt. 


Range Wiring Costs Absorbed 
In New Duquesne Light Policy 


George W. Ousler, vice-president in 
charge of sales, Duquesne Light Co., 
Pittsburgh, has annouygced a plan 
whereby the major portion of electric 
range installation cost in Duquesne 
light territory will be absorbed. 

Under the new plan, customers hav- 
ing their range on the first floor of a 
single family dwelling could have a 
standard range wiring installation 
made for a flat charge of $15. Form- 
erly, high range installation costs that 
have been between $60 and $80 were a 
restraining factor that discouraged 
many customers from owning an elec- 
tric range. 

The plan appeals to both home own- 
ers and renters should a cus- 
tomer move to another location within 
five years of the original installation 
the company agrees to have a standard 
range wiring installation made for a 
charge not to exceed $15. This is an 
important point for consideration by 
the 50% of the people living in Alle 
gheny and Beaver Counties who are 
renters. 

Mr. Ousler also stated that the Du- 
quesne Light Company agreed to make 
liberal contributions toward the cost 
of installing electric range wiring in 
duplexes and apartments. He pointed 
out that the amount would vary de- 
pending upon the total cost of the 
range wiring job. 


Eligibility Specifications 


To be eligible for a standard rangé« 
wiring installation the following con- 
ditions were specified: (1) the appli- 
cant must be purchasing service di- 
rectly from Duquesne Light Company ; 
(2) his range must be located on the 
first floor of a single family dwelling ; 
(3) his range must consist of a 
thermostatically controlled oven with 
a minimum of three surface units and 
it must be the main cooking device; 
(4) the plan applies to conditions ex- 
isting in the average residence. It 
does not apply to such cases where the 
building is served by underground 
service or is more than 100 feet from 
the company’s overhead lines 


$15 Flat Charge 
Replaces Higher 
Installation Costs 


Included in the standard installation 
price of $15.00 is the replacement of 
wiring from the bracket of the house 
to and including the main. switch, the 
range circuit, the range receptacle and 
the connections to existing wiring or 
distribution center. 


Policies Outlined 


The plan announced at this time sup- 
plements a previous announcement 
made by Mr. Ousler relative to Du 
quesne Light Company’s basic sales 
policies. Previously Mr. Ouslei out 
lined the following policies 


1. Duquesne Light Company will not 
merchandise appliances, but all appli- 
ances will be sold by dealers. 

2. In the existing wired homes, Du- 
quesne Light Company will contribute 
to the cost of changing the customer's 
service entrance wiring to accommodate 
the operation of the range and water 
heater. 

3. Duquesne Light Company will ac- 
tively promote the sale of electric ranges 
and electric water heaters, as well as all 
other electric appliances and lighting 
equipment. 


The new wiring plan not only saves 
the customer money for a wiring job 
but it also adds much to the value of 
the property. The larger service en- 
trance makes it possible to use such 
electric devices as the electric water 
heater and clothes drier at a minimum 
of installation expense. 

In presenting this new plan Mr. Ous- 
ler explained that the Duquesne Light 
Company will assign the installation 
job to an independent contractor who 
will complete the work within five t 
ten days 





rertreeerogs 


mo 


SALES PLANNERS MEET: Executives of the Galvin Manufacturing Corp. met for 
three days in Chicago to discuss plans for introducing their new line of radios and 
radio-phonographs to dealers, distributors, and consumers. Seated, left to right, are: 
Vic Irvine, advertising manager; Frank O'Brien, vice-president; Elmer Wavering, vice- 
president; W. H. Kelly, sales manager; Walt Stellner, vice-president; and George 
MacDonald, treasurer. Standing in the same order are: Dale Andrew, Vern Kamin, 
Ed Pincus, Porter Burgess, Doug Elgin, Allan Williams, Lefty Miller, Ed Furbish, Bob 
Galvin, Murray Yeomans, Bill Braden, Dave Lucas, Jim Tuttle, Bill LuJan, and Howard 


Handwerg. 


SYLVANIA LAMP MERCHANDISER— 
During a six-week test in grocery stores. 
"Handy 5 Pack" containers for Sylvania 
Electric incandescent light bulbs were 
displayed in a floor merchandiser. Mar- 
ket research surveys showed that when 
the new package was put in the stores 
sales of incandescent bulbs doubled. It 
was found that three out of four women 
will buy five bulbs at a time, and tha\ 
they will accept a sealed carton. 





"Handy 5" Bulb Pack 
Doubled Lamp Sales 


Results of Sylvania Survey 


That market research is an active 
force in finding the need for a product, 
designing the product and measuring 
its sales effectiveness was illustrated 
recently by Frank Mansfield, director 
of sales research for Sylvania Electric 
Products, Inc 


Consumer Survey 


Revealing the part research played in 
the production and distribution plans of 
the company’s new “Handy 5 Pack” for 
incandescent light bulbs, Mr. Mansfield 
said that the new container is the di- 
rect result of findings in the first 
consumer lighting study, released by 
the company six months ago. The 
“Handy 5 Pack” is a pulp container 
of sufficient body to protect the bulbs 
and molded to form a partition for each 
bulb. 


Bulb Sales Doubled f 


After talking with both dealers and 
consumers, and getting a green light 
for the motif of a unit package, a batch 
of “Handy 5 Packs” was made up and 
put into selected retail stores through 
out New England for testing. For 
the test, which was conducted over a 
six-weeks period, grocery stores from 
the small independent type to the giant 
super markets were used. Before the 
containers were put on display, the 
normal sale of bulbs over a two-week 
period was checked in each store, i 
order to get an idea of th 
people normally buy 


amount 


Sales Doubled 


Sales of incandescent bulbs doubled 
when the “Handy 5 Pack” was put in 
the stores. Normally, according to the 
study, bulb volume in the averag« 
grocery or drug store is small because 
the usual purchase is one, two, or at 
the most three bulbs per custome: 
Where the “Handy 5 Pack” was dis 
played, each .purchaser bought five 
bulbs, meaning a 50-cent sale for the 
grocer, rather than a 20- or 30-cent 
sale. 
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Everhot Roasterette cooks all kinds of 
casserole meals meat, potatoes 
beans, chi rea stews, etc. Here is 
another outstanding item for the vast 
number living in temporary homes. 


Everhot Rayvector Room Heater is 
readily convertible for both radiant 
and circulating heat. Compact, efficient, 
beautiful, with big capacity 
for quick heating. 


Everhot Fan-type Heater provides di- 
rected heat in ample volume for 
quickly heating any ordinary room. 
This compact unit can be placed almost 
anywhere for hair drying, etc. 
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Everhot Rangette provides complete wall-out- 
let cooking facilities for the millions who live 
today in small or temporary quarters. It 
broils, frys, toasts, boils, roasts and 
bakes (oven extra). 


FEATURES 
That Will Sell This New 
Everhot Roaster 


The Everhot Roaster is completely 
re-designed. It now embodies 
features never before available in 
such an appliance. 


®@ Observation glass in lid. 


® Combination in-built revolving tem- 
perature guide and cooking time- 
chart. 


New-type air and moisture control 
gives better flavor and appearance 
to all foods. 


Stain-proof cover. 

Turn-a-knob mechanical cover lifter. 
Deeper roasting pan assures more 
uniform cooking and better brown- 
ing. 

Stainless steel covers for all utensils. 


In-built timer clock control optional. 














| ENGINEERING, up-to-the-minute styling plus years 
of experience in designing and manufacturing electrical appliances and in- 
sulated electrical cooking equipment of all kinds, combine to make this Post- 
war Everhot line of outstanding significance to the appliance trade... Here 
are long established, fully proved, well-known Everhot quality and dependa- 
bility in units of startling beauty and extraordinary performance. 


THE. SWARTZBAUGH MFG. COMPANY 


EVERHOT 
PRODUCTS 


ESTABLISHED IN 1884 
Aateenand Waslessters ta All Markets 


Toledo 6, Ohio 


x * * rs *” +e * 
DURING THE HOUSE- 
WARES SHOW... SEE 
US AT OUR CHICAGO 
OFFICE—ROOM 1498 
MERCHANDISE MART 


x? *& & 2 WR 


* 
* 
* 
* 
* 
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NEW POSITIONS 














Crosley Corp. 


R. C. Cosgrove, vice-president and 
general manager of the manufacturing 
division of The Crosley Corp., has just 
announced the selection of S. D. Ma- 
han, as vice-president of Crosley and 
general sales manager of the manufac- 
turing division. 

Under. Mahan’s direction will come 
all commercial activities, including ex- 
port and domestic sales, advertising 
and service. 


Maguire Industries, Inc. 


Oden F. Jester has been named gen- 
eral sales manager of the radio and 
phonograph division of Maguire Indus- 
tries, Inc., it was announced by Rus- 
sell Maguire, president of the company. 

Under Mr. Jester will be sales of the 
Meissner radio-phonograph and _ all 
other products to be made by the com- 
pany’s Meissner Mfg. Division at Mt. 
Carmel, Ill., record changers and simi- 
lar products of the Maguire plant in 





S. D. MAHAN 


Mr. Mahan came to Crosley in 1943 
after spending two and one half years 
with the U. S. Treasury Department as 
directar of advertising and promotion 
for the War Bond program. 

Mr. Mahan has spent over eight 
years in the electrical appliance field, 
first as merchandise advertising and 
promotion manager and, later, as gen- 
eral advertising manager of the West- 
inghouse Electric Corp. 

Previous to that, he was for 12 
years in agency work as vice-president 
of Fuller and Smith and Ross, and as 
account executive with the H. K. 
McCann Company 


Domestic Sewing Machine Co. 


L. A¥’Woolsey, vice-president and 
sales promotion manager of the Do- 
mestic. Sewing Machine Co. Inc., has 
annaunced the appointment of George 
O. Gould as advertising manager of 
the company. 


ODEN F. JESTER 


Bridgeport, Conn., all products of the 
Thordarson Electric Mfg. Division in 
Chicago and of the Radiart Corp., Ma- 
guire subsidiary in Cleveland, Ohio. 

The Meissner radio-phonograph, de- 
liveries of which are expected to start 
early next year, will be sold on a direct 
factory to dealer basis, but other Meis- 
sner products and Thordarson products 
will be marketed through radio parts 
jobbers as in the past. 

Mr. Jester was a vice-president of 
Meissner before it was acquired this 
year by Maguire Industries and was 
previously vice-president in charge of 
sales of Utah Radio Products in Chi- 
cago. 


Chicago Electric Mfg. Co. 


The appointment of Stanley M. Ford 
as general sales manager of the Chi- 
cago Electric Mfg. Co. has been an- 
nounced by Harold T. Ames, president 
of the company. 


Chicago Electric 





vision from 1937 until his appointment 
to the WPB in 1942, where he was 
assistant division director of the Con- 
sumer Durable Goods Division. He 
later entered the Marine Corps and 
upon his release with the rank of 
captain was appointed to his present 
position. 


Union Electric Co. of Missouri 


The Union Electric Company of 
Missouri has appointed Robert L. Coe 
to the position of residential promotion 
manager, it was announced by W. L. 
Barry, sales manager, recently. 

Mr. Coe, who recently returned from 
service in the Navy, has been associated 
with Union Electric since 1929. In 





ROBERT L. COE 


1937 he was appointed merchandise 
manager, in which capacity he served 
until entering the Navy in 1943. 

In his new position, Mr. Coe will 
have the responsibility of supervising 
all residential sales and promotional 
operations throughout the system, in- 
cluding operations of the Residential 
Lighting and Service Division, Home 
Economics Division, Merchandising 
Division and Dealer Sales Counsellor. 
In addition to these duties he will 
temporarily act as merchandise man- 
ager. 


The Railley Corp. 


Announcement is made by C. F. 
Bookman, Jr., executive vice-president 
of The Railley Corp., Cleveland, of 
the appointment of Clarence G. Wing 
as product engineer in charge of new 
product coordination. Mr. Wing 
brings to Railley a background of 20 
years in engineering and designing 
in the lighting field. 

With the complete resumption of 


Philco Corp. 


Appointment of R. J. White, recently 
returned to inactive duty as a lieuten- 
ant-commander, USNR, as assistant 
sales manager of the Industrial Radio 
Division of Philco Corp., in charge of 
sales of aircraft radio and radar equip- 
ment, has just been announced by 
Leslie J. Woods, division manager. 


Proctor Electric Co. 


Carl Birkhold has been appointed 
New Orleans district manager, by R. 
M. Oliver, vice-president, Proctor 
Electric Co., Philadelphia, makers of 
irons and other convenience appliances. 





CARL BIRKHOLD 


During the war Mr. Birkhold trav- 
eled as coordinator of engineering for 
the Curtiss-Wright Corp., of Colum- 
bus, Ohio, builders of the famous Hell 
Diver areoplane for which Proctor 
Electric, as sub-contractor, built the 
“Turtle Back.” 

In his capacity as district manager, 
Mr. Birkhold is responsible for the sale 
of Proctor appliances throughout 
Louisiana and Mississippi, and parts 
of Florida, Tennessee and Alabama. 


Coraire Heater Corp. 


James B. Finger was named divi- 
sional sales manager of the Coraire 
Heater Corp. by A. W. Conley, vice 
president and general manager of the 
firm. 

Mr. Finger comes to the Cleveland 
company from the National Associa- 
tion of Manufacturers headquarters in 
New York, where he served as director 
of promotion. A former advertising 
executive of the Cleveland News, Mr. 





~~ 

= 

xk * 

E- * GEORGE O. GOULD STANLEY M. FORD CLARENCE 6G. WING JAMES 8. FINGER 

EE * 

; * Mr. Gould was formerly assistant ad- manufactures “Handyhot” appliances Railley’s “Pin-It-Up” and table lamp Finger spent 10 years as an advertis- 

8 vertising manager. The change is and “Handybreeze” fans. production, Mr. Wing will coordinate ing and promotion executive in the 

RT « effective immediately and is a part Mr. Ford was associated with Gen- the creation and production of a new Hearst organization before coming to 
of the company’s program for expan- eral Electric Co., where he was sales and expanded line of lamp styles for the Cleveland News for a seven-year 

“—" sion of sales and promotion activities. manager of the Heating Device Di- residential lighting. stay. 
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SEE THE 
THRILLING NEW 


at the Housewares and Appliance Show 
PALMER HOUSE 
CHICAGO + December 30-—January 4 


ALTORFER BROS. £t 


National Distributors for Canada: NORTHERN ELECTRIC COMPANY, Ltd.; Head Office: Montreal, Que. 
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NEW POSITIONS 





Recent Graybar Appointments 


C. E. KIRKPATRICK 


Graybar Electric Co. 


\. H. Nicoll, president of the Gray 
bar Electric Co., has announced the 
appointment of J. D. Daly as Easter 
district sales manager. Mr. Daly will 
take over his new duties January 2 
1946 at 180 Varick Street, New ‘York, 
N. Y., reporting.40o W. J. Drury, vice 
president and Eastern district manager 

Mr. Daly has served as supply sales 
manager at the company’s executive 
headquarters, 420 Lexington Ave., New 
York City, since October of 1944 and 
prior to this held the position of com- 
mercial manager at Hartford for nine 
years. 


B. R. Lind Appointed 


Graybar also announced the appoint- 
ment of Blaine R. Lind as merchan- 
dising manager in San Francisco, Oak- 
land and Sacramento, California. He 
will make his headquarters in San 
Francisco. 

Mr. Lind will be responsible for the 
distribution and sale of the Bendix 
radio, the Hotpoint line of major ap- 
pliances, Royal vacuum cleaners, sew- 
ing machines, traffic appliances and 
Western Electric hearing aids in the 
above markets. Prior ta joining Gray- 
bar nine years ago; he was a salesman 
for Frigidaire in Seattle. 


"Schroder Succeeds Korthals 


C. S. Powell, ticge-president of 
Graybar, announced the appointment of 
L. V. Schreder as merchandising 
manager at Seattle. Mr. Schroder 
was a. former educatianal supervisor 
for Brigidaire in Portland, He joined 


BLAINE R. LIND 


A. L. JORDAN 


the Graybar organization at Spokane 
n 1939 and was promoted successively 
to appliance sales manager and mer- 
chandising manager there. 

H. C. Korthals who will replace 
Mr. Schroder, as merchandising man- 
ager at Spokane is a former territory 
manager and special representative for 
Hotpoint in Spokane and Seattle. 


Manager at Albany 


Graybar Electric also announced the 
appointment of C. E. Kirkpatrick as 
manager at Albany, New York. 

Mr. Kirkpatrick began his company 
career at San Francisco in 1936. Six 
months later he was moved to Salt 
Lake City where he served as sales- 
man. In 1940 he returned to San 
Francisco as district lamp and lighting 
manager where he remained until being 
recalled to active duty with the United 
States Navy early in 1942. Prior to 
joining the Graybar organization, he 
was a salesman with the Pacific Gas 
and Electric Co. 

He is replacing Mr. J. J. Portley at 
Albany who is retiring from the Com- 
pany on a service pension. 


C. A. Turner Appointed 


C. A. Turner has been appointed 
merchandising manager of Graybar in 
Des Moines. He has been with Hot- 
point in Chicago for 8 years in the 
field of electrical appliance merchandis- 
ing. Previous to that, he spent several 
years with General Electric in the 
same type of work. 

Mr. Turner will head up the sale of 
all electrical appliances, including the 
Hotpoint and Stewart-Warner radio 

> 


H, C. KORTHALS 


line throughout the central portion of 
Iowa, served by Graybar Des Moines. 


A. L. Jordan Appointed 


Aubrey L. Jordan is taking over the 
duties of merchandising manager for 
Graybar Electric in Nashville, Tennes- 
see, 

He began his career in the electrical 
industry in 1914 and has spent over 25 
years in the employ of power and light 
companies. In later years he worked 
first as merchandise manager for the 
Southern Cities Power Co., opening 
and operating seventeen retail merch- 
andise stores in the company’s terri- 
tory. 


Admiral Corp. 


Richard A. Graver, vice-president of 
the Radio Division, Admiral Corp., 
Chicago, announced the appointment of 
Wally Aeverman as ‘manager of the 
Accessory Division. This division now 
covers such merchandise as needles, 
batteries, tubes and album cabinets. 

Aeverman has been with Admiral 
since 1937 and was formerly in the 
Sales Department. 


WALLY AEVERMAN 


PATRICK DELUHERY 


Wallace C. Johnson, manager field 
activities, Admiral Corp., Chicago, has 
announced the appointment of Patrick 
Deluhery as Southwestern manager 
for all Admiral products, Mr. Delu- 
hery will eventually make his head- 
quarters in Kansas City, Missouri. 

Deluhery joined Admiral last year 
as assistant branch manager of the 
Chicago office. Previous to that he 
was district manager for the Oldsmo- 
bile division of General Motors and 
was also advertising manager of the 
Milwaukee Sentinel. 


Apex Electrical. Mfg. Co. 


Several appointments in the engi- 
neering department of The Apex Elec- 
trical Mfg. Co. were announced re- 
cently by C. G. Frantz, president. 

Don W. Randolph has returned to 
his pre-war position of director of 


engineering after having served during 
the war as Naval Commander in the 
Bureau of Aeronattics. 

Ralph E. Kortepeter, formerly 4j- 
rector of commercial products, becomes 
chief engineer of the company’s Cleve- 
land plant. 

Archibald H. Davis, formerly in 
charge of Cleveland plant engineering, 
was named chief engineer of the Hol- 
land-Rieger Division plant at San- 
dusky. 


McCall's Magazine 


McCall’s Magazine plans immediate 
editorial expansion in both food and 
home appliances, according to an an- 
nouncement by Otis Wiese, editor-in- 
chief of the publication. Because of 
the rapidly expanding post-war devel- 
opments in home appliances, and the 
techniques involved, Elizabeth Swee- 
ney, who has been Food and Equip- 
ment editor, will devote her attention 
exclusively to the Household Equip- 
ment department of McCall's, and as 
its director will increase the scope of 
the work there. Kenneth Brody con- 
tinues as engineer at the McCall Kit- 


ELIZABETH SWEENEY 


SUSAN ADAMS 


chens and Test Rooms, in association 
with Miss Sweeney. Mrs. Susan 
Adams, associate editor in charge of 
food presentation for the past year, 
becomes food editor. 

Miss Sweeney is well equipped for 
her post as director of McCall’s Home 
Appliance Department. She was, for 
some years, director of home service 
for the Central New York properties 
of the Associated Gas and Electrical 
System. Later, Miss Sweeney was ap- 
pointed to the teaching staff of Syra- 
cuse University. She was assistant 
professor of Household Technology 
at the time she left to join the McCall 
Corp. ; 

The newly appointed food editor of 
McCall’s, Mrs. Adams, was for many 
years home economics director and 
women’s feature editor of the Okla- 
homa Publishing Co. in Oklahoma 
City. 
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NEW POSITIONS 





Lewyt Corp. 


Appoi tment rt Dr Robert Lee 
Freeman as chief electronics engineer 
and J. Ralph Walker as director of 
purchasing for Lewyt Corp., Brooklyn, 
New York, contract manufacturer, was 
announced recently by Alex M. Lewyt, 
president 


DR. R. L. FREEMAN 


Dr. Freeman will 
Electronics and Radi 
Mr. Walker was appointed successor 
to George E. Stone in the Purchasing 
Division 

sefore joining Lewyt Corp., Dr 
Freeman was senior and consulting 
engineer for Hazeltine Corp. and pre 
viously served 


ead up the firm’s 
» Divisions, whil 


in engineering capacity 
for Farnsworth and Crosley 


Landers, Frary & Clark 


Landers Frary & Clark announces 
the appointment of James J. Coughlin 
of New Britain, Connecticut, as repre 


sentative of their small appliance line 


J. 8. COUGHLIN 


throughout New England. Mr. Cough- 
lin, who has had much experience in 
selling heating appliances, came with 
the company during the war and was 
transferred to his present position re- 
cently. 


Good Housekeeping 


Herbert R. Mayes, editor of Good 
Housekece pin announces th appoint- 
ment of Miss Helen Sells as director of 
Good Housekeeping Studio to succeed 
Dorothy Draper. Miss Sells has been 
associate director of Good Housekeep- 
ing Studio for the last ten years. 


Seeger-Sunbeam Corp. 


A. Gordon Wootton, former chief 
of Refrigeration and Air Conditioning 
Section, Special Equipment Branch, 
General Industrial Equipment Division, 
W PB, has returned to the Seeger-Sun- 
beam Corp., manufacturers of com- 
mercial refrigeration, as manager of 


A. 6. WOOTTON 


the Southeastern territory, with head- 
quarters at Atlanta, Georgia. 

Mr. Wootton has been with Seeger 
since 1928, when he was employed by 
the New York Office. 


Galvin Mfg. Corp. 


W. H. Kelley, general sales manager 
of Galvin Mfg. Corp., makers of Moto- 
rola home and auto radios, announces 
the appointment of Murray Yeomans 
as midwest regional manager. Yeo- 
mans has been transferred from the 
Eastern territory to new headquarters 
in St. Louis. 


MURRAY YEOMANS 


Mr. Yeomans entered the radio field 
in 1931 in the service and engineering 
departments of Moterola. During the 
war he served as an expediter in the 
New York-Philadelphia area. He 
will now have charge of a group of 
midwestern and southern states includ- 
ing Missouri, Kansas, Tennessee, In- 


diana and Kentucky 


Oil-O-Matic Appoints 
Service Manager 


National service manager for the 
Williams Oil-O-Matic division of the 


Eureka Vacuum Cleaner Co., Bloom- 
ington, IIl., will be E. E. Frederick, it 
has been announced. 


Samson-United Corp. 


Proctor M. Lovell, formerly in 
charge of accounting and time _study 
for the Ansco Division, General Ani- 
line & Film Corp. of Binghamton, has 
been elected treasurer of Samson 
United Corp., it was announced re- 
cently by D. D. Gillespie, Samson 
United president. 


P. M. LOVELL 


He formerly was with the Jones & 
Lamson Machine Company, Spring- 
field, and the American Lead Pencil 
Company, Hoboken, N. J. 

Mr. Lovell succeeds T. E. Krizanek, 


resigned. 


A. O. Smith Corp. 


H. L. Heakin has been named a 
district representative for the A. O. 
Smith Corp., covering northern Cali- 
fornia, Utah, and Nevada, and will 
establish headquarters soon in San 
Francisco, it has been announced by 
Ray E. Howes, administrator of the 
Los Angeles district. Mr. Heakin will 


handle all of the company’s lines, 
which include consumer goods such as 
storage water heaters. 


Stromberg-Carlson Co. 


Stanley H. Manson, manager of pub- 
lic relations of the Stromberg-Carlson 
Co., announced recently two new ap- 
pointments to his staff. Appointed 
to the new positions were Frederic W 
Haupt, as assistant advertising man- 
ager, and William D. O’Toole, as 
managing editor of the company’s 


F. W. HAUPT 


employee publication. 

Mr. Haupt’s appointment brings him 
back to Stromberg-Carlson after an 
absence of nearly two years. His 
previous position with the company 
was that of personnel director and 
counsellor of the firm’s inspection de- 
partment. He left that post in July 
1943 to join the printing firm of the 
Case-Hoyt Corp., of Rochester, N. Y. 

Mr. O’Toole comes to his new duties 
as managing editor of “The Speaker”, 
the company’s employee publication. 
Up until V-J Day, he was engaged 
at Folmer-Graflex, Inc., Rochester, 
N. Y. in the preparation of technical 
manuals for the use of the armed 
forces. 








Schick Incorporated 


The appointment of Chester G. Gif- 
ford as Eastern district manager for 
Schick Inc., manufacturers of the 
Schick electric shaver, has been an- 
nounced by Paul H. Hill, general sales 
manager. Mr. Gifford has just re- 
turned from Germany after two years 
in the United States Army. Before 
the war, Mr. Gifford was Midwestern 
district manager for Schick, with head- 
quarters in Chicago. 

Andrew Anderson, Jr., has been ap- 


ANDREW ANDERSON, JR. 


pointed plant manager of Schick In- 
corporated, it was announced recently 
by K. C. Gifford, president. He suc- 
ceeds C. C. Lewis, who has been in 
charge of manufacturing and engineer- 
ing since March, 1943. Anderson‘s ex- 
perience in manufacturing dates back 
to 1927 when he joined Monroe Calcu- 
lating Machine Co. 

Immediately prior to joining Schick, 
Mr. Anderson was works manager for 
the Thomas A. Edison Co. 


Cc. 6. GIFFORD 
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SEE US IN 
CHICAGO 
AT THE SHOW 


ree Westinghouse 


WESTINGHOUSE ELECTRIC SUPPLY COMPANY 


DISTRICT HEADQUARTERS: 88 Pearl St., Boston, Mass. BRANCHES: Worcester, 
Mass.; Providence, R. |.; Augusta, Me.; Bangor, Me.; Burlington, Vt.; hay 
Mass.; New Haven, Conn.; DISTRICT HEADQUARTERS: 150 Varick St. 

York, 'N. ¥. BRANCHES Albany, N. Y.; hamton, N. Y.; Rochester, N. 7 

Syracuse 4, N. Y.; Utica, N. Y.; Newark, N. |e. + Trenton, N. J. DISTRICT HEAD- 
QUARTERS: 141 N. Eleventh St., Philadelphia, Pa. BRANCHES: Allentown, Pa.; 
Reading, Pa.; Williamsport, Pa.; York Pa.; Wilmington, Del.; Baltimore, Md.; 
Washington 5, D. C.; Richmond, Va.; Norfolk, Va.; Roanoke, Va. DISTRICT 
HEADQUARTERS: 1299 Northside Drive, N. W., Atlanta, Ga.; BRANCHES: Jackson- 
ville, Fla.; Tampa, Fla.; Miami, Fla.; Charlotte, N. C.; Greenville, S. C.; Columbia, 
S. C.; Raleigh, N.C.; DISTRICT HEADQUARTERS: 575 Sixth St., Pittsburgh, Pa, 
BRANCHES: Erie, Pa.; Wheeling, W.VA.; DISTRICT HEADQUARTERS: 547 Harper 
Ave. Detroit, Mich. BRANCHES : Grand Rapids, Mich.; Toledo, 0.; Cleveland ,0. DIS- 
TRICT HEADQUARTERS: 113 North May St., Chicago, Ill. BRANCHES: Peoria, II!.; 
Davenport, |.; indianapolis, ind.; Ft. Wayne, ind.; Des Moines, |.; Waterloo, |.; 
Omaha, Nebr.; Sioux City, 1.; DISTRICT HEADQUARTERS: 546 N. Broadway, Mil 
waukee, Wis.; BRANCHES: Madison, Wis.; St. Paul, Minn.; Minneapolis, Minn.; 
Duluth, Minn. DISTRICT HEADQUARTERS: 1011 Spruce St., St. Louis, Mo. 
BRANCHES: Memphis, Tenn., Wichita, Kan.; Oklahoma City, Okla.; Tulsa, Okla.; 
New Orleans, La. DISTRICT HEADQUARTERS: 405 N. Griffin St., Dallas, Tex. 
BRANCHES: Ft. Worth, Tex.; Houston, Tex.; San Antonio, Tex.; Corpus Christi, 
Tex.; Amarillo, Tex. DISTRICT HEADQUARTERS: 1051 First Ave. S., Seattle, 
Wash. BRANCHES: Tacoma, Wash.; Portland, Ore.; Spokane, Wash.; Butte, Mont. 
DISTRICT HEADQUARTERS: 260 Fifth St.. San Francisco, Calif. BRANCHES 
Oakland, Calif.; Sacramento, Calif. DISTRICT HEADQUARTERS: 905 East Second 
St., Los Angeles, Cal. BRANCHES: Phoenix, Ariz.; Salt Lake City, Utah; DIS 
TRICT HEADQUARTERS: 266 North Fourth St. Columbus, 0. BRANCHES: Cin- 
cinnati, 0.; Evansville, ind.; Dayton, 0. 








BUFFALO ELECTRIC CO., INC. TAFEL ELECTRIC AND SUPPLY CO, 
. Buffalo, N. Y. Louisville, Ky. 
PENN ELEC. ENG. CO. Scranton, Pa. TAFEL ELECTRIC AND SUPPLY CO, 


THE MOOCK ELECTRIC SUPPLY CO. 
Canton, 0. 


THE MOOCK ELECTRIC SUPPLY CO 


Youngstown, 0. 


THE MOOCK ELEC. SUP. CO., Akron, 0 
THOMAS, FIELD & CO. 


Charlestown, W. Va. 
THE McCAFFERY CO , South Bend, Ind. 


MOORE-HANDLEY HARDWARE CO. 


Birmingham, Ala. 


J. L. PERRY CO., Nashville, Tenn. 


SOUTHERN FURNITURE SALES CO. 
Chattanooga, Tenn. 

SOUTHERN FURNITURE SALES CO. 
Knoxville, Tenn. 


Lexington, Ky 
FONES BROTHERS HARDWARE CO. 
Little Rock, Ark. 
ZORK HARDWARE CO., EI Paso, Texas 

CONTINENTAL ELECTRIC CO. 
Kansas City, Mo 

SAVAGE & SON, Denver, Colo. 
SAVIERS ELEC. PRODUCTS CORP. 
Reno, Nev. 
ELEC. SUPPLIES DISTRIBUTING CO. 
San Diego, Cal. 

SUPERIOR-STERLING CO. 

Bluefield, W. Va. 

THE HAWAIIAN ELECTRIC CO. 
Honolulu, Hawaii 





a 


NEW7 SS HOME 
sZ7Z7™_ 


’ 
R. U. LYNCH, INC., Providence, R. | 
MAINE INDUSTRIES CO., Bangor, Me 
MAINE INDUSTRIES CO., Portiand, Me 
ROSKIN DIST., INC., Hartford, Conn. 
UNITED DIST., INC. Cambridge, Mass. 
KEMP EQUIP. CO., Rochester, N. Y. 
MORRIS DISTRIBUTING CO. INC. 
Binghamton, N. Y. 
MORRIS DIST.CO. INC., Scranton, Pa. 
E. M. O'DONNELL CO., Syracuse, N. Y. 
ROSKIN BROS., INC., Albany, N.Y 
TIMES APPLIANCE CO., INC. 
New York, N.Y 
WESTERN MERCHANDISE DIST. INC. 
Buffalo, N. Y. 
COLUMBIA WHOLESALERS, INC. 
Washington, D. C. 
B. T. CRUMP CC., INC., Richmond, Va. 
PEIRCE-PHELPS, INC., Philadelphia, Pa. 
PEIRCE-PHELPS, INC., Harrisburg, Pa. 
JOS. M. ZAMOISKI Co., Baltimore 1, Md. 
APPLIANCE WHOLESALERS, INC. 
Detroit, Mich. 
GERLINGER EQUIP. CO., Toledo, Ohio 
GRIFFITH DIST. CORP., Cincinnati, 0. 
GRIFFITH DISTRIBUTING CORP. 
Indianapolis, Ind. 
HAMBURG BROTHERS, Pittsburgh, Pa. 
HAMBURG BROTHERS, Youngstown, O. 
HAMBURG BROS., Wheeling, W. Va. 
THE KANE CO., Cleveland, Ohio 
THE KANE CO., Columbus, Ohio 
VAN ZANDT SUPPLY CO. 
Huntington, W. Va. 
THE ARTOPHONE CORP., St. Lous, Mo. 
THE LARSON CO. 
Thief River Falls, Minn. 
THE LARSON CO., Fargo, N. D. 
RADIO SPCTY. CO., Milwaukee, Wis. 
THE ROYCRAFT CO., Minneapolis, Minn. 
STATE DIST. CO., Grand Rapids, Mich. 
HOPKINS EQUIP. CO., Atlanta, Ga 
C. M. McCLUNG & CO., INC, 
Knoxville, Tenn. 
R. P. McDAVID & CO., INC. 
Birmingham, Ala. 


MAJOR APPLIANCES, INC., Miami, Fla 
MAJOR APPLIANCES, INC. 
Jacksonville, Fia. 
MAJOR APPLIANCES, INC., Tampa, Fla. 
NASHVILLE CHAIR CO. 
Nashville, Tenn. 
A. K. SUTTON, INC., Charlotte, N. C. 
THE SUTCLIFFE CO., Louisville, Ky. 
CRUMPACKER-COVINGTON CO 
Houston, Texas 
INTERSTATE ELECTRIC CO. 
New Orleans, La. 
NATIONAL-ROSE CO., Memphis, Tenn. 
NORMAN-YOUNG APPLIANCE CO 
Dallas, Texas 
ROWLES SALES CO., San Antonio, Tex. 
SUN CITY DISTRIBUTORS, El Paso, Tex. 
WHOLESALE APPLIANCE CO. 
Little Rock, Ark. 
ELECTRIC FIXTURE & SUPPLY CO 
Omaha, Neb. 
JENKINS, Kansas City, Mo. 
JENKINS, Oklahoma City, Okla. 
JENKINS, Wichita, Kansas 
A. A. SCHNEIDERHAHN CO. 
Des Moines, lowa 
AUTO EQUIPMENT CO., Denver, Colo. 
BLACK & RYAN Phoenix, Ariz. 
JACKSON DIST. CO., Salt Lake City, U. 
TAYLOR REFGN. & APPLIANCE CO 
Billings, Mont 
J. N. CEAZAN CO., Los Angeles, Cal 
J. N. CEAZAN CO., San Diego, Calif 
HARPER-MEGGEE, INC., Seattle, Wash 
HARPER-MEGGEE, INC., Portiand, Ore 
HARPER-MEGGEE, INC., Tacoma, Wash. 
THOMPSON & HOLMES, LTD 
San Francisco, Cal, 


THOMPSON & HOLMES, LTD 
Sacramento, Cal, 


CLOUD BROTHERS, South Bend, Ind 
THE PACIFIC CO., LTB., Honolulu, H 
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Soon, the woods will be full of electric appli- 
ance brands once more. You can pay your money 
and take your choice. 

Pick the right line and you're “set.” Guess wrong 
and you're handcuffed—shackled with merchandise 
that either doesn’t move or doesn’t stay sold. 

The best way to avoid that in the toaster field is 
to sell the “Toastmaster” toaster—the one toaster 
that most customers ask for by name . . . the one 
brand with overwhelming advertising, promotion, 
and merchandising support the one toaster 
that sells in greater volume than all other makes 
combined! 

The best, most profitable work is done with a 
free hand. The “Toastmaster”* toaster will let 
you keep yours that way. 

Note: Be sure to see our display in Room 705— 
Chicago Housewares Show, Palmer House. 


TOASTMASTER Axoducha 


***TOASTMASTER" is a registered trademark of McGraw Electric Company. Copr. 1945, 
TOASTMASTER PRODUCTS DIVISION, McGraw Electric Co., Elgin, Ml. 
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APARTMENT SELF-SERVICE LAUNDRY: Self-service laundry plan designed by 
Westinghouse Better Homes Department for the Company's Electric Appliance 
Division. Such laundry plans in which automatic washers, clothes dryers and ironers 
would be available to tenants are installed at no cost to apartment building owners. 
In exchange for the necessary space, operators, franchised through Automatic Laun- 
dry Distributors, Inc., with offices in Chicago, New York City, Philadelphia, Wash- 
ington, D. C. and Mansfield, would pay expenses of equipping and operating the 


laundry. 


Apartment House Laundry Plan 
Announced by Westinghouse 


Planned laundries for apartment 
houses with automatic washers and 
automatic dryers installed in attrac- 
tive settings for the tenant's use and at 
no cost to the owners of apartment 
houses have been announced by I 
Frank Brownson, manager of the 
laundry equipment department of the 
Westinghouse Electric Appliance Di- 
vision at Mansfield, Ohio. 

The installation, management and 
franchising of the apartment house 
self-service laundry will be admin- 
istered through Automatic Laundry 
Distributors, Inc., a recently formed 
corporation, headed by Lloyd C. Strite. 
The distributor organization will have 
offices in New York City, Chicago, 
Philadelphia, Washington, D. C., 
Mansfield, and a west coast location 
not yet selected. 

“These apartment house laundries 
will be equipped with Westinghouse 
automatic washers and automatic 
clothes dryers designed for this pur- 
pose and with built-in coim meters,” 
Mr. Brownson said. 


Three Basic Plans 


Westinghouse has prepared three 
basic plans for the apartment house 
laundries through its Better Homes 
department. New plans and variations 
of the basic ones will be drafted to meet 
the requirements of various apartment 
buildings. They will range from a 
small planned laundry made up of one 
Westinghouse automatic washer and 
one automatic clothes dryer, up to 
installations large enough to serve the 
new type of major apartment building 
projects now being planned. In the 
medium and large size installations 
ironing facilities will also be provided 
as well as other innovations. 

“Under this planned laundry pro- 
gram” Mr. Brownson said, “the apart- 
ment house owner will furnish only 
the space necessary for the laundry 
installations. 

“In exchange for this space, the 
operator of the laundry will install the 
equipment, provide the necessary 
furnishings and lighting, keep the 
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System varies with | 
Size of Buildings 


equipment in good operating condition 
at all times, and instruct the tenants 
in the use of the automatic washer and 
the automatic clothes dryer. The 
management of the apartment house 
building will have no obligation ex- 
cept to keep the rooms clean.” 


Incentive for Tenants 


Westinghouse entered the apartment 
house planned self-service laundry, Mr. 
Brownson asserted, because the com- 
pany feels the day of the ill-planned 
and unsatisfactory laundry facilities 
for apartment house tenants is past 
history. 

“The planned laundry,” he added, 
“will give both the apartment house 
owner and his tenants ney advantages. 
The tenants will have a comfortable, 
attractive place where they can actu- 
ally ‘wash without work’ at a cost low- 
er than they could have their laundry 
done any other way. The owner of 
the apartment will have a more modern 
building and will have a new incentive 
for desirable tenants to occupy his 
premises.” 

Under the operating plan being used 
by Automatic Laundry Distributors, 
Inc., the planned laundries will be re- 
placed with new equipment every three 
years, assuring the owner and tenants 
a continuously modern laundry. 


National Electric Products 
Moves New England Office 


The New England sales office of the 
National Electric Products Corp., 
Pittsburgh, has béen moved from 137 
Kneeland St., Boston, 11, to 270 Albany 
St., Cambridge, Mass. Wallace A. 
Card is manager. 
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Hall to Coordinate 
National Finance Plan 


New coordinator for the National 
Sales Finance Plan in nearly 1,000 
banks East of the Rocky Mountains is 
40-year old William B. Hall, former 
vice-president of the Detroit Bank. An 
installment finance specialist, Mr. Hall 
took over his new job of controlling 
the system of financing of retail install- 
ment purchases of household appliances 
on November 25th. First among his 
assignments is the contacting of house- 
hold appliance manufacturers to ar- 
range for nationwide bank financing of 
their merchandise. 


Hall's Background 


3ehind the new coordinator lie many 
years of varied banking experience. 
In the late twenties he established and 
operated an industrial loan department 
in the People’s State Bank, Pontiac, 
Michigan. After serving as Michigan 
state auditor for Civilian Works Ad- 
ministration and working with the 





WILLIAM 8. HALL 


RFC as an examiner in liquidating 
eight closed banks, Mr. Hall operated 
a finance company and an industrial 
bank. Working with the Detroit Bank 
he established and supervised the oper- 
ation of the Time Credit Department 
for the parent organization and its 30 
branches, 


Plan Began in 1944 


Formation of the National Sales 
Financing Plan was begin in 1944 when 
a group of banks met in New York to 
discuss the problems of banker partici- 
pation in consumer credit over large 
geographical areas. Today the plan 
is operating in some 3,000 cities, towns, 
and localities. 

Previous to the organization of the 
National Sales Finance Plan the big- 
gest obstacle to bank financing of in- 
stallment buying was the large dis- 
tributional areas covered by most ap- 
pliance manufacturers, thus making it 
impossible for a single bank to cover all 
the manufacturer’s outlets. 

With 69% of household appliance 
purchases made on time, it was felt 
that there was a definite need for some 
system of financing. Originally, twelve 
large banks pooled their efforts and 
came up with a plan for securing 
manufacturers’ contracts, determined 
what agreements they would ask of 
manufacturers, and provided for a 
coordinator who would represent the 
whole group to the manufacturers. 

Chief advantages of the plan, advo- 
cates point out, are that it enables 
dealers to do business with their own 
local banks, eliminates long distance 
credit investigations, and does away 
with the need of financing different 
lines of merchandise through different 
companies. 
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MBERGER & 00. “® 


NEWARK 


PIONEERS IN LOW TEMPERATURE + DESIGNING - CONSTRUCTION 


REFRIGERATION CORPORATION of AMERICA 


4th Street, New York 23, Y. able Address: “REFCAM” 
Sales Office and Showroom: 225 West 57th ao N.Y. C. (19) 
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* The most complete line ever 
offered by one manufacturer! 


* At the Palmer House, Chicago, 
December 30 through January 4. 


* G-E Exhibits will be in rooms 
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SEE THE FULL LINE OF G-E TRAFFIC APPLIANCES 


AT THE HOUSEWARES SHOW 


676, 677, 678, and 685. 


DONT MISS THESE SHOW-STOPPING G-E SPECIALS 


“Big 5" of Heating Devices. Famous G-E “Dial- 
The-Fabric.” fully automatic Irons. The G-E Toaster 
that “pops up” or “keeps warm.” G-E Coffee Maker. 
the only fully automatic glass coffee maker. The 
G-E Mixer with 3 beaters instead of 2. And the G-E 
Roaster that can cook a whole meal automatically. 


General Electric Alarm Clock with the great new 
Select-A-Larm feature. The alarm volume can be 
adjusted from sweet-and-low to extra loud. 


General Electric's three great new Vacuum 
Cleaners. Tank-type cleaner, upright cleaner with 
2-speed motor-driven brush, and convenient hand 
vacuum. 


General Electric Automatic Blanket. New standard 
model now available. Also two-control model avail- 
able in the Spring with a separate temperature control 


for each half of this G-E Blanket. 


LOOK FOR THE COMPLETE LINE OF STOKE FIXTURES 


Displays, demonstration bars, fixtures, counters. 
Everything your store needs to stock, display, and sell 
more of the famous General Electric Appliances. 
General Electric Company, Appliance and Merchan- 
dise Department, Bridgeport, Connecticut. 





SEE G-E...THE APPLIANCES MOST WOMEN WANT MOST 


GENERAL @ ELECTRIC 
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1900 Automatic Washer 


Nineteen Hundred Corp., 
St. Joseph, Mich. 


Device: 1900 Whirlpool Whirl-O- 


Matic automatic washer. 


Selling Features: Washes, rinses, 


damp dries an 8-lb. load automatic- 
ally by single dial setting; hot water 
temperature controls set right water 
heat; dries clothes centrifugally 20% 
drier than wringer, the manufacturer 
claims; top opening allows insertion 
and removal of clothes during any 
stage of washing, rinsing or damp- 
drying; baked white enamel Bonder- 
ized finish. 
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1900 Washer 


Nineteen Hundred Corp., 
St. Joseph, Mich. 


Device: 1900 Whirlpool “30” con- 


ventional washer. 


Selling Features: Streamlined, baked 


white enamel Bonderized finish on 
completely welded chassis gives 
easy-to-clean design; finger-touch 
release bar on rust -proofed, wringer 
quickly  relatches;  self-cleansing 
Surgilator; 3-vane, double-wing, 
gives gentle washing action; 15-gal. 
tub holds 8 Ibs. clothes; heavy-duty, 
oiled-for-life 4 h.p. motor, rubber 
mounted, with all parts sealed; lock- 
tight, self-adjusting casters accom- 
modate floor irregularities, hold 
washer firm. 


Electrical Merchandising, December 
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1900 Dryer 


Nineteen Hundred Corp., 
St. Joseph, Mich. 


Device: 1900 Whirlpool Whirl-O- 


Matic Dryer. 


Selling Features: Forced air drying 


principle allows clothes to emerge 
clean and swéet, no mustiness; 
no sprinkling for ironing as moisture 
controls permit varying dampness; 
fully automatic; baked white enamel 
Bonderized finish; can be powered 
by gas or electricity. 
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PHILCO Freezers 


Philco Corp., 
Philadelphia, Pa. 


Models: 4 models AV100, AV75; 


AH 51 and AH 25. 


Selling Features: AV100, 10 cu. ft. 


and AV75, 73 cu. ft. upright models 
have 3 compartments for sub-zero 
storage and one for sharp freezing ; 
temperature control governing all 
compartments, permits any desired 
setting for sub-zero storage or sharp 
freezing to 25 degs. below zero; 
outer door latch has built-in-lock; 
new type sloping shelf with 2-posi- 











tion door; AV 75 has 1/5 h.p. Philco 
unit. 

AH 51—5 cu. ft. and AH 25—23 
cu. ft. horizontal models. AH 51 
has 3 compartments for sub-zero 
storage including one for sharp- 
freeze. AH 25, for the small apart- 
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ment reaches 15 to 25 degs. below 
zero; overlapping panel type lid with 
plastic liner insures tight seal; 3% 
h.p. unit. 

All models equipped with a warn- 
ing bell which rings automatically in 
the event of a blown fuse or power 
stoppage. 

Electrical Merchandising, December 
15, 1945 
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G-E Portable Heaters 


General Electric Co., Bridgeport, Conn. 

Models: PH1A1 and PH2A\l. 

Selling Features: PH1A1, Arizona, 
radiant convection type, semi-circu- 
lar model with polished metal re- 
flector and grey “hammered” exterior 
finish; PH2A1, Sunbowl, adjustable 
14 in. copper reflector throws heat 
to any part of room; grey finish. 

Availability: In production. 

Electrical Merchandising, December 
15, 1945. 




















MONITOR Washer 


Monitor Equipment Corp., 
110 E. 42nd St., N.Y.C. 


Device: Model AERW-4 Aerator 


washer. 


Selling Features: Portable washer 


with new principle of hydraulic- 
aerated action; washes clothes clean, 
fast; with less wear and tear; no 
activator touches garments; stain- 
less steel tub set on white porcelain 
base holds 4 lbs dry clothes; hand 
wringer folds out of sight when 
not in use; washer 30 in. high with 
wringer folded. 


Price: Approximately $59. 
Electrical Merchandising, December 
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GIBSON Home Freezer 


Gibson Refrigerator Co., 
Greenville, Mich. 


Device: Gibson home freezer. 
Selling Features: Four freezing com- 


gg may 64 in. high 214 in. wide, 14 
. deep and one freezing compart- 
aan 128 in. high, 22-4 in. wide and 























14 in. deep ; freezing conpartments 
have extra freezing plate for intensi- 
fied freezing; temperatures average 
zero to 5 degs. above; reciprocating 
Hermetic compressor, 1740 rpm; 1 
cylinder; Freon refrigerant; Acid 
resisting porcelain interior, Hylux, 
white, baked on enamel exterior; 
semi-concealed, bright chrome 
hinges; cabinet exterior 6544x304x- 
27 fe in. 
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NAXON Washer 


Noxon Utilities Corp., 
2101 W. Walnut St., Chicago, il. 


Model: Portable model 3-S 


Selling Features: 3-sheet, 94 gal. 
capacity; double wall—outer steel 
wall with chip-proof enamel pro- 
tects heavy coated inner porcelain 
tub; new, powerful precision Naxon 
motor with lifetime bearing has 3 
moving parts, nothing to burnout or 
replace; improved 4-vane agitator; 
gravity drain hose; 26 in. high, 18 
in. diam ; a.c. only. 

December 
15, 1945 

















COROAIRE Heaters 


Coroaire Heater Corp., 
Cleveland, O. 

Device Coroaire heaters 

Selling Features Provide clean, 
evenly-distributed heat on forced-air 
circulation principle—after air has 
been filtered and humidified a pro- 
peller-type fan forces it through 46 
tubes in cast-iron Venturi Heat Ex- 
changer, air is then spun round into 
wiping contact with hot tubes 
giving filtered, revitalized balanced 
heat in every room; patented grille 
on Coroaire can be adjusted to di- 
rect heat wherever you want it avail- 
able in gas and oil-fired models; 
packaged units requiring no installa- 
tion. 

Electrical Merchandising 
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MIRACLE Hotplate 


Miracle Electric Co., 36 State St., 
Chicago, III. 
Device No. 170 automatic hotplate. 
Selling Features 
trols temperature at 210 degs. F. 
when used automatically with glass 


coffee makers or other utensils where 
automatic control is desired; can also 


be used for general utility cooking at 
350 degs. F:; one switch controls 


both automatic and general heat; 750 


watts, a.c. 


Electrical Merchandising, December 


15, 1945 
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NAXON Beanery 


Naxon Utilities Corp., 
2101 W. Walnut St., Chicago, Iii. 


Models: PL-339, PL-340 and PL-338 


beanery crocks for cooking beans, 
stews puddings, roasts. 

An electrified crock 
for baking and cooking food by the 
slo-baked process; PL-339 holds 34 
qts.; 65 watts; a.c.-d.c., 9 in. diam., 
94 in. high. PL-340, 2-heat Hi-Lo, 
34 qts., same as PL 339 with high 
heat switch. PL-338, Beanery 14 
qt., 46 watts, a.c.-de., 7 in. high, 
74 in. diam. 
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MIRACLE Steam Iron 


Miracle Electric Co., 36 State St., 
Chicago, Ill. 


Device: No. 310 automatic steam iron. 
Selling Features: Irons sheerest cur- 


tains or heaviest woolens wet or dry; 
fabric heat selector easily accessible ; 
easy-grip handle; T-K element im- 
bedded in sole; 1000 watts, a,c, only; 
funnel to fill iron comes with iron; 
weighs 54 Ibs 


Electrical Merchandising, December 


15, 1945 
v 


capacity equipped with twin Cost 
Cutter Calrod units; Thermosnap 
control; galvanized cylindrical tank 
204 in. diam., 57 in. high; produces 
hot water from 120 to 190 degs. F. 
G-301 same as G-302 with single 
Cost Cutter unit. 

G-402, 40-gal. twin-unit, 223 in. 
diam. 58 in. long. 

G-522, 52-gal. twin-unit, 244 in. diam. 
G-862, 86-gal. twin-unit, 284 in. 
diam., 63 in. long. 

G-309, 3-gal. single-unit rectangular 
table-top model has all features of 
tank models; 21 in. wide, 224 in. 
deep, 36 in. high; top finished in 
acid-resisting porcelain enamel. 


Electrical Merchandising, December 
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BRUNSWICK Refrigerators 


The Brunswick-Balke-Collender Co., 
623 S. Wabash Ave., Chicago, lil. 


Device: “Blue Flash” food and bever- 


age refrigerators T, R and N. 


Selling Features: Model T, 3-con- 


partment cabinet has 1 shallow and 2 
deep tanks for storage; can be 
divided between dry and wet refrig- 
eration; 25} cu. it. capacity; slightly 
over 7 ft. long. 

Model R. has 1 deep and 1 shallow 
tank; 15.4 cu. ft. capacity; 5 ft. long. 

Model N has 2 shallow tanks; 
9.6 cu. ft. capacity; both tanks may 
be used for dry or wet storage; 44 
ft. long. All models have easy-slid- 
ing lids of stainless steel; stainless- 
steel tops; rubber-covered lid stops; 
large detachable bottle-cap recep- 
tacle ; commercial compressor unit. 
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G-E Water Heaters 


General Electric Co., Bridgeport, Conn. 
Models: G-302, G-301, G-402, G-522, 


G-862 and G-309. 


Special Features: G-302, 30-gal. 


MIRACLE Waffle Iron 


Miracle Electric Co., 36 State St., 
Chicago, I/il. 


Device: No. 230 waffle iron. 
Selling Features: 


Ibs. 


Electrical Merchandising, December 


15, 1945 
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Full size 7 in. grill; 
expanding hinge; chrome finish with 
black plastic trim; 3-point heat indi- 
cator; 450 watts, a.c.-d.c.; weighs 5 











PHILCO Refrigerators 
Phileo Corp., Philadelphia, Pa. 


Models: 12 new refrigerators ranging 
in size from 9 cu. ft. to 6.4 cu. ft. 


Selling Features: All models have 


large freezer locker; “easy-out” 
trays; vegetable crisper; covered 
meat storage compartment and 
vegetable bin; hermetically ‘sealed 
power unit-Philco Super Power sys- 
tem; fiberglas and Rock Wool insu- 
lation; DuLux finish; I-piece steel 
cabinet; automatic temperature con- 
trol; Advanced Design models equip- 
ped with Conservador; Moist Cold 
compartment; Philco Cold Shelf; 
Dry Cold compartment; shelf-lined 
inner door. 


Electrical Merchandising, December 
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SUPERLOK Lamp Lock 


Wabash Appliance Corp., 
335 Carroll St., Brooklyn, N. Y. 


Device: Superlok permanently locks 


bulb to base now standard on all 
large Wabash-Birdseye lamps; con- 
sists of a threaded collar screwed 
into and notch-locked to the base. 
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G-E Dryer 


General Electric Co., Bridgeport, Conn. 
Model: AD-6 automatic tumbler 


dryer. 


Selling Features: Capacity—9 lbs. dry 


clothes; slow turning cylinder—44 
turns a min.—floats clothes through 
warm clean air; damp-dries in 15 
to 25 min., completely dries in about 
30 min.; time switch permits re- 
setting up to 60 min.; thermostat 
prevents overheating; 1/6 h.p. GE 


motor; 4600 watts, 230 volts; white 


baked enamel cabinet blends with 
other modern kitchen or laundry 
equipment. 36 in. high, 31 in. wide, 
27 in. deep. 
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Selling Features: Plugs into any 
1900 Ironer 110-120-volt a.c. circuit; operates at 
Nineteen Hundred Corp., low rating of 300 watts even at 
St. Joseph, Mich. temperatures far below zero; altho 
enter 9000 Wiletane! extmenil top of the de-icer is always warm, 
ing l panntd urlpool conventional it — , see too hot - a 
comiort; device consists of a hollow, 
= yelling Features: Full open roll gives 20-gauge, nickel-plated copper float, 
> freedom for feeding clothes; knee thermostatically-controlled Calrod; 
aod control leaves hands free for direct- 15 ft. rubber-covered, water- and 
a ing materials; self-feeding shoe lip weather-resistant lead: float is 24 
sled guides clothes; thermostatic heat in. deep, 103 in. diam. including heat- 
— control indicates correct tempera- ing element which encircles it; 
<a ture; 3-speeds for high, low and thermostat, sealed within float, auto- 
tee! pressing speeds; lock-tight, self-ad- matically regulates use of current 
justing casters; self-adjusting shoe and cuts off power when not needed; 
~“ of durable chromed steel maintains consumes only about 500 kw.hrs. a 

“old position parallel to roll regardless of ALLEN Oil Heater winter in northern states. 


olf: thicknesses; tuck-away shelves for 
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DUO-THERM Heaters 


Duo-Therm Div., Motor Wheel Corp., 
Lansing, Mich. 

Model: 715-3 fuel oil space heater. 

Selling Features: Available with or 
without Power-Air; new du 
chamber. burner; 14 in. duo-tone 
brown enamel finish; 444 in. high, oe 
in. wide, 308 in. deep with 7-gal. fue 
tank; 6 in. flue; 50,000 btu output. 

Electrical Merchandising, December 
15, 1945 






































Allen Mtg. Co., Inc., 
ined lid gies —y fnished clothes; lap Nashville, Tenn. a ecin: 
shelf ; arched foot rest to prevent leg _s oe . - 
aber fatigue; hinged lid converts ironer nae Allen Lo-Pilot Twin-Eight 
into kitchen table unit; baked white oi! heater. : 
enamel Bonderized finish. Selling Features: Uses exclusive 
Electrical Merchandising, December Allen Lo-Pilot which burns mini- 
15. 1945 mum amount of oil when pilot flame 
: v is burning; in cold weather 2 heat- 
ers may be used—for chilly weather 
only one is required. 
Electrical Merchandising, December 
= oS G-E Waffie Irons 
v General Electric Co., Bridgeport, Conn. 
Models: Y-194, Y-199 and Y-198. 
Selling Features: Y-194 wide base 
catches batter overflow; expanding 
hinge insures even thickness of 
waffles; indicator shows when heat 
INFRALECTRIC Heater is sufficient to bake—makes one 62 
Radiant Heater Corp., 521 Fitth Ave., i wells. ; 
New York City Y-199, automatic model, heat con- 
f : trol, easily operated by cool Textolite 
Device: Portable heater. knob; signal light shows when to 
. TRILMONT Heater Selling a ee Soaety pour batter and when waffle is done; 
OCKs Trilmont Products Co., Walnut St. aft : on an entirely new heating principle expanding hinges; old ivory Texto- 
) all is ath St. Philodelphio, Pa. ARVIN Ironing Board —heats through glass by means of lite soww He — one on, 
con- : Noblitt-Sparks Industries, invisible radiant rays; heats objects 4 . : 
wed Device: Portable room heater. Columbus, Indiana and persons from inside out rather - “= ny aig rane _ —_ 
$e. Selling Features: Utilizes non-glow, oe : ar than from outside in; operates with- im. wales; beat indicator; wide tray 
nber black-heat coils contained in a — —— —— ironing table Dut flame, glow, fumes or smoke— base; expanding hinges ; ebony han- 
double-walled steel grille cabinet, com ean a athad ; there is no visible papere Sat dles. 
insulated against leakage—no danger elling features: erlora Op al- heater is in operation ; 2 glass plates, “tah iléta « : ; : 
. to children or pets if tipped over; lows heat of iron to drive moisture each 15x20 in. uses 1,000 watts per ye —T emcee & 
heat rises vertically from top grille down and through pad and out of hr.; will not scorch paper or fabrics by : ne 
so all 4 sides and bottom are always fabric, making it possible to iron that come against it; does not de- Electrical Merchandising, December 
cool regardless of length of opera- clothes smooth and dry in less time oxidize or dehumidify air; radiates 15, 1945 
tion; also serves as indoor dryer than usual; frame of table in tubular heat in both directions at once ; made v 
under inverted clothes rack; no fan, steel ; rubber feet ; board 15x54 in. of polished aluminum; cold water 
no incandescent coils; 19% in. wide, Electrical Merchandising, December splashed on glass plates will not 
18% in. high, 9% in. deep, weighs 19 15, 1945 break it. <=! 
Ibs.; operates on 1200 watts ivory Electrical Merchandising, December ; 
or brown enamel finish. v 15, 1945 
Electrical Merchandising, December 
15, 1945 e 
WESTINGHOUSE Fluorescent 
Westinghouse Lamp Div., Westinghouse 
Electric Corp., Bloomfield, N. J. 
. Device: Walnut-size fluorescent light 
bulb. 
— Selling Features: 1-watt spherical 
cbler globe in pastel age white for 
aD use in nursery, on cellar stairs, as a 
kitchen night light; screws directly =e 
4 = _ ~~ — or plugged 1g “et 
joe rd outlet; equipped wi a bDi- 
ough MIRACLE Grill prong base; contains a mixture of ALLEN Oil Water Heater 
n 15 Miracle Electric Co., 36 S. State, rare inert gases and a pair of elec- 
bout Chicago, il. trodes, when electricity flows eh &. Inc., 
| Te a ae . through circuit an invisible ultra- ville, Tenn, 
D v . N » - ° ° 4° eae 
ostat aa y —, Sous BOs gee. G-E Stock-Tank De-icers violet radiation occurs inside bulb, Device: Allen Lo-Pilot oil burning 
GE Selling Features: Double burners may , . which is transformed into visible ter heater 
white be used individually or at same time; General Electric Co., Farm Industry Div., light; zine silicate phosphors are Wars neater. , . 
with each burner has high and low heat Schenectady, N. Y. used to produce green light, and Selling Features: Equipped with Lo- 
ndry with a separate switch; 110-120 Device: New floating stock-tank de- standard white chemical mixture of Piles burner Sor lewssest eperatien. 
wide, volts, a.c.-d.c.; gray, black and icers to provide livestock with drink- zinc beryllium silicate and magne- Availability: Will be in limited pro- 
chrome finish, = ing water during winter months by sium tungstate is used for white light. duction during late spring. 
mber Electrical Merchandising, December keeping hole open in ice forming on Electrical Merchandising, December Electrical Merchandising, December 
15, 1945 surface of outside tanks. 15, 1945 15, 1945 
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In fact, it’s nobody else but YOU we're talking 
about in Easy’s current national magazine ads. 





We're telling folks to keep in touch with you— 
and not to buy any new washer until they’ve seen 


the new and improved Easy Spindrier in action! 
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VERK YOUR CUSTOMERS 


WASMWER - \RONER SAW THIS AD IN: 


SATURDAY EVENING POST 
November 17th 4 
COLLIER’S 
November 17th 


BETTER HOMES & GARDENS 
November 





We're on the 17th floor—space 17-U. 


Don’t miss seeing the new 1946 Spin- 

mw ant drier washer and the new portable 
Easy Whirldry—the biggest money- 
makers in the business! 


DECEMBER 15, 1945—ELECTRICAL MERCHANDISING E 


PAGE 24 





>ST 


NG 

















MOTOROLA Radios 


The Galvin Mfg. Corp., 4545 Augussta 
Bivd., Chicago, Ill. 


Models: 5A1, Playboy; 65T21B, 
table; 95F31 and 95F32 Phono- 
radios. 


Selling Features: “Playboy” battery 
operated portable uses latest minia- 
ture tubes of same type used in 
“Handie-Talkie”; “Aerovane” loop 
antenna mounted in front cover; 
tuning range 550 to 1600 k.c. 


Table model of modern blonde 
mahogany or walnut veneer; 6 tubes 
including rectifier; 2 bands- Ameri- 
can and foreign; 6 in. electrodyna- 
mic speaker; self-contained “Aero- 
vane” loop antenna. 


95F31, “picture frame” design low- 
boy phono-radio; 9 tubes including 
rectifier; “floating action” record 
changer in convenient Roll-O-Matic 

















drawer ; 6 electric motor-driven push 
buttons; 12 in. speaker; 3 bands; 
changes 10-10 in. or 8-12 in. records. 
95F32 walnut veneer console; 3 
bands ; 9 tubes; Motorola “Top-Vue” 
tuning; 6 push buttons for FM and 
AM; 12 in. speaker; Aero Vane 
loop; built-in antenna for FM; See- 
burg automatic record changer in 
Roll-O-Matic drawer handles 14-10 
in. or 10-12 in. records, turns off 
automatically when last record is 
played. 
Electrical Merchandising, December 
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STEWART-WARNER Radios 


Stewart-W arner Corp., 
1836 Diversey Parkway, Chicago, Ill. 


Models: 14 models ranging from 
small plastic table models through 
portables, radio-phono combinations 
in table and consoles, and full sized 
console furniture models. 

Selling Features: Designated as “22nd 
Anniversary models” the 1946 line 
has a “radair antenna”—a built- 
in loop designed to pick out faintest 
signals but to repel static; a “sig- 
nal sentry” eliminates fading and 
bars unwanted hum; push-button 
tuning sets have a “ferro-lock” cir- 
cuit to eliminate instability or 
“drift”; shift from push-button to 
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NEW RADIO PRODUCTS 





manual tuning is accomplished with 
a push-button. 

An automatic _record-changer 
operates with only one control, in 
the radio-phono combinations; plays 
up to 12—10 in. records and 10-12 in. 
records—slight touch to tone arm 
starts automatic mechanism; new 
light-weight crystal pickup. 

In addition to plastic and wood 
table models, the new line includes 
several “furniture models” including 
commode, drop leaf table and pedes- 
tal commode types; a feature of the 
period-type radio-phono model 
which tops the line of furniture 











models is the fact that the top does 
not lift, a door opens horizontally to 
expose radio dial and controls, and 
a sliding drawer emerges to give 
access to record changer. 

Battery models for use beyond 
power lines are included in line, in- 
cluding a 3-way portable set, which 
employs a.c., d.c. or battery power. 

All sets have standard broadcast, 
some have in addition one or more 
short wave bands; except for battery 
models, all are a.c. operated, while 
some operate on either a.c. or d.c. 

— Merchandising, December 





TONE Phonograph 


Tone Products Corp. of America, 
351 Fourth Ave., N.Y.C. 
Device: “Merry-go-sound”  phono- 
graph to play child records. 
Selling Features: Multi-colored nurs- 
ery personalities form a carousel. 
A metal apron affixed to turntable 


ELECTRICAL MERCHANDISING—DECEMBER 15, 1945 


with multi-colored nursery personal- 
ities such as Humpty-Dumpty and 
the three bears, form a carousel; 9 
organ-like pipes of various sizes to 
resemble a calliope conceal the in- 
strument’s loud speaker; simple to 
operate, has only a single control 
which turns phonograph on and off 
as well as serving as volume control ; 
made of steel and solid woods to 
withstand hard usage by children; 
plays 7, 10 and 12 in. records. 

Electrical Merchandising, December 
15, 1945 
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ARVIN Radio 
Noblitt-Sparks Industries, Columbus, Ind. 


Device: 12 tube F. M. combination 
radio Model 1088. 


Selling Features: Hi-fidelity super- 
het with American, foreign and 
short wave broadcasts; features an 
automatic record changer playing 
10- and 12-in. records, intermixed, 
and a stop control which automatic- 
ally shuts off current when last 
record is played ; cabinet has spacious 
record storage compartment and 
every refinement in operational con- 
venience. 


Electrical Merchandising, December 
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PHILCO Radios 


Philco Corp., 
Philadelphia, Pa. 


Models: 43 radio receivers and radio- 
phonographs in console, table, port- 
able Transitones and custom built 
“furniture” models. 

Selling Features: Outstanding fea- 
ture is the new Philco Advanced 
FM circuit employing the war-de- 
veloped miniature tubes keeps all 
AM noise out, giving clear pure 
realistic FM tones. Another feature 
is the automatic record player in the 
radio-phono models that makes it 
possible to put a record of any size 
in a specially designed slot and the 
rest of the operation is automatic— 
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motor starts, the tone arm places it- 
self, the music plays, the motor stops 
when the record is finished—all auto- 
matically. 


Two new automatic record chang- 
ers—Philco DeLuxe operates on the 
“push-off” principle and changes 10- 
12 in. or 12-10 in. records, a remov- 
able spindle in center of turntable 
facilitates loading or unloading rec- 
ords and makes it impossible for the 
mechanism to release more than one 
record at a time for reproduction. 


A new Dynamic Reproducer is 
also included in the 1946 radio-phono 
models, applying only ? oz. pressure 
to a record, the new Reproducer 
achieves better “tracking” resulting 
in greater fidelity throughout the 
tonal range, no needles to change— 
the permanent jewel in a flexible 
mounting is good for years. 

Electrical Merchandising, December 
15, 1945 











REVELATION Water Coolers 


Revelation Div., Interstate Aircraft & 
Engineering Corp., 2600 W. Imperial 
Highway, El Segundo, Calif. 


Models: Complete line of coolers to 
dispense cooled bottle water. 


Selling Features: Designed to har- 
monize with office and home furnish- 
ings all steel construction with 
golden brown hammertone finished 
enamel; steel tops finished in white 
acid-resisting, nonshattering enamel ; 
outgoing waste water passes over 
incoming supply line reducing load 
on refrigeration unit; Lo-pressure 
tank on 1-bubbler models; equipped 
with slow speed compressor units of 
reciprocating type; oversized finnet 
type condensers ; a.c. or d.c. motor on 
order of refrigeration type with 
high-starting torque; built-in ther- 
mal protection and automatic reset. 


Electrical Merchandising, December 
15, 1945 


v 


G-E Clocks 
General Electric Co., Bridgeport, Conn. 


Models: Corporal and Troubadour. 

Selling Features: Corporal model is 
about 5 in. square, ivory face, brown 
hour and minute hands, gold second 
hand. 

Troubadour, about 5x4 in. with 
luminous numerals and hands on a 
brown face. 

—, Merchandising, December 
45. 
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The Hew WORGE 








EXCLUSIVE COLDPACK 
Located directly below the 
freezer, the Coldpack provides 
near-freezing temperatures 
for safe storage of meats, etc. 
It has no contact with defrost 
water at any time. 





EXCLUSIVE HANDEFROSTER 


Defrost water is conducted 
into the easily available and 
easily handled glass Hande- 
froster. Its shape, size and 
accessibility eliminate the 
possibility of spillage when 
emptying. 


EXCLUSIVE MOTOR COOLER = 


A ring of flowing refrigerant 
within the steel shell that 
houses the “‘cold-maker”’ 
maintains an efficient operat- 
ing temperature for the motor 
and compressor in any cli- 
mate. It is, literally, “pow- 
ered for the tropics.” 


EXCLUSIVE SAFETY-SEALED 
FAST FREEZER 


Below-freezing temperatures 
prevail in this spacious area, 
tightly sealed against the ad- 
mittance of moisture and food 
odors. Generous space for ice 
cubes, ice cream, desserts and 
packages of frozen foods. 








NORGE 
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Built to be the 
GREATEST VALUE 
IN ITS FIELD! 


Here it is—the first postwar Norge—a refrigerator 
of eye-filling beauty and brilliant performance— 
a refrigerator so chock-full of buyable differences 
and exclusive features as to make it outstanding 
in any company at any price! Time-proved Rolla- 
tor reliability and economy . . . refrigerant-cooled 
cold-making mechanism . Safety-sealed fast 
freezer and frozen-food storage unit . . . non-spill- 
ing Handefroster . . . near-freezing Coldpack . . . 
improved construction details . . . six well-defined 
zones of food storage—these are but a few of its 
easily demonstrated superiorities! And the price 
is right! Refrigerator sales will come easy to the 
Norge dealer in 1946, for he will be able to point 
out — and prove — that the new Norge M-746 
Quiet-Flo Rollator refrigerator is built to be the 


greatest value in its field! 


A BORG-WARNER INDUSTRY 


HOUSEHOLD 
APPLIANCES 
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NORGE DIVISION, BORG-WARNER CORPORATION « DETROIT 26, MICHIGAN 
IN CANADA: ADDISON INDUSTRIES, LTD., TORONTO, ONT. 
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The Last Word 


from 
THE FIRST IN THE FIELD 




















When we brought the first steam iron to the homes of 
America a few years ago, the event ushered in a new 
era in advanced household appliances. The response 
was instantaneous and nationwide, a heartening 
support to our idea that much of the drudgery in home 
ironing could be eliminated with steam! 


During the War this iron found constant use in camps, 
hospitals and the fighting ships of our armed forces 
well as on the home front. Wartime manufacturing 
restrictions limited the number avaliable to the public. 
But now, reconversion is here and you've been 
promised breath-taking post-war miracles by Industry. 





The STEEM ELECTRIC COMPANY after years of 
experiment and research, is proud to submit its own 
product—a manufacturing miracle, if you please—in 
the new 1946. 


STEEMCO IRON 


¢ Here is a product, that for manufacturing genius, stately beauty 
and home dollar-value, rises from the role of a mere iron to reach 
the category of a new household utility. 
















































The Last Word in 


MODERN IRONS 


STEEM ELECTRIC CO. 


GRAND AND POTOMAC ST. LOUIS, MISSOURI 
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ARIZONA 


Nogales—McGimsey Supply Co., a 
new $300,000 electrical appliance firm, 
has opened for business in the build- 
ing formerly occupied by Reuben’s 
Furniture Store. Charles McGimsey 
is head of the new firm. 
Williams—The State Tax Commis- 
sion has licensed T. H. Wills and J. A. 
Rose to deal in electrical! appliances. 
The two are owners of the Roswills 
Electric Store. 

Phoenix—C. E. Colez, 2738 E. Green- 
field Rd., has received a license to 
deal in electrical appliances. 


ARKANSAS 


Little Rock—Capitalized at $100,000, 
Bell Supply Co. has been incorporated 
to deal in household appliances, air- 
conditioning units, etc. A. W. Gilli- 
land, Melba Minshall and Higgs M. 
Brown, of Oklahoma, were listed as 
the incorporators. 

Parkin—J. A. Willbanks and A. O. 
Surratt have announced the opening of 
the Parkin Electric & Plumbing Co., 
which will specialize in repairs as well 
as merchandise appliances. 
Wynne—H. E. Ellis is opening a 
store, to be known as the Ellis Elec- 
tric Co., which will handle the West- 
inghouse line. 


CONNECTICUT 


West Granby—Announcement _ has 
been made of the opening of the Ster- 
ling Home Appliance Co., W. Granby 
Rd., authorized Westinghouse repre- 
sentatives. 


The following are new incorporations 
in Connecticut : 

East Hartford—Eastern Appliances, 
716 Burnside Ave, by David Smith, 
1827 Asylum Ave., West Hartford, 
and E. A. Tomlin, Jr., 819 Burnside 
Ave. 

Bethel—Automatic Oil Burner & Ap- 
pliance Co., Elmwood District, by D. 
Tanrig. 

Hartford—Capitol City Radio & Ap- 
pliance Co., 1123 Albany Ave., by 
Harry Stein, 16 Winchester St. 

New Haven—Chapel-Park Appliance 
Co., 1180 Chapel St., by Chas. C. 


Kaplowitz, 516 Orange St. New 
Haven 

Stamford—Polera Radio Sales & 
Service, 19 Stillwater Ave., by Salva- 
tore Polera, 188 Ffd. Ave. 
Shelton—Lucas Radio Appliance, 478 
Howe Ave., by G. M. & Nancy M. 
Lucas, 156 Bridgeport Ave. 
Manchester—Standard Appliance N 
Equipment Co., 209 N. Main St., 
Morris Feirstein, 381 E. Center se. 
and A. W. Firestone, 163 Clark St., 
Hartford. 

New Haven—Reese Radio & Appli- 
ance Co., 563 Congress Ave., by Lewis 
Reese, 56 Redfield St. 

New Britain—North End Appliance, 
692 Main St. by Wm. Fahey, 690 
Main St. 

Hartford—Gilman Radio & Appliance 
Service, 271 Wethersfield Ave., by 
I. L. Gilman. 

Norwalk—General Appliance Co., 
508 West Ave., by David Contessa, 44 
Ambler Dr., and R. G. Palmer, 595 
S. Compo Rd., Westport. 
Stamford—Forbes Appliance Co.; to 
deal in electrical appliances, etc.; capi- 
tal stock $50,000, divided into 500 
shares of $100 each, commence busi- 
ness with $3000; incorporators: Mary 
F. Hornick and Albert Hornick, both 
of Stamford; Tillie Hornick, New 
York City. 


FLORIDA 


Titusville—The Home Appliance Co. 
is opening in its new location on 
Washington Ave. 

Live Oak—The M. Curtis Edwards 
Hardware & Electric Appliances busi- 
ness has opened at 108 E. Howard St. 
Mr. Edwards, head of the new busi- 
ness, was formerly with Raybro Elec- 
tric Supply Co. of Jacksonville. 

South Bay—Robert Rodman, of 
Tampa, is opening a new furniture and 
home appliance store here. 
Dunedin—Walter R. Zink has opened 
his electrical repair and appliance shop, 
“The Kilowatt Shop,” at 331 Scot- 
land St. 

Glades—R. Y. Creech is constructing 
a building to house his recently formed 
Glades Appliance Corp. on Main St., 
ad will have a Westinghouse franchise. 
Jacksonville—Modern Electric Co., 
505 W. Forsyth St., has opened to sell 
electrical appliances of all types. 





TRUE STORY? Anyway, it looks like a good one at the True Story magazine's annual 
convention where Arthur L. Scaife, General Electric's appliance advertising manager, 
made the feature address on “Principles of Sales Presentation". Left to right are: 
True Story editor Henry Lieferant; Jim Mitchell, advertising manager; Mr. Scaife; 
and Harold Wise, vice president. 

















FIRST OFF: Ed Harris, left, president of Sonora Products, Inc., presents first 
Sonora radio off the assembly line to Russ Jimieson, vice-president of Walker- 
Jimieson, Inc., wholesale distributors for Chicago and Illinois. 
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Winter Haven—E. A. Talkington has 
opened two stores, in Winter Haven 
and in Auburndale, and has a General 
Electric franchise. 


GEORGIA 


Jefferson—John H. Bailey, a recently 
returned veteran, and Charles Wil- 
banks have opened an electrical appli- 
ance shop in Jefferson. 

Madison—W. M. McClure recently 
opened an electrical supply store in 
Madison. 

Lawrenceville—John J. Hood will 
open an electrical home supply estab- 
lishment on E. Crogan St. in the near 
future. 

Covington—Greer Hardware Co., 
which handles electrical appliances, 
is one of Covington’s newest busi- 
nesses. 

Wadley—tThe Foster-Stokes Co. has 
opened for business on Railroad St., 
handling appliances in addition to 
other lines. 

Dawson—A large line of electrical 
appliances will be handled by the S. & 
W. Oil Co. of Dawson, 


ILLINOIS 


Peoria—Lou Wagner has announced 
the opening of his new store, Lou’s 
Jewelry and Appliance Store, which 
started business recently at 409 S. 
Adams St. 

Chicago—A certificate of incorpora- 
tion has been issued to Major Home 
Appliance Co., Inc., 1 N. La Salle St. ; 
5,000 shares common n. Pp. V.; incorpo- 
rators: Charles Justin Little, Alice M. 
Kotula, Samuel A. Rinella. 
Chicago—Recently incorporated in 
Chicago is the firm of Villager Radio 
& Home Appliance Co., Inc., 1001 
Lake St., Oak Park; 1,000 shares com- 
mon p. v. $100; incorporators: Marr 
Condon, Belmont Thomas, Fred Tur- 
ner ; to deal in radios and radio equip- 
ment. 

Dixon—Dixon Appliance Co., Inc., of 
Chicago, has opened a retail store at 
103 Peoria Ave., this city. The new 
firm, capitalized at $100,000, has been 
named Norge representative. J. J. 
Magidson is president-treasurer of the 
concern. 

Chicago—APCO Radio & Appliance 
Co., 39 S. La Salle St., has been in- 
corporated, with 100 shares common, 
p. v. $100; incorporators: Louis Kar- 
zen, Hazel Karzen, Richard S. Gurvey. 
The firm will deal in new and used 
radios and phonographs, etc. 
Dundee—A certificate of incorpora- 
tion has been granted to Dundee Elec- 
tric Appliance Co., 126 W. Main St., 


with 1,000 shares common, n. p. v.; 
incorporators: George P. Sotos, Mrs. 
Margaret M. Sotos, Miss Sophia M. 
Sotos. 

Chicago—Beverly Appliance & Auto- 
matic Heating Service, Inc., 1610 W. 
87th St., has been incorporated with 
100 shares common, p. v. $100; in- 
corporators: Theodore Johnston, Ed- 
ward G. Sorley, George D. Knapp. 
Household appliances will be featured. 


INDIANA 


Monticello—A building has been 
erected on S. Main St. for occupancy 
by the new electrical appliance _ shop 
of Raymond Dittman. 

Elkhart—Kiser Furniture, handling a 
complete line of appliances, has opened 
at 121 S. Main St., with Raymond S. 
Kiser as proprietor. 

South Bend—Baer’s Home Outfitters, 
handling home appliances, etc., has 
opened at 315-317 S. Michigan St. 
Melvin H. Baer is proprietor of the 
new firm. 

LaPorte—William Phalen has pur- 
chased the interest of Mrs. Laura M. 
Smith in the Smith Music Shop and 
will operate in the future as William 
Phalen, Inc. The firm will handle 
ranges, refrigerators and other appli- 
ances. 

South Bend—Andrews & Medema, 
Inc., 406 S. Columbia St., has been in- 
corporated to deal in appliances, etc., 
with 1,500 shares n. p. v.; incorpora- 
tors: Albro M. Andrews, Peter J. 
Medema, Arthur Kuiper. 
Indianapolis—A certificate of incorpo- 
ration has been issued to David V. 
Maurer Appliance Corp., 919 N. Sen- 
ate Ave., to deal in new and used 
electrical appliances; incorporators: 
David Maurer, Virginia Maurer and 
Martha Maurer. 


IOWA 


Lege—=. L. Graham is opening the 
Graham Appliance store soon in Logan. 
Harlan—Carl Mark and Paul Grulke 
are opening the Harlan Appliance Co 
here. 

Reinbeck—Wheeler Appliance Co., 
Reinbeck’s newest electrical firm, has 
opened for business under the manage- 
ment of Wayne Wheeler. 
Waterloo—The Davis Radio Shop, 
closed since 1943, has been reopened by 
U. W. Davis, proprietor. 
Oclwein—Capitalized at $20,000, the 
Century Radio Corp. of Iowa has been 
incorporated to deal in radio, radar, 
television equipment and accessories. 
M. K. Widdekend of Chicago is presi- 
dent of the new corporation. 
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ding economy of operation. 


COROAIRE, therefore, is the 
only complete automatic winter 
air-conditioning unit of the con- 
sole or free-standing type. It 
heats and conditions a conven 





tional 5 to 6 room space at ze 

temperature without extrefme 
temperature differentials, with 
an efficiency and cost unheard 
of heretofore. It’s a remarkable 


new invention! 


READY FOR PRODUCTION — ROLLING NOW! 


COROAIRE Heaters—gas or oil-fired—the sensation 
of the heating industry are in production now. Prior to 
the war thousands of COROAIRE units were manu- 






factured, sold and placed in use during its development 
period and continue giving economical, satisfactory 
service. COROAIRE requires no special engineering 
or installation knowledge. COROAIRE is especially 
designed to heat and condition 
one floor establishments. 






COROAIRE Ektends a Helping Hdnd to/Distributors and Dealers 


e-flue travel that holds gases, utilizes heat 


t heats more economically, holds heat longer. 
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KANSAS 


Wichita—R. R. Lindsey, manager of 
Lindsey Radio Appliance Co., Hilltop 
Manor, announces the opening of a 
shop at 213 E. Williams St., featuring 
small appliances, radios, etc. 


MARYLAND 


Baltimore—A second store devoted 
exclusively to the sale of radios and 
appliances has been opened by the 
Standard Merchandise Co. at 2239 N. 
Fulton Ave. 


MICHIGAN 


Saginaw—Chapman-Shea, Inc., a new 
furniture and electrical appliance store, 
has opened in temporary quarters at 
509 Genesee. Alterations are being 
completed under = direction of M. S. 


Chapman and J. L. Shea, co-partners 
in the new firm. 
Saginaw—The Banner Appliance 


Sales Co. has opened its doors, and 
will handle household and electric ap- 
pliances, it has been announced by <he 
proprietors, Wesley R. Rork and Ralph 
D. Goodman. 


MINNESOTA 


Minneapolis — Appliance Center, a 
new household appliance firm, will be 
opened at 300 Nicolet Ave. by Harold 
T. Reedy and Rudy Peterson. A new 
building will house the store 


MISSISSIPPI 


Bay St. Louis—The Leader Furni- 
ture and Appliance Co. recently op- 
ened for business on Blaize Ave. under 
the management of Bill and Lloyd 
Bass, formerly of Gulfport. 


MISSOURI 


Kansas City—A combination appli- 
ance and furniture store has been op- 
ened by Gorman, Inc., in suburban 
Kansas City, in the Linwood-Troost 
district. Sam Gorman is president of 
the concern, and a brother, Joseph, is 
vice-president. 


The following concerns have been is- 
sued certificates of incorporation : 


St. Louis—Metropolitan Home Equip- 
ment Co., 211 N. 7th St.; to buy and 
sell appliances, etc. ; 300 shares par 
value $100 each authorized, commence 
with $4000; incorporators: Genevieve 
Borkowski, Henry Borkowski, Max 
Berger, Sam Berger, Rose Berger, 
Laura Berger, all of St. Louis. 
Clayton — Clayton Appliance ant 
Service Co., 7719-21 Clayton Rd. ; 
deal in appliances : 600 shares ies 
value $50 each authorized, a 
with $4500; incorporators: Chas. W. 
Wilmes, St. Louis; Robert L. Bailey, 
Richmond Heights : Walter Hershfelt, 
Kirkwood. 

Springfield—Aton-Luce Electric Co., 
Inc., 988 S. Jefferson St.; wholesale 
and retail appliance business; 100 
shares p. v. $100 each authorized, com- 
mence with $9,000; incorporators: 
Walter B. Aton, Oliver F. Luce, Helen 
M. Luce, all of Springfield. 

St. Louis—Shaw Refrigeration Sales 
& Service, Inc., 5211 Chippewa Ave.: 
to deal in refrigerators and refrigera- 
tion equipment; 1000 shares n. p. v. 
authorized, commence with $2,000; in- 
corporators: Guy C. Shaw, Richmond 
Heights; Harry B. Caldwell, and D. J. 
Bolfing, St. Louis. 

Waynesville — Robins Refrigerator 
Corp.; to sell refrigerators and parts; 
750 common shares p. v. $100 each and 
250 preferred shares p. v. $100 each au- 


thorized, commence with ree: 
— incorporators are: J. D. 

e, S. R. Robins and N. Robine all 
of ‘aynesville. 


NEBRASKA 


Lincoln—The DuTeau Chevrolet Co. 
has opened a new appliance store at 
13th and L Sts. Firestone major ap- 
pliances are featured. 


NEW HAMPSHIRE 


Keene—Joseph H. Johnson, radio re- 
pairman, will have on display radios 
and household appliances at The Mel- 
ody Shop, 9 Lamson St. Ruth Ricci 


is the owner of the store. 


NEW YORK 


Buffalo—The Bison Electrical Co. has 
purchased the building at 1135-39 Main 
St. for the sale of electrical equip- 
ment. 


has been established in modernly 
equipped quarters at 19 W. 2nd St. 


The following business names have 
been filed in New York recently: 


Buffalo—Gordon F. Bennett Radio 
Sales & Service, 319 W. Ferry St., by 
Gordon F. Bennett. 
Buffalo—Lindner Reliable Radio Sales 
& Service, 1454 Jefferson Ave. by 
Henry J. Lindner. 
Buffalo—Burgasser Appliance Store, 
1200 Hertel Ave., by Frances L. Bur- 
asser. 

uffalo—Arrow Radio & Appliance 
Co., 1709 Main St., by John R. Zim- 
merman. 
East Aurora—Universal Service & 
Appliance Co., 394 Main St., by Jo- 
seph J. Lucas. 


New incorporations in the state of 
New York include: 


Buffalo—Factor-Rapp Electrical Ap- 
pliance Co., Inc., with a capital of 
shares; incorporators: A. Irving 
Milch, William Zelermyer and Eileen 
Richards, all of Buffalo. 
Ossining — Bakers, Ossining, Inc.; 
capital $5,000 in $5 shares; to deal in 
electrical appliances; incorporators: 
Stuart Baker, Jr., Edith K. Baker, 24 
Maple Place, Ossining ; Albert L. Ken- 
nelly, Sleepy Hollow Rd., Scarbor- 
ough. 











COME IN, VENUS—She's not trying to contact the planet, but Miss Venus Ramey, 
who is also Miss America, 1944, is doing all right as she tests the tone range of the 
first peace-time home radio to roll off the Crosley Corporation's assembly lines. 








Jamestown—The A. & N. Refrigera- 
tion Sales & Service has been estab- 
lished in Jamestown. Principals of the 
firm are Thomas J. Abadessa, 27 
Derby St. and James S. Nalbone, 112 
Crescent St. 

Buffalo—Samuel Pollack and Regi- 
nald N. Blakemore are treasurer and 
president, respectively, of a new firm 
known as Pollack & Blakemore Furni- 
ture, Inc., which is opening at 578-82 
Broadway. 

Buffalo—A certificate of partnership 
has been filed here for Community 
Appliance Co., 1488 Filmore Ave., by 
James J. Battaglia and Samuel L. 
Gerass. 

Jamestown—Acme Radio Shop has 
been established in Jamestown under 
the management of Mario Giambra, 12 
Scott St., and Dominio Giambra, 214 
Winsor St. 

Attica—Quentin S. Clark and Wood- 
ams P. Clark of Clark Electric Appli- 
ances are opening an electric appli- 
ance store at 7 Main St. and are 
accepting orders. 

Jamestown—The Victory Radio Shop 
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New York City—Apex Electrical 
Products, Inc.: to deal in appliances; 
$50,000 in $100 shares; incorporators: 
Barnet D. Golden, Louis I. Schwartz, 
Elizabeth Levitt, 152 W. 42nd St., 
New York City. 

New York City—Bauer's Radio, Inc., 
Queens ; to deal in radios, radio equip- 
ment, and appliances; $50,000 in $100 
shares; incorporators: George J. 
Sauer, Ottilia Bauer, 62-10 Elwell 
Crescent, Rego Park, Gilbert Flatow, 
78-17 68th Rd., Middle Village. 

New York City—National Electric 
Appliances Co., Inc.; household appli- 
ance retailers ; $20,000 in $100 shares; 
incorporators: Murry Conners, 159-34 
Riverside Drive, New York City; 
Louis Camara, Eugene Camara, 466 E. 
46th St., Brooklyn. 

New York City—Electronic Appli- 
ance Corp., Bronx ; 100 shares n. p. v.; 
incorporators: Harry A. Lieb, 29 
Broadway, Jacob W. Friedman, 170 
Broadway, Harry W. Cohen, 252 W. 
27th St., New York City. 

New York City—Brady Appliance 
Corp., Brooklyn; $20,000 in $100 


shares; incorporators: Charles Wil- 
liam Clouse, Regina Brady Clouse, 740 
E. 37th St, Arthur Sylvester Con- 
nolly, 209 E. 16th St., Brooklyn. 
New York City—Consumers’ Gas 
Range and Refrigerator Co., Inc., 
Brooklyn; to conduct a gas and electric 
appliance business; 900 shares prefer- 
red, $10 p. v., 200 shares common 
Nn. p. V.; incorporators : Irving Shultz, 
Laurence Naboshek, Leo H. Zipkin, 
521 Fifth Ave., N. Y. C. 

New York City—Brilliant Lamps, 
Inc.; capital 200 shares n. p. v. stock, 
to deal in electrical appliances; in- 
corporators: Esther Karl, Evelyn 
Derner, Maxine Pincus, 350 Fifth 
Ave., New York City. 


NORTH CAROLINA 


Greensboro — Greensboro Appliance 
Co., this city’s newest business, has 
opened at 720 W. Market St. 
Winston-Salem—Gam Bates, H. S. 
Cody and Gaylord Walker have organ- 
ized the Home Appliance Co., 105 
Hawthorne Rd., to handle all types of 
appliances, etc. The firm’s service de- 
hemes will be in charge of Frank 
Edwards as general manager. 
High Point—Utility Appliance Co. 
has opened at 203 S. Main St. J. P. 
Hollingsworth, proprietor, says the 
firm will feature a complete Westing- 
house line. 
Greensboro— <A new firm handling the 
Westinghouse line, Morgan- Jarvis 
Electric Co., has just opened in the 0. 
Henry building in temporary quarters, 
and will move to 210 N. Elm St. Roy 
Morgan and W. A. Jarvis are part- 
ners, and J. A. Belton, formerly with 
Westinghouse in Chicago, has joined 
the organization. 


OHIO 


Columbus—Tropicana Record Bar, 
3361 N. High St., a branch of the 
Clintonville Electric Co., owned by 
Lloyd B. Hinton, recently opened for 
business, featuring radios, records and 
individual recordings. 

Toledo—Jay Isaacson, owner of To- 
ledo Tire Corp., recently organized 
World Radio Appliance Co., at 1020 
Madison Ave., to handle Arvin radios 
and other appliances. Maurice N. 
Isaacson is vice-president and Harry 
Rosenzweig is secretary-treasurer. 
Toledo—Roland Weintraub, proprie- 
tor of Roland Jewelry Co., has opened 
the Roland Appliance Shop, 1253-55 
Dorr St., and will feature several weil- 
known lines. 

Toledo—Harry’s Auto Stores has en- 
larged its downtown Summit St. out- 
let, one of five in Toledo, and plans to 
add a special major appliance and ra- 
dio section. 

Toledo—W. W. Gravelle, owner of 
the Gravelle Furniture Store, 939 
Summit St., plans to open three appli- 
ance branches in Toledo, the first at 
the corner of South and Broadway, 
the others in W. Toledo and E, To- 


edo. 

Columbus—W. C. Kennedy & Son 
Co., 210 S. High St., hardware deal- 
ers, have acquired property at S. High 
and Walnut Sts. for a store which will 
feature an appliance department. 
Toledo—With Maurice Arnold as 
president, Arnold, Inc., this city’s new- 
est appliance shop, has opened at Ful- 
ton and Delaware Sts. ifeaturing 
Norge and Zenith products. 


Newly-incorporated appliance firms in 
Ohio include : 


Silverton — Dreidame’s Appliance 
Mart, Inc.; authorized capital $25,000; 
incorporators: Robert F. Dreidame, 
309 Atlas Bank Bldg., Cincinnati, Am- 
brose H. Linhorst, R. M. Gaynor. 
Cleveland—South-East Appliance & 
Service Co.; authorized capital $25,- 
000 ; incorporators : Martin A. Rini, 
Jean Ruther, Joseph M. Horrigan. 
Dayton—Main Appliance & Music 
Co.; 250 shares n. p. v. common stock ; 
incorporators : Henry Leingang, H. L. 
Beigel, Margaret Wack. 
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OKLAHOMA 
Oklahoma City—W. J. Urban is gen- 


eral manager of a new furniture and 
appliance store here known as the 


Household Mart 


OREGON 


Salem—Certificate of assumed busi 
ness name for Keizer Hardware & Ap- 
pliance has been filed by Max J. Koli- 
wer, Alice O. Koliwer and Edith E. A 
Striggow, all of 1780 Chemeketa St 
Portland—The Edrick Electric Co 
has opened an electric appliance head- 
quarters at Union & Hawthorne Sts 
Eugene—Garrett Appliance Co. has 
opened with a complete modern stock 
in the Miner Building 
Portland Che Par} K Rose Electric 
Co. has been pened by V. A. Fox, 
vith a full line of appliances. in Park 


Rost 


PENNSYLVANIA 


Oil City—Keystone Electrical Equip- 
ment Co. has been established at 104 


State St., under the management of 
Clarence Meyer. The firm will spe- 
cialize in electrical equipment and ap- 


nijar 
) es 


RHODE ISLAND 


Providence—The Franklin Appliance 


Store has recently been opened on 
Westminster St 
Providence—Dealers, Inc., has been 


organized by Saul Friedman, Peter M 
O'Reilly and Lawrence A. Mooney, all 
f Providence, for the purpose of buy- 
ing, selling and trading appliances and 
furniture. Authorized capital is 100 


shares n. p. v. common 


SOUTH CAROLINA 


Spartansburg—Frank P. Gary, who 
was associated with Duke Power Co 
for 15 years, announces the opening of 
Frank P. G J i 
x rank sary, retrigeration Saies anc 
service, with tem porary offices at 806 
Howard St. Repairs will be a specialty 
of the nirm 


TENNESSEE 


Memphis—J. H. Bates, owner of the 
American Insulation & Appliance Co., 
2130 Madison at Cooper, has purchased 
the American Appliance Co., 2129 Cen- 
tral at Cooper, and will sell 
ice appliances. 


and serv- 


Lawrenceburg—Nick G. Hollander 
and H. A. Hollander have opened H. 
& H. Electric Appliances on N. Mili- 
tary St., with a complete line of ap- 
pliances. 

LaFollette — Woullard’s Electric 
Shop, featuring refrigeration service as 
well as general appliance merchandise, 
opened recently at 148 N. Tennessee 
Ave. 

Memphis—Kitchens, Inc., has re- 
ceived a charter to handle kitchen 
cabinets and appliances. Incorporators 
are Albert S. Carruthers, Louis Car- 
ruthers, G. H. Kensinger and Jack L. 
Erb 

Knoxville—White Produce Co., 517 
Western Ave., announces the opening 
of a home appliance division to serve 
the Knoxville territory. 
Milan—Milan Tire & Appliance Co., 
147 Main St., has announced that it 
will handle a complete line of G-E 
appliances in its new store. 
Knoxville—The Standard Supply Co., 
featuring electrical equipment, has op- 
ened for business at 620 N. Gay St. 
Ted Lindsey is manager. 
Memphis—tTennessee Valley Appli- 
ances, Inc., has received a charter to 
manufacture and deal in radios and 
appliances. gy mone sos are S. J. 
Benson, A. W. Gardner, C. Rudolph 
Johnson and William W. Goodman. 
Alamo—A new retail furniture and 
appliance store has been opened on 
Court Square by the R. L. Ronk Co. 


TEXAS 
Mineral Wells—Jack F. Massengale 


has resigned as assistant purchasing 

gent for Texas Electric Service Co. 
and has opened the Massengale Appli- 
ance Co. at 113 S.E. First Ave. 


UTAH 


American Fork— Keech Electrical 
Service, owned and managed by C. G. 
Keech, and handling the Hotpoint line, 
is a new enterprise in American Park. 
Ogden—The Standard Electric Co., 
Ogden’s newest electrical appliance 
firm, has opened for business 


VIRGINIA 


Richmond—The Dabcar Corp. has 
been chartered with maximum capital 
of $15,000 to deal in radios, electrical 
appliances, etc. B. M. Dabney, Jr., is 
president. The firm will open for busi- 
ness at 121 W. Brookland Park about 
January 1. 





COLEMAN CONFAB: Divisional managers and officers of the Coleman Co., Inc., 
met recently in Wichita to plan production of home heating equipment. Pictured 
are, left to right, L. F. Mann, Chicago manager; Carl Burrows, eastern division 
manager; R. R. Sterling, manager of the central division; Sheldon Coleman, execu- 
tive vice-president; Ralph W. Carney, vice-president and sales manager; W. C. 
Coleman, president and chairman of the board; W. J. Weldon, Toronto, general 
manager of Coleman Lamp and Stove Co., Ltd.; and F. R. Stephens, manager of 


the western division. 























































































































COOLING PLUS is wrapped up in the blades of these new General Electric fans, 


massed at the end of the production line. 
cool summer, because there will soon be enough to go around. 
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That smile of ida Roman's promises a 





STREET CARS GO MODERN: Fluores- 
cent lighting was introduced for the first 
time in a surface transit vehicle when 
this trolley was exhibited in a “Caval- 
cade of Progress” exposition in Washing- 
ton, D. C. Interior illumination is pro- 
vided by a single row of Sylvania lamps 
mounted end-to-end on the ceiling of 
both sides of the car. Supplemental 
lighting is provided by Sylvania lamps 
mounted across the rear of the car and 
bearing the legend, “Good seats here.” 















Portsmouth—Capitalized at $50,000, 
New Home Appliance Corp. has been 
organized to deal in household appli- 
ances, etc. A. G. Sweet is president 
of the new firm. 

Radford—aA charter has been granted 
to Appliance Servicecenter, Inc., to 
conduct a general electric 'sales and 
service appliance business; maximum 
capital is $25,000. James D. Riley is 
president. 


WASHINGTON 


Davenport — Edmund P. Codd, for 
many years with the sales department 
of the Washington Power Co., is open- 
ing an electric appliance store in Dav- 
enport. 
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Spokane—C. J. Hurd, general man- 
ager of the Hurd Farm Electric Sup- 
ply Co., announces the opening of the 
new firm at W. 203 Trent Ave. Asso- 
ciates in the concern are Mrs. L. F. 
Clukey, L. C. Nihoul, E. R. Russell 
and Hugh Rear. 


Kelso—Leon C. Breese, formerly of 
Tacoma, has opened an electrical 
appliance store at Academy & First 
Sts. 


Spokane—Lloyd’s Sales & Service is 
moving to a new location just com- 
pleted at N. 2526 Division St. Lloyd 
Distad is the proprietor. The firm 
specializes in heating and air condi- 
tioning equipment. 


Kelso—Robinson Appliance Co. is op- 
ening at 209 Oak St., featuring White 
electric heaters. 


Kalama—J. J. Kudlacek, formerly a 
salesman for the Marshall-McCall Co. 
in Longview, and J. S. Fulford have 
opened a new store in Kalama and 
will handle appliances as they are 
available. 


Longview — Krivanek Electric Co. 
have opened at 1166 Commerce St. 
with a full line of appliances, specializ- 
ing in Sunbeam products. 


Seattle—According to announcement 
by E. S. Martin, president, the Martin 
Furniture Co. will open a new branch 
outlet at 1816 Eighth Ave. to feature 
appliances. The building will be re- 
modeled. 


WISCONSIN 


Sun Prairie—T. & S. Appliance Co., 
with Maxwell Thorpe and Charles 
Sweet as principals, will open for busi- 
ness in the remodeled Mueller store 
building. 

Waukesha—Western Auto Associate 
Store has opened a new unit in Wau- 
kesha, handling appliances, etc. 


Baraboo—Eddie Coughlin, proprietor 
of the Ed. W. Coughlin Appliance Co., 
handling General Electric exclusively, 
will open his store shortly at 
Fourth St. 

Milwaukee—Erwin J. Kitzrow and 
several associates have organized 
Kitzrow-MacMillan, Inc., which will 
deal in appliances, both electrical and 


gas. 
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E DISTRIBUTOR NEWS 





CALIFORNIA 


The Frank Edwards Co. dis- 
tributor of Farnsworth radios, Deep- 
freeze units and other appliances, has 
purchased a building at 382 Sixth St., 
San Francisco. 

New and larger quarters at 820-830 
West Olympic Boulevard, Los Ange- 
les, have been purchased by Kierulff 
and Co. wholesale distributors for 
Motorola radios. 

Kinney Bros., Los Angeles dis- 
tributors, will soon occupy a warehouse 
and display room in San Diego. Gene 
Kehr will act as San Diego and Im- 
perial county representative for the 
firm, handling distribution sales of 
Stewart-Warner radios, Miracle and 
Arvin table appliances and heaters, 
McAllister vacuum cleaners, and Avia- 
tion Corp. refrigerators. Kehr was for 
eight years traffic appliance manager 
for the Electric Supplies Distributing 
Company of San Diego. J. L. Har- 
grove, general sales manager of the 
firm, has been elected vice-president 
of the firm. 

The Merchandise Mart in San Fran- 
cisco got a new tenant when the Nel- 
son R. Thomas Agency, Inc., recently 
opened an office there to distribute 
Sonora products, Verd-A-Ray and 
Pentray incandescent and _ infrared 
heat lamps. 


DISTRICT OF COLUMBIA 


Brand new radios, vacuum cleaners, 
kitchen cabinets, electric ranges, wash- 
ing machines, and ironers crowded the 
South American Room of the Hotel 
Statler in Washington recently when 
the Mid-Atlantic Appliance Distribu- 
tors conducted one of the first post- 
war showings of electrical appliances. 
The company will move to new quart- 
ers on West Virginia Ave. in early 
1946. 

Columbia Wholesalers, Inc., pre- 
sented a showing of Philco appliances 
to Washington dealers in the Presi- 
dential Room of the Hotel Statler. 
Speakers included John Ballantyne, 
Philco Corp. president; Larry E. 
Grubb, chairman of the board; and 
James H. Carmine, vice-president in 
charge of merchandising. 

Two sailors took up shore-going 
lives again when Captain Joe Camp and 
Lt. B. E. Hynes returned from the 
navy to their jobs with Southern 
Wholesalers, Inc., in Washington. Mr. 
Camp will be in charge of the RCA 
Victor products department and Mr. 
Hynes will direct the Bendix home 
laundry department. 


FLORIDA 


Showings of the new Garod Radio 
line were conducted in Miami and 
Jacksonville in November by the Na- 
tional Radio Distributors, Ltd. Radio 
retailers from southern Florida had a 
week to inspect the new products at 
the company’s display rooms in Miami 
and northern dealers got an eyeful at 
Jacksonville’s Windsor Hotel on No- 
vember 23rd. The combined events 
were staged by Myron L. Alpert. 


GEORGIA 


A. Stanley and Thomas James have 
opened Electric Equipment Co. in Al- 
bany. The new firm, located on Flint 
Ave., will sell in the southwest Georgia 
trade territory. 


IOWA 


A new distributor, the Monitor Ap- 
pliance Co., Inc., has opened for busi- 
ness at 812-24 Mulberry St. in Des 
Moines. The company will distribute 
electric appliances manufactured by 
the Monitor Equipment Corp. in Iowa 
and western Illinois. President of the 
new firm is R. E. Hannon. 


KENTUCKY 


Frank C. Ogle, Jr., formerly with 
the duPont interests, has returned to 
Louisville as sales engineer for the 
York Air Conditioning Division of 
the Electrical Appliance Distributors 
of Ky. 

The Monitor Equipment Corp. of 
New York has announced the election 
of Alfred Uhalt of New Orleans as a 


Plaza Hotel, Boston. Over 700 New 
England dealers were present to see 
the 43 new radios and radio phono- 
graphs, 12 refrigerators, and 4 each 
of the home freezers and air condition- 
ers. Chief .peaker at the meeting was 
T. A. Kennally, vice-president in 
charge of sales of the Philco Radio 
and Television Corp. 


MINNESOTA 


Northwest Distributing Co., hand- 
ling the Universal appliance line, 
announces new office and display 
quarters at 1012 LaSalle Avenue, 
Minneapolis. 

Midwest Electric Co., electrical 
wholesalers presently located at 211 
South Third St. Minneapolis, will 
build a combination warehouse and 
office at Eighth Ave. South and Third 
Ave. A two or three-story building 
of brick and tile is planned. 


MISSOURI 


Anchor Distributors have announced 
a new plan of expansion to meet post- 









































pw 


“WILL YOU GO UPSTAIRS, DEAR, AND ADD THAT MOZART CONCERTO?" 








firm director and the assumption by 
the company of the distributorship of 
Louisiana-Mississippi, Ltd’s. house- 
hold and electric appliance line. M.,. 
Uhalt stated that the New Orleans 
branch of Monitor will be known as the 
C. G. Staubitz Company, under the 
direction of Mr. Staubitz, ex-army 
lieutenant colonel. Beginning early 
in 1946 the Staubitz concern will oper- 
ate an appliance chain in New Orleans. 


. MARYLAND 


In Baltimore a three-story building 
is being completely remodeled for oc- 
cupancy by the Free State Distributing 
Co. to serve as its principal outlet for 
major appliances and radios. The Free 
State company is planning to operate 
three retail stores in Baltimore. 

Henry Altpeter has recently rejoined 
the sales staff of the Lincoln Sales 
Corp. in Baltimore, distributor for 
the Farnsworth Radio line and Norge 
major appliances. 


MASSACHUSETTS 


A preview of the new Philco line 
was held recently under the auspices 
of J. H. Burke Co., in the Copley 
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war merchandising demands. In addi- 
tion to intensifying selling methods 
the St. Louis firm will expand its 
present quarters at 1708 Chestnut St. 


NEW YORK 


Soon to be home for Bickford’s of 
Buffalo is a recently acquired five-story 
building at 1209 Broadway, president 
Louis S. Wolk has announced. The 
property is being converted into a 
warehouse, showroom and offices. The 
new location has 60,000 feet of floor 
space and a railroad siding. 

New offices and showroom have been 
opened in Binghamton by the Morris 
Distributing Co., Inc., wholesale dis- 
tributors of major and minor appli- 
ances, according to an announcement 
by Benjamin B. Pouser, vice-president. 
The new address of the firm is 195-199 
Water St. 

Gross Distributors, Inc., has an- 
nounced the appointment of William 
C. Leutz as appliance service manager. 
Mr. Leutz has returned to the organi- 
zation after a war-time leave of absence 
during which he was foreman of pro- 
duction for the Fairchild Aviation 
Corp. 


New manager of the Majestic Rec- 
ord distributing department of the 
Mutual Appliance Distributors of 
Buffalo is Emil J. Weiss. 

The Allied Electric Supply Co., 
Pittsburgh, Pa., was sponsor to a 
gathering of several hundred radio 
retailers from western Pennsylvania 
and West Virginia who met in No- 
vember at the Hotel Roosevelt in New 
York to view the 1946 line of Garod 
radios. Host was Allied’s Bernard 
Samuels. Garod was represented by 
sales manager Lou Silver. 


NEW HAMPSHIRE 


The Granite State Electric Supply 
Co., in a statement issued by Pat Ros- 
siter, president-treasurer, has an- 
nounced that it will re-enter the whole- 
saling of home appliances on a large 
scale. The Manchester firm has ac- 
quired a three-story building with 
floor space of 20,000 square feet as 
part of its expansion program. 


OREGON 


The F. B. Connelly Co. has pro- 
moted Harry J. Moeller to the posi- 
tion of sales manager, one step in the 
organization’s recently announced ex- 
pansion’ program. Mr. Moeller has 
been active in the appliance business for 
twenty years, having served as a local 
sales manager, factory sales manager, 
and district sales manager for the 
Puget Sound Power and Light Co. 

The Eoff Electric Co. has purchased 
a three-story brick building in Port- 
land and will move there from Salem 
within a few months. Eoff Co. is dis- 
tributor for Monitor and GE appli- 
ances. 

The Oregon Hardware and Electric 
Co., has merged with Northwestern 
Co., retaining the former’s name. 
David E. Gross, who was head of 
Northwestern, has become a partner of 
Max F. Cohn in the Oregon Hardware 
and Electric Co. 200 South West 
Washington St. 

Portland is the headquarters for the 
newly organized Florence Distributing 
Co., it was announced by R. Sachs, 
one of the company’s organizers. As- 
sociated with Sachs is Harry J. 
Abrams, formerly radio distributor in 
Chicago. The new business will 
handle Emerald radios. 


PENNSYLVANIA 


Samuel Goldner, Philadelphia dis- 
tributor for Motorola Radios, has 
modernized his electrical and radio 
appliance showroom at 46-50 North 
Fifth St. The new arrangement has 
been designed to present merchandise 
to dealers with a minimum amount of 
shopping. 


RHODE ISLAND 


The Providence firm of De Mambro 
Radio Supply Co. has commissioned an 
architect to design a new one-story 
building of glass and cinder block con- 
struction. 


SOUTH CAROLINA 


New quarters at 1728 Taylor St. 
have been occupied by the Wilson Dis- 
tributing Co. of Columbia. 


TENNESSEE 


In Knoxville the East Tennessee 
Appliance Co. has opened for business 
at 1214 Spring St. Its president, E. I. 
Roberts, has announced that the firm 
will distribute Frigidaire products in 
Greene, Carter, Washington, Johnson, 
and Unicoi counties and parts of Sulli- 
van, Washington (Va.), and Avery 
(N. C.) counties. 
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Tennessee Valley Appliances, Inc. 
is the new name of the Wholesale Ap- 
pliances Division of the Memphis Rub- 
ber and Supply Co. Original stock- 
holders of the Memphis Rubber and 
Supply Co. will continue to hold stock 
of the new company. A. W. Gardner 
is president and S. Bernson is secretary 
and treasurer. 

Wholesale distributor in Memphis 
for Admiral radios is Orgill Bros. and 
Co. of West Calhoun St. 


TEXAS 


The Paul Blackwell Co. of Dallas 
recently treated dealer guests to a 
buffet supper and a display of new 
appliances and radios at the Melrose 
Hotel. District sales managers from 
represented manufacturers were on 
hand to explain and to discuss the 
availability of the new products. RIGHT ON HAND: Max H. Krich, 

Priorities have been approved for a president of Krich-Radisco, Inc., RCA 
new $400,000 structure to be built by Victor distributors for New Jersey, 








































the Straus-Frank Co. in Houston. couldn't wait to get his hands on the 
first new model RCA radio, so he was 
VIRGINIA right at La Guardia field when it was 


Louis O. Bowman, Inc. of Richmond flown in. 
has doubled the size of its home by 
| occupying new quarters in a five story 
building on Cary St. 
William R. Reay, 77, wholesaler in 
| electrical supplies in Tidewater, Va., 
and eastern North Carolina, died No- 
vember 14 at his home in Norfolk. 





dealers in Virginia and West Virginia, 
Lon M. Rish, president of the parent 
company, also heads the new business. 

i. P M4 WASHINGTON General Manager for Dixie Appliance 
Built with YUamMc’e | is Harry H. Lawson. Formal opening 
— Harper-Meggee, Inc., Spokane, re- ceremonies of the company were high- 

cently sponsored a showing of the jighted by the Philco “victory con- 
Bendix home laundry to a gathering yention” which outlined the company’s 


of fiity dealers, at the firm’s new home merchandising plans and presented the 
at North 734 Division St. Speakers 1946 household appliances. 


New Sales Features 





t : were N. E. Schumann, Bendix district 
e LYON KITCHEN CABINETS are packed nadie "alee sales manager, and L. G. Albert and WISCONSIN 
with ‘'sell-on-sight’’ features that will give open at a touch Gene Gollihur of Harper-Meggee. The Associated © Distributors of 
dealers the edge with buyers in every price Tacoma’s Love Electric Co. has Madison found that names were con- 
range . . . Tap-O-Matic doors that swing 































opened a branch for merchandise at 325 fusing, so on November 1 the firm 


at uch.. helves that are adjust- , : , 
able oh me gp co pon gy eas F I W estlake, North, in Seattle. E. D. officially became known as the F. P. 
and drawer fronts that are fully sound-in- “#4 Temmel is manager. : Dunn Co. and further dodged confu- 
sulated . Sleek rounded corners that , 7 “he : [wenty-three year old Richard L. sion by moving to 725 East Mifflin St. 
harmonize with modern kitchen appliances Connelly has returned to his position No changes in management or owner- 
. . Drawers that glide in and out easily on “oe as a salesman with his father’s firm, ship have been made. 
roller bearings r y 


es J Clark Supply Co., Milwaukee, has 
opened a branch office in St. Paul. R. 
S. Bennett is manager. 


With a minimum stock of Lyon flexible 
units you'll have everything you need for 
both remodeling operations and new homes. 


Installation that provides ‘custom-built Sleek round Wisconsin and upper Michigan is the 
beauty” in any size and type of kitchen is corners on all field for the Lerner Appliance Dis- 
quick and easy cabinets tributors, Inc., Milwaukee, who have 


And you'll get the planned, enthusiastic 
support of Lyon's nation-wide organization 
in setting up and capitalizing this great line. 
Right now, Lyon Salesmen are taking orders 


recently been appointed exclusive dis- 
tributors for Monitor home appliances. 
Fenton Kelsey, Jr., and associates 


for business-building displays. . . backed a - have chartered the Kees Appliance Co. 
by an effective combination of advertising r _ in Madison to distribute electrical 
and direct selling help that’s concentrated Gene ee _ appliances. 
right in your selling area. y 2 ra 

Inquire of the nearest Lyon office or write f . 
to address below for information about f - J 
Lyon Kitchen displays and a dealership on — / Johnson Rubber Appoints 


this DYNAMIC Kitchen Line. National Sales Representatives 





justed by hand on President Smith Johnson, of the 

RVONs METAL PROOUETS 2-taob centers RICHARD L. CONNELLY Johnson Rubber Co., Middlefield, Ohio, 

INCORPORATED announces the appointment of the 

General Offices: 2112 Monroe St., Aurora, Ill Johnson-Sperry Co., Middlefield, Ohio, 

Branches and Dealers in All Principal Cities as national sales representatives, han- 

—=sTf. the F. B. Connelly Co. of Seattle, after dling the entire sales of both the 

{7 . SN nearly four years in the navy. parent company in Middlefield and the 
—"\\ Pawling, N. Y., branch. 

-S) ' WEST VIRGINIA This new sales organization is 

\ modern one-story building at 232 headed up by Hugh M. Johnson, for- 

Bluefield Ave. is the home of the new merly vice-president and general 

K { T Cc H FE N Cc A Q | N E T S Dixie Appliance Co., which opened for manager of Johnson Rubber and 

: ie Des ude | business in Bluefield on November 20. Pierce Sperry, formerly vice-president 

SEE OUR DISPLAY in Exhibit Hall, 4th Floor, odlee bewtammiie | The new firm is a subsidiary of the and sales manager, both having been 

Palmer House, December 30 to January 4 easy operation Bluefield Supply Co. and will dis- connected with Johnson Rubber for 

tribute major household appliances to the past 20 years. 
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IT’S THE NEW 





| .. SEE IT AT THE SHOW 


: See this new SURF Appliance—a room conditioner BEAUTY... , Tubular Chrome base . . . Chrome 


q for year ’round SALES. heater grill . .. Separate modern fan 
i! guard. 
In Winter it’s a Heater—in Summer it’s a Fan— 
just snap off the heater housing and a big 10-inch STRENGTH. . an ar 5 gr Sa metal... 
fan with separate fan guard provides a plus value Quality material and workmanship. 
that extends heater sales into summer. OTILITY. Big 10-inch fan for summer . . . 1320 
“ You have to see the SURF Heater-Fan Combina- wane forced air room warmer oe 
0, : , : . : Winter. Both fan and heater tilt. 
1e tion to believe how beautiful and practical this all- 
~ season, year round room conditioner is. PRI C é e « ¢ « « Well under $20.00. 
- 
ROOM 1034W fovicnce nentecurers exist PALMER HOUSE 
* Appliance Manufacturers Exhibit 
al 
id 
nt WRITE for complete information 


Pn 
or 


G-M LABORATORIES, INC. ° 4292 N. KNOX ST. ° CHICAGO 41, ILLINOIS 
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| You Can Become a 






- An ©xcip; nts 
World ig jn, "OW NOW the oo know 
Charter Member xi" eke 


of the 


Best Informed 
Audience in the World 


The job that SCIENCE ILLUSTRATED 
has set for itself 
has never been done before. 


The need for such a magazine has long existed but the 
demand was never as pressing . . . the American public 
was never as inquisitive minded .. . as science-hungry 

. as deeply conscious of impending changes in our 
social and economic life as it is today. 


SCIENCE ILLUSTRATED will cover the broad 
fields of science, invention, mechanics and discovery. 





It will discuss the new challenges and opportunities 
that are coming out of radar, the heady secret of the 
atom, and the amazing, world shaking advancements 
in communication and transportation. 


It will interpret, for the progressive thinking layman 
as well as for the business man, the great new triumphs 
in drugs, medicines, chemicals, metallurgy, textiles, 
fabrics, food processes, materials, methods, procedures 
— the entire range of scientific achievement — in terms 
of their contribution to better living. 


SCIENCE ILLUSTRATED will report, interpret, and 
project! It will be fast and fascinating reading —a 
thrilling new magazine for an exciting new world! 





Experience Plus ‘“Know-How”’ 
Will Produce SCIENCE ILLUSTRATED! 


To bring you this month by month reporting of progress and 
achievement McGraw-Hill has assembled the finest talent avail- 
able. Working hand in hand with the men pictured here is a 
top-flight staff of science writers, artists and photographers 

. men with long experience in making science understandable 
and interesting. 


In addition, the editors of SCIENCE ILLUSTRATED will have at 
their command the great technical, consulting, research, and 
world-wide news gathering facilities of the McGraw-Hill Pub- 
lishing Company. 196 editors, writers and technical experts, 

| which staff the McGraw-Hill publications, will serve as con- 
sultants. All of McGraw-Hill's publishing experience and finan- 
cial resources are behind this thrilling new magazine. 


. 2 — 


Dr. Gerald Wendt — Editorial Director: 
Editor, scientist, author, lecturer—most recently, 
full time science consultant for Time-Life . . . 
New York World's Fair Director of Science and 
Education . . . a practical, working scientist. 


Harley W. Magee — Editor: Newspaper re- 

porter, staff writer and, at one time, city edi- 

tor for Associated Press in Chicago . . . formerly 3 
managing editor of Popular Mechanics ...a Ai 
writer with long experience in interpreting sci- 

ence for the lay reader. 


Dexter Masters — Editorial Consultant: 
Editor of Army Air Forces magazine, “Radar” 
. . » formerly staff member Radiation Labora- 
tory, Massachusetts Institute of Technology . . . 
formerly member of Fortune's Editorial stoff 
. . . first editor of Tide. 
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Meet a New 





and Different 
Magazine! 








In its pages, month after month, the products, devel- 
opments, and horizons of scientific achievement will 


come alive in terse, sparkling text and dramatic, col- N.B. to Advertisers: What kind of an audience will be 


orful pictures. available to you in SCIENCE ILLUSTRATED? Obviously, 
The subjects discussed in SCIENCE ILLUSTRATED ee a ee Oe 
will be of vital importance to everyone in every walk - ++ the sort of people that are a step ahead of the 
of life. No matter where your interests lie —in the prod- parade in interests, desires and purchasing power. The 


ucts and processes of business or in the things which 
make for better and more efficient living — you will 
read this new magazine with profit, and with interest. 


initial print order will be 500,000 copies. Forms close 
on February 10th for the April issue. Write to SCIENCE 


ILLUSTRATED or telephone your nearest McGraw-Hill 
If you would like to keep abreast of the world of 
tomorrow make your reservation NOW for the 


first twelve issues of SCIENCE ILLUSTRATED. 


office for complete information. 











Science Illustrated 


FIRST ISSUE ON THE 330 West 42nd Street 
NEWS-STANDS APRIL, 1946 New York 18, New York 


Price per copy 25 cents. 


Yes —! want to become a charter member of the best informed audience in the world. Enclosed 
is my check (or money order) for $3.00. Please send me the first 12 issues of SCIENCE 


ANNUAL SUBSCRIPTION . . . ILLUSTRATED — starting in April, 1946. 
3, 
4 7 A Ne eee ee Perr 
’ Hy : Savet und IR Soh ons, chi. cank 16 eakhwe 
; ts Lin wh katy wae cheered bs Cees bee ebhoweueebnd 
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AN AMAZING 
NEW APPLIANCE! 


Priced at only $12.95, The Breakfaster is a “sales natural” for 
homes, apartments, or college dorms—for a quick breakfast, a 
regular meal, or an off-hour snack. Makes golden-brown toast 
in the convenient pull-out compartment, while at the same time 
the top plate can be used to brew coffee, boil eggs, heat soup, 
cook vegetables; fry meat, fish, eggs or potatoes. 

The Breakfaster is ready for use anytime and anywhere! 
Operates on 60 cycle, 110 volt AC or DC current. Sturdily made 
for trouble-free service. Heating element is entirely covered. 
Toasting compartment easily and quickly removed for cleaning. 


CALKINS APPLIANCE CO. 


NILES «+ MICHIGAN 





On Display at 
HOUSEWARES SHOW 














Booth 3, 4th Floor 4 VIZ, A 
s/s A 
PALMER HOUSE Y/ 
CHICAGO J 
e fy 


FURNITURE SHOW 
Room 48, 17th Floor 
FURNITURE MART 
















NEW NERA: Chapter 10! of the National Electrical Retailers Association was 


recently formed in Jefferson City, Mo. 


Founders and officers are shown. Left to 


right, front row: Milo H. Walz, vice-president; Gene Schneider, president; John G. 
Toennes, secretary. Back row: Elwell T. Tennyson, Herb Gordon, Charles B. Gillespie 
all directors, and Larry Schwieterman, treasurer. 


Westinghouse Expands 
Lamp Department 


An all-time record lamp business in 
the next three years will top even the 
unprecedented demands of wartime, 
Ralph C. Stuart, vice-president in 
charge of the Westinghouse Lamp Di- 
vision, predicted in announcing an 
equipment expansion and moderniza- 
tion program involving $4,700,000. 

Mr. Stuart said market surveys just 
completed indicated that: 

Total Westinghouse lamp sales in 
the domestic market next year will 
more than double dollar value sales in 
1939. These lamp sales include incan- 
descent, fluorescent, miniature, sealed 
beam, photographic and Christmas 
tree, among others 


Tube Sales Four Times Greater 


The company’s electronic tube sales 
to industries, radio stations, X-ray 
equipment manufacturers and other 
peacetime consumers will be almost 
four times greater in 1946 than in 1939. 

The production of parts for electronic 
tubes and lamps—that is, lamp and tube 
parts built for Westinghouse and other 
manufacturers—will be more than three 
times the volume of 1939. 

“During the war years production 
facilities of the Westinghouse Lamp 
Division were increased almost 50 
percent by the erection of three new 
plants at Fairmont, W. Va., and the 
purchase of the Ken-Rad Lamp Divi- 
sion at Owensboro, Ky.,” Mr. Stuart 
said 


Samson Appliances 
to be Fair-Traded 


A new policy of merchandising Sam- 
son electrical appliances, under Fair 
Trade agreements in the 46 states 
where such agreements are valid, was 
announced recently by William G. 
Church, vice-president in charge of 
sales of Samson United Corp. 

The policy was announced as Sam- 
son appliances had begun to come from 
production lines in Oswego and West 
Haven, Connecticut. The Rochester 
plant is still reconverting, with oper- 
ations there confined to fabrication of 
flatiron parts for the Oswego assem- 
bly line. 
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The Fair Trade policy was one of 
the first major merchandising an 
nouncements to come from Samson 
United since it began reconversion to 
the manufacture of electrical appli- 
ances. 


Rhodes Gets Order 
For 165,000 Timers 


The largest peacetime order in its 
history for timers—a contract for 
165,000 of these devices—has been 
received by M. H. Rhodes, Inc., 
Hartford, Conn., large producers of 
such mechanisms 

The order, received from one of the 
leading washing machine manufactur- 
ers in the country, was looked upon 
by company president M. H. Rhodes 
as indicative of the heavy output of 
home appliances being projected. 

In pre-war years, he said, orders for 
timers seldom ran above the 20,000 
level and as a rule ran between 5,000 
and 10,000 units. 


Range and Cooker Business 


Mr. Rhodes said large-scale output 
of ranges and pressure cookers also 
apparently lies ahead, pointing out that 
his company now is handling orders 
from manufacturers of these lines. 

Production already has been started 
on the big washing machine contract, 
which calls for bell-type timers, Mr. 
Rhodes explained. Output has been 
scheduled at 33,000 units a month, 
with deliveries spread for a five-month 
period. 

When full reconversion has been 
achieved about the first of the year, the 
concern anticipates employment in its 
Hartford and New Britain plants 100 
percent above prewar levels, which 
would be a record peacetime high, said 
Mr. Rhodes. 


Free Sewing Machine Co. 
Reopens New York Offices 


New York offices and showrooms of 
the Free Sewing Machine Co., Rock- 
ford, Illinois, located on the 79th Floor 
of the Empire State Building, recently 
damaged by fire when a bomber crash- 
ed into the Empire State Building, 
have been reopened, it was announced 
by L. E. LeVee, vice president in 
charge of sales. 
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Citizen's Radio 
Obstacles Outlined 


Prohibitive expense and_ limited 
roadcast channels will delay the de- 
velopment and extension of the two- 
way radio and radiotelephone market 
to commercial and private users... . 

This deterrent to over-optimism key- 
noted the recent address of Daniel 
E. Noble, general manager of the 
Communications and Electronics Di- 
vision of the Galvin Mfg. Corp., over 
radio station WGNB, Chicago. 

Mr. Noble said that civilian use of 
two-way radiotelephone is feasible at 
the present, but that constant experi 
mentation and research, such as is 
now being carried on in the Motorola 
laboratories, will be necessary to de- 
velop completely satisfactory equip- 
ment. 


Sees Wide Commercial Use 


“There will be wide commercial us« 
yf such equipment,” Mr. Noble stated 
“Police . traction companies 
electric utilities . and the Chicago 
Surface Lines and the Commonwealth 
Edison Co. of Chicago have such sys 
tems in use. An extension of the use 
of mobile radio equipment will pro 
vide bus drivers with a means of 
communicating with the dispatcher 
trucks may be equipped to provid 
for better dispatching control, and 
taxicab companies have requested tlh: 
use of such equipment for taxi dis 
patching.” 

In speaking of private inter-auto use 
of radiotelephone Mr. Noble said 
that the Citizens Radio band set up 
by the FCC permitted only 100 party 
lines. “I look upon the Citizen's 
Radio band as a challenge,” Mr. Noble 
declared. “Satisfactory equipment will 
be developed, but . . there is no 
immediate plan for the production of 
low cost units which will be coor- 
dinated with the telephone system, so 
that you may dial the car required and 
use the Citizen’s Radio band for your 
conversation.” Equipment similar to 
that used on the commercial frequen- 
cies for truck, bus and police communi- 
cation would cost four or five hundred 
dollars per car installation and a 
central controlling station would cost 
two or three thousand dollars, the 
speaker pointed out. 

“There are a great many applications 
for the “Walkie Talkie” and the 
“Handie Talkie” in the post-war 
world,” Mr. Noble went on, mention- 


the company's assembly lines. 
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ing the practicality of such commun 
cation between firemen, walking polic: 
men, building construction workers, 
loggers, miners, oil men, and fire 
fighters. 

In conclusion, Mr. Noble said, 
“There will be a wider use of mobile 
and portable radio equipment in the 
future,” but cautioned that, “There is 
no sudden or miraculous rise of radio 
talkie and car radio applications.” 


San Diego Stages 
"Packaged Light" Drive 


Electrical dealers of San Diego 
County, California recently staged their 
first cooperative selling campaign 
since the war in the form of a pack- 
aged light campaign held during Nov- 
ember. The event was supported by 
the sales promotion of the San Diego 
Gas & Electric Co., which itself has 
withdrawn from direct merchandising 
activities. 

\ compact “Better Light” packag« 
containing three 60-watt, two 100-watt 
and one 150-watt lamp was sold. The 
lamps were not reduced from list 
price, but were sold in a convenient 
package, which was featured by all 
the dealers in town. The total price 
of the lamps included was 88¢—and 
this was the price asked. Three lamp 
companies—General Electric, Sylvania 
and Westinghouse—furnished packages 
to dealers through their regular chan 
nels. Each company likewise furnished 
sales helps and display material. Pre- 
campaign advertising was run through- 
out October in all media. Showcards 
were provided dealers for store and 
vindow display. Advertising was di- 
ected toward selling the public the 
100-watt lamp as standard measure 
~ light. A survey previously con- 
ducted by the utility among customers 
had revealed the fact that the public 
had a false idea of the cost of burning 
a 100-watt lamp—and this was coun 
teracted by suitable facts. 


New Belmont Radio 
Plant at Gurnee, Ill. 


Belmont Radio Corp. has purchased 
a one-story plant on a seven and one- 
half acre tract in Gurnee, near Wau- 
kegan, Ill. Part of Belmont’s manu- 
facturing will begin there about the 
middle of November. The new plant 
will not replace any of the operations 
of the main Belmont factory at 5921 
West Dickens Ave., Chicago. 


IMPRESSING THE PRESS: Conversion from gun mounts to appliances is demon- 
strated to newspapermen by Landers, Frary and Clark. At right are ranges, water 
heaters, and washing machines which have replaced the gun mount on the left on 
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“LOGAN” ELECTRIC ALARM 
by WESTCLOX 

















Newest member of the famous Westclox family—and 
first electric off the Westclox production line—is this 





attractive self-starting alarm! Beautifully designed. 
Moderately priced. Westclox built for long depend- 







able service. 














Westclox products are coming off the line in ever 





increasing quantities — however, for a considerable 
period the demand will exceed the quantity we can 
make, so it will be necessary to allot the available 
supply among our wholesalers. They, in turn, will 
undoubtedly follow a similar procedure and will not 


be in a position to fill your full requirements. 


WESTCLOX, LA SALLE-PERU, ILLINOIS 


E 


















HOME FREEZERS 


Here’s The AMANA MODEL 50! A 5 cu. ft. 
unit. It has everything the Home Freezer 
buyer is looking for. Features that create an 
immediate desire of ownership. Manufac- 
tured under modern production methods and 
backed by all of Amana’s long experience 
and leadership since the beginning of the 





9 cu. #. from 5 to 123 cu. ft. food capacity 






REFRIGERATION DIVISION 


AMANA SOCIETY—AMANA, lowa 


The Complete Amana Line includes Models 





Tugu—SPACE 
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Frozen Food Locker industry. Yes, Amana's 
“know how” in building Freezers assures you 
of units that will sell and stay sold. Modern 
styling ... beauty... convenience... national 
advertising, and a complete dealer-help 
program is ready to put “AMANA HOME 
FREEZERS” in the limelight in your com- 
munity. 


123 cu. ft. 
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Michaels to Buy Radios 
for Brooklyn Cor.cern 


Robert Michaels has been appointed 
buyer of radios and major appliances 
for Michaels and Co., Brooklyn. 


Manager Post to Peterson 
at Montgomery Ward 


V. F. Peterson, recently major ap- 
pliance buyer for Affiliated Retailers, 
has returned to Montgomery Ward 
and Co. in Chicago as department 
manager of washing machines, ironers, 
vacuum cleaners, and sewing machines. 
Mr. Peterson was formerly associated 
with Montgomery Ward in the west 
coast office and as a buyer at Chicago. 


Arnold Constable 
Appoints Radio Buyer 


Robert Grassi has been named by 
the Arnold Constable Co. as radio and 
record buyer. During the war Mr. 
Grassi was a radar inspector for 
Grumman Aircraft and, earlier was a 
management executive with Macy’s. 


Pittsburgh Firm Names 
Two Appliance Buyer Aides 


Kaufmann’s, Pittsburgh, has an- 
nounced the appointment of two as- 
sistants to appliance buyer J. O. 
Nichols. They are Byron Evans, as- 
sistant major appliance buyer, and 
Fred Mayhew, assistant radio buyer. 


New Radio Buyer at 
Loeser's, Brooklyn 


Jack Mendelson has joined Frederick 
Loeser, Brooklyn, as radio buyer. Mr. 
Mendelson has formerly been asso- 
ciated with Krisch-Radisco, Inc., and 
Communication Measurements Labora- 
tory, N. Y. 


Chicago Store Merges 
Appliances and Housewares 

The basement floor of Goldblatt 
Bros., Chicago, will be the merchandis- 


ing scene for durable goods, includ- 
ing electric appliances, and housewares. 


Extra Space for Appliances 
in Pennsylvania Firm 

Boggs and Buhl’s Dormont branch 
has been enlarged by 4,000 square feet 
of floor space to provide for the mer- 


chandising of electric appliances and 
household goods. < 


Macy-Bamberger Radio 
Buyer Returns to Post 

Major Dave Davis has returned to 
civilian life as buyer of radio and tele- 


vision sets for both R. H. Macy and 
L. Bamberger Co’s. 


Marshall Field Enlarges 
Evanston Store 


The Marshall Field and Co. store 
in Evanston, Ill, is being enlarged to 
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include greater facilities for appliances 
and housewares. 


Fowler New Appliance Manager 
For Southern Chain 


Roy N. Fowler, former southern 
district manager for G-E, has been 
designated general manager for elec- 
trical appliances of the 31 southern 
furniture stores of Sterchi Bros. 


Jamaica Store Gets Hofeller 
As Radio, Appliance Buyer 


Gustav Hofeller has joined the 
Gertz Department Store, Jamaica, 
N. Y., as buyer of radios and electric 
appliances. Mr. Hofeller, formerly a 
district manager for Hoover Vacuum 
cleaners, succeeds Sam Stein. 


Demick Named Buyer at 
Pogue in Cincinnati 


A. E. Demick has been named ap- 
pliance buyer at H. and H. Pogue 
Co., Cincinnati. He succeeds Joseph 
Martin who recently resigned to open 
his own business. 


New Orleans Firm Appoints 
Aime Electrical Supervisor 


Henry Aime will supervise electrical 
appliances, radios and phonographs at 
D. H. Holmes Co., New Orleans, as 
assistant to P. L. Bernard, divisional 
merchandise manager. 


Goldman Jewelry Opens New 
$100,000 Store in Kansas City 


The sixty-year old Goldman Jewelry 
Co. of Kansas City, Kansas, will open 
a new store on March 1, 1946 in a 
new building costing over $100,000. A 
spacious portion of the 13,000 square 
feet of space will be devoted to an elec- 
tric appliance division. Fred Gold- 
man, president of the concern, stated 
that full-fledged plans are in readiness 
for promoting the electric appliance 
division through newspaper and radio 
media. 


The Hub Plans Appliance 
Store in Baltimore 


Plans are being completed by the 
Hub, Baltimore department store, for 
the opening of a major appliance 
branch at 126-32 West Fayette St. 


Sam Boyd N. E. Manager 
For Hadley Furniture 


Samuel M. Boyd, for the past 16 
years sales manager of the Collins 
Electric Co., recently left the Spring- 
field, Mass. firm for a new job as New 
England manager of the radio and 
electric appliance division of the Had- 
ley Co. Mr: Boyd will continue to 
make his headquarters in Springfield 
and will supervise seven N. E. stores. 
One of his first official acts will be to 
open a new appliance store in 
Worcester, Mass. 
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New Appliance Buyer at 
Smith-Bridgman, Michigan 


Lawrence W. Philips, formerly with 
the Michigan OPA, has joined Smith- 
Bridgman Co., Flint, Michigan, as 
manager of the major appliance 
department. 


Wichita Falls Firm To 
Open Appliance Store 


E. L. Head and J. A. Stalcup, 


furniture dealers, will open a suburban 








Two G-E "Firsts" 


* ~ 
ths 


ON THE BEAM—This brand new Gen- 
eral Electric radio, first to leave the 
postwar assembly line, is being rushed 
via air to veterans at Letterman General 
Hospital in San Francisco, Admiring 
the new arrival are C. W. Goodwin, Jr. 
(left), district manager of G. E. supply; 
Walter M. Boland, G. E. western region 
electronics manager; and Miss Madelyn 
Miller, stewardess of the plane. 





NEW RECRUIT FOR NAVY: Naval 
personnel on Tinian Island in the Pacific 
were the first to receive this new post- 
war washing machine from the General 
Electric Co. The machine, first off the 
assembly lines, is here officially received 
from G. E.'s commercial vice president 


Raymond M. Alvord by Captain F. W. 


Hesser of the Western Sea Frontier. 
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appliance and furniture store at 
Eleventh and Holliday Sts. in Wichita 
Falls, Texas, about the first of Janu- 
ary, 1946. 


Crescent Converts Store Room 
To Appliance Store in Spokane 


The Crescent Department Store of 
Spokane, Wash., is opening a new 
electric appliance department in the 
fourth floor space formerly used for 
storage. Extensive remodeling is being 
done to provide a modern setting for 
the merchandising of all types of ra- 
dios and appliances. Manager of the 
new department is George Hackett, 
formerly a lieutenant commander in 
the Navy. 


Barman Remodels Building 
To House Appliances 


Barman’s Department Store at Cole- 
ville, Wash., is remodeling a recently 
acquired three-story building, which 
will house an electric appliance de- 
partment, at a cost of $15,000. The 
new acquisition, of which Louis 
Strauss is manager, does not replace 
the firm’s own Barman Building. 


Manchester of Madison Appoints 
McCormick Buyer of Appliances 


The Harry S. Manchester Depart- 
ment Store in Madison, Wis., has an- 
nounced the appointment of Roy E. 
McCormick as buyer for its new major 
appliance department. 


Kobacker Stores, Ohio, Gets New 
Planning and Statistics Director 


Harold R. Weinberg has been named 
director of planning and statistics of 
Kobacker Stores, Inc., Ohio and New 
York department store chain. In ad- 
dition to directing activities of the 
controller’s office, Mr. Weinberg will 
supervise preparations for large scale 
merchandising of consumer durable 
products in the firm’s nine department 
stores. As part of a post-war change 
of policy electric appliances will be 
merchandised in virtually all stores of 
the chain. 


Two New Stores Announced 
By Cussins and Fearns, Ohio 


Cussins and Fearns Co., which re- 
cently announced plans for enlarging 
its chain of stores from 29 to 50, is 
readying new outlets in Fostoria and 
Lancaster, Ohio. Both stores will 
open in the early months of 1946. 
B. A. Durrant, president, stated that 
the Lancaster store will contain some 
12,000 feet of floor space plus a ware- 
house and parking lot. The Fostoria 
branch will include a floor area of 
25,000 feet. Both firms will handle 
White House washers, irons, radios, 
ranges, and small appliances. 


Pennsylvania Firm Adds Radio 
Appliance Department 

Benson’s, Inc., department store in 
West Chester, Pa., has announced the 


addition of a radio and major appli- 
ance department. 


Castner-Knott Triples Size 
Of Appliance Department 


The fifth floor appliance department 
of the Castner-Knott Dry Goods Co., 
Nashville, is being tripled in size. 
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SMARTLY STYLED 


2 
<= ym Beauty 


Simple, modern design and quality construction 
throughout make Electromaster first in appear- 
ance, first in appeal. 


FULL COOKING CAPACITY 


ms 4 compact Die 








The Electromaster Space Sover provides the cook- 
ing capacity of a large range yet takes less than 
2 feet square of space! 























FOR THE BEST IN COOKING —C im tricely 
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FEATURES 


Jo Jalk Mbout 


The Kitchen-Master oven, Speed-O-Master surface 
units, Vita-Miser cooker, and other de luxe fea- 
tures offer excellent selling points. 


TWO MODELS 


os ilable A Vow 


Two beautiful models—the Space Saver and the 
Banquet—are now being delivered. Some dealer- 
ships are still available. 


DECEMBER i5, 
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Stix, Baer and Fuller Remodel 
Building For Appliance Center 


Remodeling of the first two floors 
of the building at the corner of Wash- 
ington Ave. and Seventh St. for use 
as a home appliance store was an- 
nounced recently by Stix, Baer and 
Fuller of St. Louis, Mo. Alterations 
are being designed to include model 
kitchens and laundries and major ap- 
pliance displays. 


Tappin's Opens New Store 
In Camden, New Jersey 


Full lines of radios and appliances 
will be merchandised in Tappin’s 
recently opened store in Camden, N. J 
according to an announcement by J. J 
Jellinek, sales promotion manager. The 
latest Tappin unit is modern in de- 
sign with high ceilings and large 
windows. 


Frank Dry Goods Expands 
Appliance Department in Fort 
Wayne Store 


The home appjiance department of 
Frank Dry Goods Co., Fort Wayne, 
Ind., will be expanded by 5,000 addi 
tional feet of floor space. The second 
and third floors of an adjoining build 
ing have been leased and alterations 
are expected to be complete by March, 
1946. 


Appliance Department Added to 
Goodman's in Crawfordsville, Ind. 


A corner location in the Crawford 
Hotel Building, Crawfordsville, Ind., 
has been secured by Goodman Depart- 
ment Store to house its new electric 
appliance department. The department 
has been graced with a new building 
front and is stocked with ranges, re- 
frigerators, washers, ironers, and 
minor electric appliances. 


Sharp New Appliance Manager 
Of George Wyman Co., 
South Bend 


George Wyman and Co. has an- 
nounced the appointment of Emil F. 
Sharp as manager of the electric ap- 
pliance department. 


Hodges Opens Appliance Store 
In Forrest City, Arkansas 


Hodges Hardware and Furniture 
Co., which recently moved to new 
quarters, has opened an electric appli- 
ance store at its old location on Front 
St. in Forrest City, Ark. A full line 
of home electric appliances is being 
carried. 


Broadway Stores Give Concession 
To Stowers and Kearns 


The appliance concession for all of 
the Broadway Department Stores in 
the Los Angeles region has been 
granted to Ralph L. Stowers, dealer 
and distributor, and J. E. Kearns. 
Their franchise includes western dis- 
tribution of Glenwood stoves and heat- 
ing appliances and southwestern dis- 
tribution of Servel and Coleman 
appliances. 
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DISTRIBUTORS APPOINTED | 





American Central 
Manufacturing Corp. 


The American Central Manufactur- 
ing Corp, makers of all-steel kitchen 
sinks and cabinets, has announced 
through C. Fred Hastings, general 
sales manager, the addition of the fol- 
lowing distributors: 

Bruce & Co., Territory of Hawaii 
D and H Distributing Co., Inc., 

Harrisburg, Pa. 

Middle East Enterprise Distribution Co., 
the Middle East 


American Ironing Machine Co. 


Joseph Groshans, general sales man- 
ager of the American Ironing Machine 
Co., announces the appointment of the 
following new distributors: 

Seattle Hardware Co., Seattle, Wash. 
Lou Johnson Co., Portland, Oregon 
Rye Auto Supply Co., North Little Rock, 

Ark. 

Kemp Equipment Co., Rochester, N. Y. 
Taylor Refrigeration Co., Billings, 

Montana 
Chapman and Wilhelm Co., Charlotte, 

N. C. 

Allied Electrical Supplies, Ltd., Montreal, 

Canada 


American Refrigerator and 
Machine Co. 


An additional distributor is an- 
nounced by the American Refrigerator 
and Machine Co., creators of the 
Frozen Food Cabinet, as: 

Modern Appliance Co., San Mateo, 

Calif. 


Ansley Radio 
Appoints Representative 


The Ansley Radio Corp., Long Island 
City, N. Y., has appointed the follow- 
ing representatives throughout the 
United States to handle its line of 
Ansley Dynaphone radio-phonographs 
and Ansley DynaTone electronic 
pianos : 

R. A. Adams, Detroit, Mich. 

Frank H. Barstow, Los Angeles, Calif. 

C. A. Clinton, Albany, N. Y. 

Reid H. Cox & Co., Atlanta, Ga. 

Hal Elthorn, Chicago, Ill. 

W. G. Landes, San Francisco, Calif. 
Fillmore & Fillmore, Buffalo 2, N. Y. 

Earl Goetze, Kansas City, Mo. 

W. A. Leiser & Co., Philadelphia, Pa. 

P. F. McMorrow, Cleveland, Ohio. 

J. O. Olsen, Cleveland, Ohio 

Harry D. Schoenwald, Chicago, Ill. 

Fred A. Wiebe, St. Louis, Mo. 

Donald D. Wood, Dallas, Tex. 


Garod Electronics Corp. 


Twelve new distributors have been 
added by Garod Electronics Corp., 
makers of Garod radios, according to 
an announcement by Louis Silver, 
sales manager. They are as follows: 
George W. Bauer and Son, Utica, N. Y. 
Electric Products Corp., Nashville, Tenn. 
Chapman Drug Co., Knoxville, Tenn. 
Clemens Bros. Co., Chattanooga, Tenn. 
Mill Distributors, Inc., Charlotte, N. C. 
Monarch Sales Co., Birmingham, Ala. 
Wilson Distributing Co., Columbia, S. C. 
Southern Electric Co., Staunton, Virginia 
Incandescent Supply Co., Fresno, Calif. 


Huntington Paper and Supply Co., 
Huntington, W. Va. 

Missouri Furniture Assoc., St. Louis, Mo. 

Universal Products Co., Norfolk, Va. 


Hamilton Radio Corp. 


Distributors for the Hamilton Radio 
Corp., makers of Olympic radios, have 
expanded by adding the following: 
Pettit Distribution Co., Fort Wayne, Ind. 
Katz and Barnett, New Orleans, La. 


Howard Radio Co. 


The Howard Radio Co. announces 
the following as a complete list of its 
distributors : 

All-State Distributors, Inc., Newark 2, 

N. J. 

Appliance Wholesalers, Inc., Detroit 16, 

Mich. 

Arizona Hardware Co., Phoenix, Ariz. 
Bowers Wholesale Corp., Norfolk, Va. 
Brooks-Huff Co., Baltimore 15, Md. 
Broome Electric Co., Amarillo, Texas 
J. N. Ceazan Co., San Francisco 3, Calif. 
Central Electrical Sales Corp., Milwaukee 

3, Wis. 

Charleston Hdwe. Co., Charleston 31, 

W. Va. 

The DeWitt Co., Lubbock, Texas 
Electric Supply Sales Co., Rochester, 

N. Y. 

G & S Warehousing Co., St. Paul 2, 

Minn. 

Gates City Furniture, Atlanta, Ga. 
General Utilities Dist., Inc., Chicago 11, 

il. 

Grossman Music Co., Cleveland 15, Ohio 

The Gulf Appl. Dist., Inc., Tampa 2, Fla. 

Harris-Patrick Electric Supp. Co., Nash- 
ville 3, Tenn. 

E. G. Hendrix Co., San Antonio 4, Texas 

E. A. Herlong, Greenville, S. Carolina 


“Louis M. Herman Co., Boston 16, Mass. 


Howard Radio Dist. Co., Los Angeles 24, 
Cal. 

Indiana Tinware Co., Indianapolis 4, 
Ind. 

Kent Wholesale Dist., Grand Rapids 7, 
Mich. 























"“O. K.. MOM, LEMME OUT— I'M CLEAN NOW!" 











RHAPSODIZES: Heppy Paul Wolk. 
left, president of Bickford Brothers Co., 
receives congratulations and a "Recogni- 
tion of Merit" from M. F. Blakeslee, RCA 
Victor official, for a well-planned promo- 
tional tie-in with the picture “Rhapsody 
in Blue" for Victor dealers in Rochester, 
N. Y. 
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Keps Electric Co., Pittsburgh 19, Pa. 

Lafayette Electric Corp., New York 10, 
N. Y. 

Major Appl. Co., Dayton 1, Ohio 

Middlesex Bag & Paper Co., Middle- 
town, Conn. 

Midwest Dist. Co., Flint 3, Mich. 

Mitchell Products Co., Santa Fe, N. Mex. 

Monroe Furniture Company, Monroe, La. 

Noland & Co., Lynchburg, Va. 

Quanrud Brink & Reibold, Bismarck, N. D. 

Radio Products Sales Co., Denver 2, 
Colo. 

The Reed Co., Beaumont, Texas 

W. A. Roosevelt Co., La Crosse, Wis. 

Smith-Rankin Dist. Corp., Louisville 2, Ky. 

Somers-Brown, Memphis 3, Tenn. 

Southern Electric Co., Staunton, Va. 

Southern Radio Supply Co., New Orleans 
19, La. . 

S & S Auto Parts, Duluth 2, Minn. 

Terry-Durin Co., Cedar Rapids, lowa 

True's Dist. Co., Spokane 11, Wash. 

Edward K. Tryon Co., Philadelphia, Pa. 
(5) 

Twin States Elec. Sup. Co., Inc., White 
River Jct., Vt. 

Wm. Van Domelen Co., Menominee, 
Mich. 

Warren Electric Co., Sioux City 5, lowa 

Waugh & Robertson Dist. Co., Okla- 
homa City 2, Okla. 

Wholesale Appl. Co., Little Rock, Ark. 

Wholesale Radio Lab., Council Bluffs, 
lowa 

Whitte Hardware Co., St. Louis 2, Mo. 

Wolf & Klar Wholesale Dist., Fort Worth 
1, Texas 

Rodney Young Co., Cincinnati, Ohio 


F. L. Jacobs Co. 


The F. L. Jacobs Co., Detroit, Mich., 
manufacturer of Launderall washing 
machines, announces the appointment 
of the following distributor : 


Sterling Supply Co., St. Louis, Mo. 


Kitchen Maid Co. 


The Kitchen Maid Co., maker of 
kitchen units, has appointed the follow- 
ing distributor for Rhode Island, New 
London County, (Conn.), and Ply- 
mouth County, ( Mass.) : 

Ballou, Johnson and Nicholos Co., Provi- 
dence, R. |. 


Lear, Inc. 


Lear Inc., manufacturer of home 
radios and wire recorders, has added 
the following concerns to its list: 
Mountain States Distributing Co., Salt 

Lake City, Utah 
Parker-Montana Co., Billings, Mont. 
Parker Co., Denver, Colo. 

Stusser Electric Co., Seattle, Wash. 
Dalco Appliance Co., San Francisco, 

Calif. 

Brown and Halfpenny, Dallas, Texas 


Monitor Equipment Corp. 


The Monitor Equipment Corp. has 
acquired three new distributors for the 
western states: 

L. H. Bennett Co., San Francisco, Calif. 
Eoff Electric Co., Portland, Ore. 
Wilford Bros., Los Angeles, Calif. 


National Sewing Machine Co. 


Sewing machine products of the Na- 
tional Sewing Machine Co., Belvidere, 
Ill., are now being sold ty the follow- 
ing new distributor: 

Ballow, Johnson and Nichols Co.., 

Providence, R. |. 


Nineteen Hundred Corp. 


An initial and partial list of 39 dis- 
tributors of the Nineteen Hundred 
Corp., manufacturer of ~Whirtpool 
home laundries, is announced as fol- 
lows: 

H. R. Basford Co., San Francisco, Calif. 
Graybar Electric Co., Inc., Los Angeles. 

Calif. 

Brown-Camp Hardware Co., Des Moines. 

la. 

Graybar Electric Co., Milwaukee, Wis. 
Edgar A. Brown, Inc., Cleveland, Ohio 
Hollander and Co., Inc., St. Louis, Mo. 
Porter Burgess Co., Dallas, Tex. 

Home Appliance Dist. Co., Denver, Colo. 
Columbia Electric and Mfg. Co., 

Spokane, Wash. 

Edward Joy Co., Syracuse, N. Y. 
Cumberland Sales, Nashville, Tenn 
Memphis Rubber and Supply Co.. 

Memphis, Tenn. 

Dale Distributing Co., New York, N. Y 
Miami Valley Dist. Co., Dayton, Ohio 
Dixico, Inc., Birmingham, Ala. 

Modern Distributing Co., Cincinnati, O 
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* FIRST A book eagerly awaited by the industry . . . soor to 
POSTWAR be published. Over 300 pages of important data, 
PRINTING up-to-the-minute listings of manufacturers, products, 

executive personnel—a wealth of information on this 

* 298 000 giant, fast-growing industry. 

CIRCULATION if you have anything to sell to the air conditioning 

GUARANTEED °"¢ refrigeration industry—motors, chemicals, tubing, 


tools or any of thousands of parts or accessories— 
put your sales message into the 2nd International 
Edition of the REFRIGERATION & AIR CONDITIONING 
DIRECTORY, the book that will be seen, read and kept 


* WRITE, WIRE 
OR PHONE US 


FOR RATES for constant reference by manufacturers, distributors, 
AND FULL jobbers, dealers, servicemen, engineers and import- 
INFORMATION — ers—28,000 of them, big and small alike. 


PUBLISHERS OF REFRIGERATION AND AIR CONDITIONING DIRECTORY 


BUSINESS NEWS PUBLISHING CO. 


5229 CASS AVENUE . DETROIT 2, MICHIGAN 























/SPEEDMASTER APPLIANCES 


READY FOR IMMEDIATE SHIPMENT 


OPA Prices include Tax 




















TWO BURNER ELECTRIC 
TABLE STOVE 


High, medium, and low on 
both burners. Smartly styled, 
highly efficient, streamlined 
ap- 
proved parts for excellent 
Retails $17.60 


$4 4,80 



































designed. Underwriters 











performance. 





Sold in cartons 
of six. Each net 














SINGLE BURNER ELECTRIC STOVE 


Same excellent construction and design as two 
One heat, cord attached, Re- 
Sold in cartons of 12. Each net $2.33 


SPEED-MASTER 


IRONS. 
and 

















burner model 
tails $3.75 

































































ELECTRIC 
TOASTERS HEATER 
For January Delivery — tai “u se. “Con. 





structed of heavy 
gauge steel, stain- 
less steel reflector, 
streamlined design, 
finished in Brown 
; Baked enamel. Re- 
Manufacturers Attention . . . we are still tails $6.95. Sold in 
negotiating for additional private label cartons of 12, Each | 
production net $4.66 











@ Prices on above items F.0.B. Chicago 
Terms 2% discount check with order or 
C.0.D. Railway Express 









































INTERSTATE ELECTRIC SUPPLY CO. 


4754 N. CLARK ST. CHICAGO 48, ILLINOIS 
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DISTRIBUTORS APPOINTED 





Electric Supply Co., Tampa, Fla. 

Modern Distributors, Inc., Huntington, 
W. Va. 

M. L. Foster Co., Oklahoma City, Okla. 

Modern Radio Supply, San Antonio, Tex. 

Goodhousekeeping Shop, Columbus, 
Ohio 

Monarch Sales Co., Indianapolis, Ind. 

Graybar Electric Co., Atlanta, Ga. 

Palmetto Electric Supply Co., Columbia, 
Ss. C. 

Pierce-Phelps, Inc., Philadelphia, Pa. 

United Appliance Co., Fort Worth, Tex. 

Pettit Distributing Co., Fort Wayne, Ind. 

Webhle Electric Co., Buffalo, N. Y. 

RCA Victor Distributing Corp., Chicago, 
ill. 

John J. Weis Sales Co., Inc., Scranton, 
Pa. 

RCA Victor Distributing Corp., Kansas 
City, Mo. 

Republic Supply Corp., Detroit, Mich. 

Rhode Island Distributing Co., 
Pawtucket, R. |. 

Robinson Distributing Corp., 
Wash. 

Victor Shaw Co., Charlotte, N. C. 

Southwest Furniture, Ltd., Houston, Tex. 

The Toledo Merchandise Co., Toledo, 
Ohio 

H. M. Tower Corp., New Haven, Conn. 

Tri-State Distributors, Albany, N. Y. 


Seattie, 


Portable Elevator 
Manufacturing Co. 


Following are the two latest distribu- 
tors to be added to the roster of the 
Portable Elevator Mfg..Co., Bloom- 
ington, Ill., makers of elevators, food 
freezers and beverage coolers: 
Independent Distributors, Grand Rapids, 

Mich. 

Midwest Home Appliance Distributors 

Detroit, Mich. 


Pressed Steel Car Co., Inc. 


A. Raysson, general sales manager 
of the Pressed Steel Car Co., Inc., 
domestic appliance division, has re- 
leased the following list of new dis- 
tributors for Presteline products: 
Kinney Bros., Los Angeles, Calif. 
Edward F. Hale Co., San Francisco, 

Calif. 

Clinton Radio and Appliance Corp., 

Newark, N. J. 

Albany Hardware and Iron Co., Albany, 

N. Y. 

J. W. Walter, New York, N. Y. 
The Moto Radio Distributing Co., 

Pittsburgh, Pa. 

Pacific Coast Heating and Appliance 

Co., Seattle, Wash. 

Clark Supply Co., Milwaukee, Wis. 


Schaefer, Inc. 


Schaefer, Inc., manufacturers of low 
temperature cabinet equipment, have 
announced a list of 29 new distributors. 
The concerns, which will market the 
Pak-A-Way freezers and Schaefer ice 
cream and frozen food cabinets, are as 
follows: 

Lockie and Glenn, Cincinnati, Ohio 
Lone Star Wholesalers, Dallas, Tex. 
Shield Co., Fort Worth, Tex. 

Charles R. Bowman Co., Grand Rapids, 

Mich. 

Jutes Alexandre, Inc., Harrisburg, Pa. 

Southwest Furniture, Ltd., Houston, Tex. 

Refrigeration and Electric Supply Co.. 
Little Rock, Ark. 


DECEMBER 
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Foster Distributing Co., Louisville, Ky, 
Wayne Spinks Co., Memphis and Nash. 
ville, Tenn. 
Clark Supply Co., Milwaukee, Wis. 
General Electric Supply Corp., New 
Orleans, La. 
T. S. Ponthan Co., San Antonio, Tex. 
B. F. Austin and Son, Abilene, Tex. 
Doherty-Stirling, Inc., Baton Rouge, La. 
W. A. Case and Son Mfg. Co., Buffalo, 
N. Y. 
H. E. Humphreys, Concord, N. H. 
Vernon C. Frederick, Houston, Tex. 
Passman Equipment Co., Monroe, La. 
A. F. Briggs Co., Portland, Me. 
Cable-Wiedemer, Inc., Rochester, N. Y. 
Scranton Supply and Machinery Co., 
Inc., Scranton, Pa. 








G.1. ADMIRALS—An overseas shipment 
of Admiral record changers changes 
hands as Richard A. Graver, vice presi- 
dent of the Radio Division of Admiral 
Corp., helps Red Cross workers Mrs. 
Harry G. Zimmerman and Mrs. George 
Teasdale load 20 gift record changers 
for the long trip to soldiers in the Pacific 
The changers were announced by the 
Admiral Corp. as the first overseas ship- 
ment of post-war radio - phonograph 
products 





Charles S. Martin Dist. Co., Inc., Atlanta. 
Ga. 

Legum Distributing Co., Baltimore, Md 

Gross Distributors, New York, N. Y. 

M. L. Foster Co., Oklahoma City, Okle- 

Thomas Blackett Co., Detroit, Mich. 

C. H. Malcolm Co., Seattle, Wash. 

Electric Appliances, Inc., Indianapolis, 
Ind. 

El Paso Hotel Supply Co., El Paso, Tex 


Sentinel Radio Corp. 


Sentinel Radio Corp. announces the 
following distributors in the West: 
Northwest Supply Co., Great Falls, 

Mont. 

Missoula Drug Co., Missoula, Mont. 
North Coast Electric Co., Portland and 

Seattle, Ore. 

Biggs-Kurtz Hardware Co., Grand 

Junction, Colo. 

Davis Bros., Denver, Colo. 
Interstate Radio and Supply, Denver, 

Colo. 

Smith-Faus Drug Co., Salt Lake City, 

Utah 
Afton-Lemp Electric Co., Boise, Ida. 
Billmeyer's Co., Pocatello, Ida. 
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Stewart-Warner Corp. 


The following distribution appoint- 
ments for Stewart-Warner home 
radios were announced by the radio di- 
vision of the corporation: 

Treasure State Gas and Electric Co, 

Butte, Mont. 

Arizona Mercantile Co., Phoenix, Ariz. 
Central Rubber and Supply Co., 

Indianapolis, Ind. 

Tracy and Co., Inc., Providence, R. |. 
William's Wholesale Distributors, 
Newark, Ohio 


Stromberg-Carlson Co. 


The Stromberg-Carlson line of 
radios has a new distributor in the fol- 
lowing : 


Callander-Lane Co., Columbus, Ohio 


Webster-Chicago 


The following manufacturer’s repre- 
sentative appointments have just been 
announced by W. S. Hartford, sales 
manager, Webster-Chicago Corp.: 


Philadelphia - Pittsburgh - Washing- 
ton: S. K. MacDonald, Liberty Trust 
Building, Broad and Arch Streets, 
Philadelphia 7, Pa. 

St. Louis: Lee Maynard, 139 North 
Central, Clayton 5, Missouri. 

Texas: G. G. Willison, West Build- 
ing, Houston, Texas. 

Pacific Northwest: Verner O. Jen- 
sen, 2616 Second Avenue, Seattle 1, 
Washington. 

S. S. Egert, 27 Park Place, con- 
tinues to handle representation in the 
Metropolitan New York area. 








SEE Ech oph one. 


a hallicrafters product 























42-YEAR VOSS VETERAN— Rounding 
out 42 years next January with Voss Bros. 
Mfg. Co., Davenport, lowa, is Miss Emma 
E. Engel. Miss Engel is in the sales and 
billing department of Voss, and in the 
words of J. C. Voss, service manager, 
“She probably knows the names of our 
dealers and customers better than any- 
one in our concern. She has charge of 
billing and mailing of invoices on washers 
and repair parts, and | believe | can 
safely say she personally has handled 
over a million and a half invoices during 
this period of time.” 
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—the complete, 7 Zz 


high quality line 


built by Hallicrafters 


While in Chicago for the show be sure 
to drop in and see the Echophone line 
—a complete, high quality selection 
of fine radio receivers for the home 
developed by Hallicrafters. All of 
Hallicrafters engineering talent and 
radio ingenuity have been combined 
in the new, beautiful Echophone ra- 
dios. The line ranges from exciting, 
modern plastic table models with 
extraordinary, Hallicrafters built-in 
short wave performance to gorgeous 
console combinations with finer FM 
and higher fidelity than you can get 
in any other radio. 

The Echophone line is being devel- 
oped and merchandised by Les Kelsey, 
vice president of Hallicrafters, and 
Paul Eckstein, a pair of industry vet- 
erans with more than 20 years apiece 
in the business. Tim Williams, well 
known radio personality, is handling 
the export end. They ask you to stop 
by and visit them: 540 N. Michigan, 
at the corner of Ohio and Michigan, 
right at the cross roads between the 
Loop and the Mart. On the Mezzanine, 


Space 22. Superior 0629. I 





Open Now 
Echophone's new 
Showroom 


540 N. Michigan — 
at the crossroads 


a hallicrafters product 
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See the beautiful new JUICE KING 





Line at the Housewares Show 








December 30 - January 4. ¥ On display 











in Rooms 808-809, Palmer House. 
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1900 WASHERS COME OFF LINE—Nineteen Hundred Corp. were actually mak- 
ing washers within one week of V-J Day after spending approximately $2,000,000 
to reconvert from war work at the St. Joseph, Mich. plant. Planning for the day had 
begun early in 1943, however, and had included $100,000 in planning engineering. 
Above, Whirlpool washers are shown coming off the lines at the plant. 


Electro Mfg. Buys General Electric 
RF and C-H Fixture Business 


Sale of the General Electric Lamp 
Department’s business in RF (recti- 
fied fluorescent) and Cooper Hewitt 
fixtures to the Electro Manufactur- 
ing Co., 2000 West Fulton Street, Chi 
cago, was announced November 26 by 
Victor Nemeroff, president of Electro 





VICTOR NEMEROFF 


Che sale of the fixture business on 
the part of General Electric is in keep- 
ing with the Lamp Department’s policy 
not to engage in the manufacture of 
lighting equipment. The Electro 
Manufacturing Co. will be in position 
to supply rectified fluorescent fixtures 
and parts and Cooper Hewitt fixtures 
and parts, but not tubes, to all dealers 
formerly on the books of General 
Electric, and General Electric has 
transferred all unfilled orders to the 
new owners 


Move Operation to Chicago 


The company, which manufactures 
fluorescent equipment for industrial, 
commercial, residential and portable 
lighting units, will continue the poli- 
cies of General Electric in the sale 
of rectified fluorescent and Cooper 
Hewitt fixtures, Nemeroff said. All 
machinery and operations are being 
moved to Chicago, however, and ad- 
ditional space is being prepared in ac- 





DECEMBER 15, 





conventional type home appliance cords 


Nemeroff Announces G-E 
Policies Will Be Continued 


cordance with the company’s expan 
sion requirements to enable it to 
maintain nationwide distribution for 
he newly acquired business. 

The Electro Manufacturing Co. has 
been in the lighting fixture business 
for the past fifteen years. Its distri- 
bution is nation-wide in the industrial 
and commercial fields, and the com- 
pany has one of the largest floor as 
sembly areas devoted exclusively to the 
production of fluorescent lighting units 
in the country. 

During the war the company pro- 
duced automotive and aircraft light- 
ing equipment for the U. S. Army 
and Air Forces for tanks, jeeps, and 
planes. It manufactured fluorescent 
lighting equipment for Willow Run 
and the Douglas Bomber plants. 


Clover to Supervise Sales 


G. R. Clover, representative iv: 
General Electric’s Michigan Sales Dis 
trict resigned his position with 
General Electric joining Electro to 
supervise all sales of the newly ac- 
quired division. Clover was formerly 
industrial specialist for Cooper Hewitt 
for 30 years and a pioneer in the 
manufacture of fluorescent fixtures, 
first made by Cooper Hewitt in 1910 


Kellogg Produces 
New Appliance Cord 


Kellogg Switchboard & Supply Co 
of Chicago is announcing a newly 
formed department, Koiled Kord Divi- 
sion, with R. C. Krueger as manager, 
to handle national distribution of its 
new retractable cord. This product, 
a rubber-covered cord, formed in spiral 
shape, extends five times its normal 
length, and will be offered through re- 
tail channels as a replacement item for 


1945—ELECTRICAL MERCHANDISING 











re 
po 
ty 
du 


in; 
sh 


ou 








ak- 


rad 


has 
less 
tri 
rial 
ym 


the 


ro- 
tht- 
‘my 
and 
ent 
tun 


fur 
dis 
vith 


ac- 
rly 
witt 

the 
res, 
10 


wly 
ivi- 
yer 
uct 
iral 


mal 


for 
rds 


ING 








Uniformity Urged 
For Farm Welders 


When the electric lights start play- 
ing hopscotch out in the country the 
chances are that some farmer down the 
road a mile or two has opened up with 
a farm welder. Much as the REA and 
electric utilities have shied off from 
promotion of farm welding outfits, 
nevertheless the fascination of being 
able to drive a harrow into the barn- 
yard and repair a broken point—thus 
saving a day’s trip into town—is mak- 
ing the rural welder a natural. 

Although the North Central Elec- 
trical Industries in Minneapolis shies 
off from recommending any particular 
brand, still the association has set up 
a list of qualifications that the farm 
welder should measure up to. Ac- 
cording to Biil Ritt, secretary, these 
recommendations reflect the thinking 
f most of the REA and utility people 
and universities, as well as electrical 

mtractors and dealers. 


Welder Recommendations 


Following is the professional think- 
ing on the farm welder situation: 


1. The sale and use of cheap, home 
made welders should be discouraged or 
prohibited. Such welders may at best 
be dangerous toys. A program of 
public education has been recom- 
mended and prospective buyers should 
discuss their needs with REA or util 
ity managers 

2. While there are some small low 
priced welders of the transformer type 
which may be of approved construction, 
the limitations of these welders should 
be clearly stated by the manufacturer 
and seller with special reference to 
safety measures in their use 

3. Resistance type welders are not 
recommended for farm or general pur 
pose use, while the motor generator 
type will probably find very limited us: 
due to greater initial cost. 

4. No welder having an input rat- 
ing of more than 12 amperes, 110 volts, 
should be equipped for use on 110 volt 
outlets or circuits. Electric welders 
having a primary input of more than 
12 amperes should be equipped with a 
special 3 pole, polarized plug for con- 
nection to the 220 volt, 3 wire circuit. 

5. For ordinary farm repair pur- 
poses, welders of 150 ampere rating 
should be acceptable both as to per- 
formance and for use on farms served 
by 3 kva. (or larger) transformers. In 
cases where a 3 kva. transformer is 
already serving an electric range or 
other heavy duty equipment, an elec- 
tric welder should not be used when 
such other heavy duty equipment is in 
operation, otherwise a larger trans- 
former will be required. For custom 
repair shops, or those requiring a larger 
welder, the REA and other electrical 
suppliers recommend as a general max- 
imum electric welders of 200 amp. 
capacity. Welders in excess of 200 
amp. capacity may be installed only 
by special permission of the utility, 
in which case a premium rate may be 
charged unless the customer is already 
a larger user of electricity justifying 
the installation of sufficient transformer 
Capacity. 

6. All electric welders should be of 
approved construction as evidenced by 
the Underwriters label or other com- 
petent authority 

7. Instructions should warn tsers 
not to disconnect welders by pulling 
yut the receptacle cord or plug in case 

freezing. That is why a discon- 
ecting switch of ample size must be 
4 part of the welder or separately in- 
stalled as required by the N. E. code. 














XX 


. . . the only home massage instrument with *° °° *l! the famous Oster 


Massagett with confidence of win- 
the sales-building, controlled-massage feature sing another satisfied customer. 
™ For Suspended Motor Action— 
S iT] S p e n d p d M 0 t 0 i A C t | 0 i a patented design feature ex- 
clusive with Oster — helps 
increase the health-giving 
benefits of massage in conditioning the body and in relaxing 
tired nerves and muscles . , . Ask your jobber to let you 
know when Oster Massagett is again available. 


: / John Oster Mfg. - Racine, Wisconsin 
‘ 


sere Bil etty Img 
— g 





Many of your customers—and potential customers— 
are among the millions of readers of Esquire and 
Liberty who are “pre-sold” on Massagett by 
Oster’s national advertising appearing every month. 
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PREMIER 


VACUUM 
CLEANERS 


ooth 63 


HOUSEWARES AND 
APPLIANCE SHOW 


PALMER HOUSE 
CHICAGO 


DEC. 30—JAN. 4 





















Victory did not end the paper 
shortage. Need for waste paper is 
as great as ever. 


Why? Because supplies must 
still be shipped in paper to our 
occupation forces and liberated 
countries. For the Pacific area 
these take double and triple 
wrapping to withstand long sea 
voyages and tropical glimates. 


Meanwhile, demand for domes- 
tic packaging paper comes from 
scores of reconverted industries. 
Jobs and shipments of new goods 
depend on paper, the essential pro- 
tection of almost everything made 
in our factories. 


That’s why you should designate 
one place as your Salvage Corner. 
Collect all your waste paper there 
before you bundle and turn it in. 
If you’re in doubt about how to 
get it picked up, call your local 
newspaper or Salvage Committee. 





“HAVE YOU HEARD 





HEATING FIELD is planned by the West- 
inghouse Electric Corp., which 
secured a license from the Wesix Elec- 
tric Heater Co., San Francisco. Ac- 
cording to an announcement by H. F. 
Boe, vice-president 
district manufacturing and repair de- 
partment of the company, headquarters 
will be located at Emeryville, Calif. 
| Stuart L. Forsyth will act as 
| manager for the firm’s newly created 
| Home Heating Section 


| INVASION OF THE HOME 
| 
| 


\ MODERN 
| Maytag 


LOW BUILDING 

Southwestern Co. is 
construction in Dallas, Tex., 
nounced recently by 

president of Maytag 
The new home will be 
and will provide 
| feet of floor space 


it was an- 
Walter Rogers, 
Southwestern. 


some 


ELECTRIC 


has 


in charge of the 


sales 


for the 
under 


air-conditioned 
10,000 square 





A MEMBERSHIP CORPORATION without | 


capital stock, the Associated Fluores- 
| cent Fixture Manufacturers 
has been chartered in 
promote good will, increase cooperation 
and reform abuses, and procure uni- 


formity in the customs and usages in 
First directors 
Julius 
Paul D. 


the fluorescent industry. 
of the new 
Kropf, Sol 
Samberg 


corporation are: 
Edelman and 


THE 
TRIES 


RADIO AND APPLIANCE 


are expected to spend 


according to an estimate by 
ing Age. $8 to $12 millions of 


vertising allowances. 


ONE OF THE SUBJECTS to be dis- 
cussed by scientists and industrialists 
at the Golden Anniversary Congress 


American Industry on December ¢ 
vill be the possibility of the 
atom 
of heat 


energy to the 
and light 


Tue THuermo-Broiter Co. of 
York has announced that it has 
broiler in production 
offered to the public 
guarantee 
firm president, revealed the appoint 
nent of Charles W. Robbins Co., N 
Y., as sales representative for 
pany products 


type ot 
vill be 
life-time 


with 4 
Charles 


INVITATIONS ARE OUT TO 


ucts for competition in the 


Lewis and Conger Annual Award for 
Home Safety Samples must reach 
lewis and Conger, 45th St. and Ave. of 

Americas, New York, N. Y. be 
tweet January 2nd and January 3lst 
The winning manufacturer will benefit 

a nation-wide campaign by Lewis 
and Conger which will feature the 


roduct in all media of advertising. 


ARCTICAIRI 

inansas City, Mo 

ist May, is planning 
cost $50,000 


[HE 
a new 
Burt M 


electrical appliance store in 
Bend, Ind., at 129 East 


M ACK has 


WittramM PHALEN, INc., of 
Bend, Ind., has purcha 
Smith Music Shop at 
and added refrigerators, 
and household apy 


LaPorte, 
radios, 





merchandise. 












Assn., 
New York to 


INDUS- 
a total of 
$50,000,000 for advertising during 1946, 
Advertis- 
this 
will go to jobbers and retailers as ad- 


New 
a new 
which 


Lesser, 


all com- 


ELECTRICAI 
MANUFACTURERS to submit their prod- 
first annual 


REFRIGERATION Co., 
destroyed by fire 
building 


re opened his 
South 
Jefferson St 


South 
sed the Jos. C 
Ind., 
ranges 
lances to the 


application | 
production 








UNDISPLAYED RATE: 


$1.00 per iine or fraction per insertion— 
minimum $4.00. First line small black 
face type. Discount 10% full payment 
'p advance for 4 consecutive insertions. 





WHERE TO BUY 


Parts, Service & Accessories 





DISPLAYED RATE: 


$12.50 per inch per insertion. Contract 
rates on request. (An advertising inch 
is %” on one column—4 columns— 
48 inches to a page.) 

















2122 EUCLID AVE. 


WASHER LUBRICANTS 


wy Let the Lubricating Twins make more PROFITS for 


you. Sell Washer Oil and Wringer Grease to Every © =? 
Parts Customer. 
| NOW! Improved Oils and Greases in Sealed Cans, 
ao™ | an ideal over the Counter Package. 2 
Fie eo | PRICES 
| No. | Oil (Retail .65 Qt.) No. 2 Grease (Retail .40 Lb.) i ) 
Sanam = | - 24—1 Qt. Cans $5.76 (.20 Qt.) !2—! Lb. Cans $2. ' ] 
See ne wc) Be ee eg i ed 
' 5 Gallon Drums $3.95 25 Lb. Cans $3.75 (.15 Lb.) 


‘PEARSOL APPLIANCE CORP. 
CLEVELAND 15 


OHIO 




















WASHING MACHINE PARTS 
“For any and all makes” 
Most complete stock in N. W. 
Prompt Service 


Minnesota Appliance Parts Co. 





191 W. 7th St., St. Paul, 2, Minn 


When you're in need of some product 
or service to speed and improve opera- 
tion, or save money, you may find it 
here—in the Where To Buy Section. It 
pays to check this page . . . each issue. 

















SEARCHLIGHT SECTION 


(Classified Advertising) 


; “OPPORTUNITIES” 














OLD-ESTABLISHED, 
PUSHING TECHNICAL AND 
COMMERCIAL FIRM 
IN THE NETHERLANDS 


rting on sole-sale basis, first- 
class reputation American 
references, during war 100% true 
and loyal to the cause of the 
United Netions, with large own 
showrooms 


premises—offices, . Te 
» it, 
warehouse—for more than 25 








ibiiities for om of +4 
WANTS TO COME IN CON- 
TACT WITH FARSIGHTED 
AMERICAN MANUFACTUR- 
ERS OF ALL KINDS OF 
MODERN ELECTRICAL 
HOUSEHOLD APPLIANCES 


(electric kitchen liances, wash- 
ing machines, re . etc.), 
who are interested in 

their products to Holland or the 
whole of Europe as soon as Gov- 
ernment regulations are with- 
drawn 


A FINE OPPORTUNITY TO 
GRASP OR DEVELOP 
EUROPEAN BUSINESS! 


Ap licants are invited to write 
mail full details to: 


SNEL & VAN TUBERGEN 


Nic. Witsenkade 45, 
AMSTERDAM (C), HOLLAND 












MANUFACTUR 
ATTENTION 





vour or 

eeles County, Calif. Write— 
JAMES F. HARDY 

Borr Building — Washington 6, D. C. 











WANTED 
SALES AGENCIES 


Exclusive Distributor of nationally ad- 
vertised small electrical appliance, 
with great popular demand, wants live- 
wire Sales Agents for the South and 
Midwest who have department store 
and retail store following. Agency 
with allied lines preferred. Past ref- 
erences required. Write 


RW-856, Electrical M 
330 West 42nd St., New 


erchandising 
York 18, N. Y¥ 














WHAT IS YOUR 
PEACE-TIME PRODUCT? 


Phone or write us about it. Let us help 
you design techinical and sales material. 
Highly qualified technical writers and 
artists to prep your 1 talog 
and sales literature. 


TECHNICAL COPYWRITERS 
OF AMERICA 
816 Penobscot ee 26, Mich. 











Find what you are looking 
for? If this or other adver- 
tising in this issue does 
not supply the information 
@ wanted, of parts, services 
and accessories, write 


Electrical Merchandising 
330 W. 42nd Street 
New York, N. Y. 
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CAVALCADE 


Automatic Electric Record Player 
AVAILABLE IMMEDIATELY 
® Rejects Instantly! 


© Beautiful Appearance — Maroon color with matching 
plastic tone arm and knobs. Size—14!/>" x 14!/>" x 11" 
@ Faithful Reproduction — High Volume 


. ss Sales Appeal—Plays |2—10" or 12" 
ords 110 V 
Speaker 


rec- 


. AC All Electric 3 tube amplifier 5" PM 


SUGGESTED LIST 


See these and other fast- 
selling items for immed- 
jate delivery at 39 So. 
LaSalle Street, Room. 723, 
Chicago 3, Ilinois. 


$4g-00 


WITH REGULAR DISCOUNTS. 








THE NEW CAVALCADE 
Portable Electric Phonograph 


@ Smart Appearance! Attractive, Durable Case—4 out- 
standing colors Plastic Handle—Easily Removable Top 
Size: 16-7/8" x 12-3/16" x 7" 

@ High Fidelity Reproduction (all electric) 110 V—AC 3 
Tube Amplifier |'/> oz. Crystal Pickup for improved tone 
5" PM Speaker—Deep tone quality 

@ Plays 10" or 12" Records 


SUGGESTED LiST— *39-5° Retail, WITH REGULAR DISCOUNTS. 


JANUARY DELIVERY. 


CAYALCADE 


’ 
39 So. LaSalle St. ¢ Chicago 3, Ill. 
Cavalcade brings you tomorrow today - 
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The Original Hammered 
Design Cast Aluminum 


g TEP ott 
eugeTRle * 


| Polished to a 


|\No wonder so many women 
|want and buy the beautiful 
HOLLIWOOD Electric Table 
| Broiler. 
| so good looking on the table. 
And it brings out the real good- 
/ness—the delicious flavor of 
| broiled steaks, chops, and other 
| food. 


It’s so distinctive .. . 


| Women are proud of the ham- 
|mered design cast aluminum 
table broiler because it’s pol- 
ished to a silver finish. When 
the meat is done . . . just right 


every time .. - they remove the 





IT SERVES YOU RIGHT 


FIN DERS MAN 


3669 S. MICHIGAN 


| EXHIBIT 


y Room 1010 


Broilers 













to See Our 






Palmer House 
Dec. 30 to Jan. 4 



























SILVER FINISH! 


top and have a handsome well 
and tree platter for table serv- 
ing. 

HOLLIWOOD Electric Table 
Broilers are coming off the line 
faster than ever and soon we'll 
be able to supply the ever in- 
creasing demand. It won’t be 
long now and you'll be able to 
get all you need of this fast-sell- 
ing appliance. Prepare now to 
cash-in on the steady sale of 
HOLLIWOOD Electric Table 


Broilers that everyone wants. 


They're worth waiting for. 


UFACTURING CO. 


AVE., CHICAGO 15, ILL. 
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Kitchen is Center of Activity 
in Most Canadian Homes 
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MERCHANDISING 
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SHOP TALK 





NEW BOOK ON RETAILENG js @ volume 
just written on “How to Sell Mrs. 
America,” Patrick C-. 
Monaghan, for years with a Chicago 
utility and today director of publicity 
for an appliance manufacturer. Pat is 
cashing in on some of his gray hairs. 
Publisher of the book is the Business 
News Publishing Co. of Detroit. 


authored by 


in on 
the health angle on electric ranges, says 
Ward Schafer. You have seen how 
Ovaltine has appealed to low blood 
pressure victims by getting them to 
drink something warm to woo sleep. 
It appears that a large percentage of 
our population over 40 has a touch of 
gall bladder trouble and can’t eat fatty 
meats. Ward's father-in-law is his 
testimonial. The old gentleman wouldn't 
eat steak for supper because it kept 
him awake. Ward put in an electric 
range, brought in some steaks (it was 
prewar) and persuaded his father-in- 
law to eat one that was electrically 
broiled. It was quite different from 
the fried article and the old gentleman 
slept soundly. There is an idea in that 
for future advertising campaigns. 
Incidentally, before we leave Ward 
Schafer, it might be said that he is one 
f the few sales managers in the coun- 
ry who is capable of installing an elec 
ic power plant. In 1942 he took a 
eave of absence from Edison General 
Electric Appliance Co., went down to 


SOMEBODY IS GOING TO CASH 


Houston, Texas, and installed three 
300-Ib. per hr. boilers, and a 35,000 
kva. plant. “I wasn’t sure it would 


work,” he confides, “but it did.” 
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A NEAR THING TO A DEAD RINGER 


for Roy A. Bradt, Maytag vice presi- 


dent, is his son, Ensign Robert D.’ 


Bradt. Bob visited Newton recently 
and a snapshop of him having lunch in 
the Hotel Maytag revealed that he was 
almost identical in appearance to his 
father. 


A LOT OF PEOPLE who read his dig- 
nified correspondence may not know it 
but C. F. (“Frosty”) Peters of the 
Apex Electrical Mfg. Co., was one of 
the world’s fastest humans during his 
college days. He was timed a number 
of times as doing the 100-yard dash at 
9.6 seconds, and once did a number of 
exhibition races with Charles Paddock, 
the famous flash of the 20’s. Frosty 
says he can still run fast enough to 
catch his two kids. However, Frosty’s 
dad still claims that he can run faster 
than Frosty. There the matter stands. 


Tue Duguesne Licut Co. Boys 
from Pittsburgh who got a ride in the 
paddy wagon in Chicago will long 
treasure the memory. It happened this 
way. Ward R. Schafer, sales manager 
of Hotpoint, was taking the group out 
to dinner. There was no taxi avail- 
He jokingly asked the police- 
men in a cruising car if they couldn’t 
get them to their destination, thinking 
they would ride in the cruiser car 
“Glad to oblige,” said the and 
summoned the paddy wagon, in which 
everybody state to the 


able. 


cr ps, 


rode in rées- 


taurant 


Lever Brothers, Ltd., of Canada, 
have released the second part of their 
survey of Canadian homes, which con- 
tains much of interest relative to elec- 
tric appliances, particularly since this 
part of the survey deals almost exclus- 
ively with the kitchen. The study, on 
a nation-wide basis, focusses on the 
82% of homes valued at $4,000 or less 
in normal times, or on farms of under 
200 acres, thus excluding the 18% in 
the high income bracket who have no 
particular problem in housing and 
equipment. 

Although 95% of the homes covered 
in the survey have living rooms, the 
kitchen is the center of activity, not 
only for cooking and eating, but for 
washing, laundering, taking baths, 
and even sleeping, in some cases. Three 
out of four Canadian families eat in 
the kitchen the year round; more than 
half of all families’ wash is done in the 
kitchen; in winter, one in seven fami- 
lies dries its laundry in the kitchen. 
Vacuum cleaners, carpet sweepers and 
soiled laundry of one quarter of the 
families are stored in the kitchen, and 
many family members take baths there, 
the survey disclosed. 


Many Without Refrigeration 


Still without either ice or mechanical 
refrigeration at any season of the year 
are one in five urban families, two out 
of five village families and two out of 
three farm families. One in seven 
kitchens must use artificial light 
even in daytime ; one in eight non-farm 
kitchens and one in twenty farm kit- 
chens also rely entirely on artificial 
light. 

Although half of the farms surveyed 
have electric power, six out of seven 
farmer’s wives must cook on wood or 
coal ranges. [ven in cities, where 
electricity and gas are almost universal, 
one woman in three living in low and 
medium-cost houses cooks with coal or 
wood. 

When asked the one improvement 
they would most like to make in their 
kitchens, 11% of urban housewives 
chose sinks, running water or hot 


National Survey Reveals 
Data on Appliance Needs 


water. The figure rose to 16% among 
village housewives, and reached a peak 
of 25% on farms. They are short of 
running water, let alone hot runing 
water and lack laundry tubs, proper 
drying facilities, washing machines, 
vacuum cleaners and carpet sweepers. 
Some lack even wringers, and many 
have no ironing boards. The lack of 
hot running water extends to 26% of 
urban homes, 57% of those in villages, 
and to four out of five farm homes 
The supply of running water is about 
the same for tenant-occupied and owner 
occupied homes of equal value, but 
fewer tenants have hot running water. 
Hot water supply varies greatly with 
the season, many families having con- 
tinuous hot running water only in 
winter from their heating systems 


Big Washer Market 


There is a big post-war market for 
washing machines, but three fifths of 
women who now own machines have to 
push them on washday from where 
they are stored to where they are used 
71% of urban women, 72% in villages 
and 76% on farms have washing ma- 
chines stored in kitchens, basements, 
and even bathrooms, bedrooms, living 
rooms and dining rooms. Most women 
have no suitable place to dry washing 
except outdoors, making it necessary 
to have clothes strung all 
house during the winter. 

Canadian women are well supplied 
with electric or hand irons, but nearly 
one quarter of them have no ironing 
boards and have to do their ironing on 
the kitchen table. 

There seem to be ample opportunities 
for manufacturers of carpet-cleaning 
equipment. Of homes with rugs and 
carpets, 20% in cities and towns, 35% 
in villages and 49% on farms have 
neither vacuum cleaner nor 
sweeper to clean them with. 
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“IT'S MY DEN, UNTIL WE GET THAT NEW HEATING SYSTEM!" 
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NEW COOLERATOR 
ELECTRIC 
7 -cu. ft. and 9Y2-cu. ft. 


models 


ELECTRICAL ME 





JOHN H. GANZER 
Vice Pres. and Gen. Sales Mgr. 
The Coolerator Company 


COOLERATOR IS 





‘ im- 
tor $$! 
1. Coolera 


alified, fast-movin® 
re keyed to 


jines 2 
demand. 


popular Prices, 


Now! no more heavy stock invento- 
ries of slow-moving appliances! By 
producing only popular, fast-moving 


models at your customers’ price 


levels, your sales and turnover are 





HOME AND FARM FREEZERS 
Home Freezer —6'/2-cu. ft. COOLERATOR 


NEW ICE-CONDITIONED 


EASIER TO SEL 


° Coolerator offer. 


these fast-selling 


Models at Popula, 





speeded up! Here’s a sales policy 
you'll want to cash in on. Write 
your Coolerator distributor for details 
today. Coolerator is America’s largest 


sale specialist in home refrigeration. 





The Coolerator Company, Duluth 1, Minnesota 


Farm Freezer —15-cu. ft. 5-cu. ft.—75-\b. ice-capacity 


6%-cu. ft.—100-lb. ice-capacity 
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Miracle W\IVMATIG IRON 


ELECTRIC 


Maker—Auto- -r- 
No-filter Cloth. 


Time... Saves 


Roaster — Auto- 
matic; 22-Quart; 
Tel-tale Light. 


Waffle lron—Over- 
flow Trough; Heat 


Indicator, 


@ See this speedy, streamlined Fore-N-Aft pointed iron at 
the Housewares Show ... with its Wrinkle Finder Headlight, 
fabric heat selector, entire air-cooling, its twin points that 
get into small spaces without reversing. 

See all the new MIRACLE appliances. Tomorrow's Food 
Mixer, only shelf-high with built-in power unit and 12 speeds 
... the Automatic Coffee Maker that requires no cloth filter, 
that uses less coffee, makes it faster, keeps it hot longer... 
the Steam Iron usable wet or dry... the extra-insulated auto- 
matic electric Roaster... Vacuum Cleaners, Portable Food 
Mixers, Waffle Irons, Massagers, the whole MIRACLE line, 


all will be there, and soon they will be ready for delivery. 


See the Miracle Appliances at the 


Housewares and Appliance Show 
Room 930-W and 931-W, Palmer House, Chicago 


A few MIRACLE FRANCHISES still available. 
Write for facts. 


2-Burner Grill — 
Streamlined; 4-heat. 


Toaster—Flip Type; 
Plastic Handles. 


Portable Mixer — 
5 ¥] New 
Patented Beater. 


Flour Sifter — Sifts 
Flour 3 Times in 


One Operation. 


Steam lron — Auto- 
matic; Light Weight, 
Vacuum Cleaner Wet or Dry. 
— Powerful Suc- 


tion; Revolving 
Brush. 
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